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FOCUSED 
SELLING 








DYNAMIC SELLING SUPPORT 
REFRIGERATORS * LAUNDROMATS * DRYERS * FREEZERS 


FOCUSED ON FOCUSED ON FOCUSED ON 
NEW FEATURES NEW CUSTOMERS LOCAL SUPPORT 


Westinghouse dealers will be able The new focus on features will be A massive, multi-million dollar 
to center their selling around an exposed to customers everywhere local-support program will include 
important Big Difference in every via the heaviest-yet National a bigger-than-ever campaign of 
Westinghouse Major Appliance Advertising in leading magazines Local Advertising . . . a liberal 

dramatic, easy-to-demonstrate, ...a Westinghouse “Studio One” Cooperative plan ... bright, new 
customer-convincing features that’s better than ever... plus selling displays . . . plus forceful 
that make selling easier all-out newspaper campaigns. new sales helps. 








SEE ALL THAT'S NEW AT SPACE 11122, MERCHANDISE MART 


Westinghouse Electric Corp., Major Appliance Division, Mansfield, Ohic 
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FOR NEW 1957 WESTINGHOUSE 
RANGES * DISHWASHERS * WATER HEATERS * DISPOSERS 


FOCUSED ON FOCUSED ON Distributor showings of new 


1957 Westinghouse major 


TESTED PROMOTIONS RETAI L SELLI NG appliances are starting soon! 


To build sales for Westinghouse Westinghouse will pour over a Visit them and you'll see why 

dealers in every selling season, million dollars into supporting top appliance dealers are 
1957 will see a series of sure-fire the Forgotten Man of appliance ; 

retail promotions, developed by retailing—the Retail Salesman moving to Westinghouse and 
Westinghouse around tested 80 Westinghouse dealers can in- moving with Westinghouse! 
and proven appliance selling crease their sales without increas- — 


chniques. ing their overhead. 


you CAN BE SURE...IF ™% Westi nghouse @ A 
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People Stay Sold 
on dependable 
j Toastmaster Products! 





Smart retailer! He knows that people always 





return to the store that handles trouble-free 
merchandise. So he features Toastmaster prod- 
ucts, the top-quality line he can rely on to 
stay sold! 

Years of consistent top quality created this 
reputation for keeping people satisfied. Toast- 
master products deliver such lasting service 
that they are known everywhere as the most 
dependable appliances money can buy! Make 
sure the products you sell make friends for you. 
Identify your store with Toastmaster quality, 
and build your business on satisfied customers! 


Display the complete line 
and you'll sell the complete line! 
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NEW! MODEL BAI 








Automatic Fry "an 





NEW! MODEL 203 NEW! MODEL 4B! 
MODEL 1816 tt-inoh, $19.96 retall Automatic Gril! Steam & Dry tron 
Powermatic Toaster Aliso avaliabie in 12-inch 4& Wattie Baker $16.96 retail 
$27.60 retali MODEL SBi, $24.96 retail! $32.60 retail! 


ASK YOUR DISTRIBUTOR ABOUT THE NEW, BIGGER TOASTMASTER LINE! 
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Business Quick-Check 





SALES, factory, appl.-radio-TV index (1947-'49 = 100) 155 


THE YEAR 
SO FAR 
('56 vs '55) 


Latest 
Month 


Preceding Year 
Month Ago 








131 162 








DEBT consumers owe to appl.-radio-TV dirs. ($millions) 368* 





FAILURES of appl.-radio-TV dealers 
RETAIL SALES total ($billions) 
DEPT. STORE sales index (1947-'49 — 100) 


DISPOSABLE INCOME annual rate ($billions) 


LIVING COST index (1947-'49 = 100) 
SAVINGS of consumers, annual ‘ite ($billions) 
HOUSING starts (thousands) 

AUTO output veencnde 


UNEMPLOYMENT (thousands) 


288.2 


368° 361° g 





7% DOWN 
8.4% 
3.1% UP 
4.8% UP 
6.3% UP 
1.2% UP 
28.6% UP 
18.0% DOWN 
28.3% DOWN 
4.3% BETTER 





27 37 30 





16.1 16.0 15.8 





129 122 122 


284.9 273.8 








117.7 117.1 114.9 





21.4 21.2 15.9 





93.0 93.0 105.8 





581.1 388.9 749.0 


2,463 1,909 





2,398 





TRENDS 


| ippliance dealers this may be ‘The Year of the Kitchen 





On one side you'll have manufacturers pressuring you to go into 


kitchen busine And from another point of view, the ap 
ince dealer may have to think twice before deciding not to be 
the kitchen busine: 


ewhere in this issue (page 167) you'll find a detailed market 





vhich explains why cabinet makers are going out after deale: 





ness. One big reason, of course, is the fact that the remodeling 
market may have accounted for as much as 50 percent of steel 
kitchen cabinet volume last year. Cabinet manufacturers are well 
iware that the housewife buys a kitchen, not a group of cabinet 
vlien she’s remodeling. So they're looking for dealers—and plenty of 
them—who can sell kitchen 
But more important, the appliance industry can’t afford not to 


be in the kitchen busin« 





\s saturation on product after product 





eases, the industry 1s becoming more and more reliant on the 
kitchen” as a vehicle for building appliance sales in the future 


ask Whirlpool-Seeger why it plunged into the 


0 fast. One of the principal reasons was that 


lor imstance 
kitchen businc 
kitchens account for a bigger and bigger chunk of the appliance 
market and the firm couldn't stay out of this market and still get 
its share of industry. (The other big reason for the fast entry bi 
Whirlpool: to give distributors a really full line in one move so 
that franchises wouldn't have tu be shuffled again 12 a year or two 

Or listen to what I*rigidaire’s C. V. Kirby says 
when appliances and the kitchen 
Foday the 
\merican housewife demands a coordinated, well-planned kitchen 


utilitie 


“There was a 


1a' and not too long ago 





uld have been considered two separate subjects 








torage space all integrated 


She want appliance: 
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(Sources, in order: FRB, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, Dept. of Com- 
merce, Bur. Labor StatiSics, Council Econ. Advisors, BLS, Ward's Auto Reports, Census 
Bureau) “New Series 


What's this mean for the dealer in 1957? It certainly means that 


more and more cabinet manufacturers will be urging you to get 





into business 
It means, too, that well-known, full-line appliance firms which 


have never been in “kitchens” as such will be in them in 1957 and 


} 


they ll be asking the dealer to go along 


Most important, it means that the apphance dealer will have to 








make a close study to determine whether he can maintain his vol 





ume and his share of his local market if he chooses 


the kitchen busmess.— 


to ignore a 





rapidly growing piece of that market 





If you've been bothered by Sears’ advertising on the local level 








you may have a king-sized headache next year 





Phe chai 1s going into national adve rtising and it's a good gues: 





that apphances will receive heavs emphasis in any such campaign 


And such ads won't be institutional in nature. Sears officials 





make it Clear that their traditional yardstick for local ulvertising 
it pays off or else) will be applied to the national effort 
Sears’ chairman ‘T. \ 


at an advertising meeting in Washington. ‘The decision to use 


Houser explained his thinking recenth 


national ads, said he, had been stimulated by 2 “fundamental 
hange’’ in the production and distribution of consumer durable 

lor years Sears, basically a distributor, has also integrated manu 
facturing with its marketing. Now, brand name manufacturers are 
doing the same thing in reverse — they're trying to integrate thei 
distribution with manufacturing. As Business Week pointed out 


(Continued on page 6 











ONE STEP SELLS ’Eny 


Mow- MASTER 
@ Preit-O-Matc 


STARTING 
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Prest-O-Matic 
handle control 





e It’s exclusive! 
elt's new! It’s different! It really sells! 


@ Sells for less than many hand-started mowers! 


Prest-O-Matic starting, exclusive with Mow-Master, is 
sweeping the country. Alert dealers take one look at its 
in-store demonstration possibilities and know they’re seeing 


the first really new power mower sales feature in years. 


a quick kick of the 
Prest-O-Matic starter gets Mow-Master off and cutting .. . 


Look at the sales story you have 


a single lever right on the handle controls engine choking, 
running and stopping . 
Mow-Master 


8 to 80. It’s America’s safest power mower. 


no stooping or bending to start a 


easier and more convenient for anyone from 


And that’s not all. . . actually priced lower than many 
hand-started mowers, Mow-Master is backed by national 
and local advertising, powerful promotions, and a complete 


package of point-of-sale and display material. 


Sell the mower with the built-in buy-appeal of Prest-O- 
Matic starting. Sell Mow-Master—America’s fastest grow- 
ing power mower line. Ask your distributor or write today 
for details. Rotary and reel mowers from 18 to 21-in. cut- 
ting widths. 


PROPULSION ENGINE 
CORPORATION 


329 Marion Avenue, South Milwaukee, Wis. 


Me 





Subsidiary of Food Machinery and Chemical Corporation 
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TRENDS continues 


the two forces are now meeting head on in national media since 
one of the chief means for a manufacturer to establish control 
of his distribution .. . . is through advertising.” 

Something else has been happening in the industry recently 


vhich helps explain Sears’ decision. ‘The dollar spread between 





private and name brands has narrowed (thanks largely to price 
cutting) and advertising emphasis has shifted to features. Inci 
dentally, Houser cites television as one of the reasons for this 
emphasis on features since they're so easily demonstrated on ‘1'V 
So you can look for Sears to use ‘T'V in its stepped up advertising 

Nor is Sears the only firm going national on its promotion of 
private labels. Montgomery Ward and J. C. Penny are reported by 
Business Week to have similar plans. 


It's just possible, too, that you'll see renewed interest in private 





brands on the part of department stores. On several occasions this 
fall William Burston of the National Retail Dry Goods Assn. has 


contended that retailers made a mistake when they gave up the 





idea of affiliated retailers. He hints that the idea might be revived 
ind adds that “we have excellent precedents for private labels be 


coming national brands 


here's nothing wrong with discounting—but negotiating is the 





vrong way to do it. Instead, set a firm price and stick to it. 
Conventional discount houses have felt like that for a long time. 
Now a veteran New York dealer who has set up a marketing con 











ultaney for LOO retailers in the area is advising his clients to do the 





ime thing 
Iles Joe Schwartz and it’s his conviction that “haggling’’ ot 
negotiating’ a separate price with each customer is basically un 
ethical. Schwartz’ advice is to establish a single price. 
hat’s the way big discounters do it. But other retailers in at 
tempting to meet cut price competition have been paring prices 
just enough to make the sale. Some dealers even base salesmen’s 
pay on how much he can get over the store’s “low, low” price. Ne 
gotiating is widespread but it makes some dealers uneasy. So uneasy, 
is a matter of fact, that a NARDA member at the group’s Institute 
in Washington last summer complained that the legitimate dealer 
has become the industry's “horse trader.” 
(hat’s the argument: almost everyone agrees that you can't 
stick to list but there’s wide disagreement as to how to cut price 
Which side will prevail is uncertain. 


It's well to remember, however, that a century ago a retailing 





revolution got underway when Chicago's Marshall Field set a flat 





price and abolished “haggling” as a means of establishing retail 
prices. History could repeat itself. 








\ key marketing executive of one appliance firm suggests that 





the industry may have to soon use a new basis in determing mar 





ket areas. He thinks that in today’s picture market areas are being 
determined by newspaper coverage and not by county lines or his 
torical shopping patterns. 

His argument is simple: in the Midwest today, for example, you 
can't consider Milwaukee, Chicago and South Bend as three sep 
arate markets because in all three areas the Chicago papers have 
tremendous circulation. A price or product advertised in Chicago 


is inevitably going to be noticed in South Bend or Milwaukee. 


End 
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a timely thought for every retailer 
who is tempted to sell on the basis 
of price alone 





“Ouattty will be remembered 
long after price ts 
\ forzotten’ 


—H. G. Selfridge 


(one of the world’s most successful retailers) 


4 one of our dealers asked us for the best 
selling advice we know, we'd bring out Mr. 
Selfridge’s words without hesitation. 


As far back as we can remember, the think- 
ing at North Canton has put quality first. The 
kind of quality that makes a product look better, 
do its job better, give its owner more pride and 
more years of service. 


Here’s the important thing: not only do 
people buy this kind of quality with more con- 
fidence, but they’re willing to pay more for it. 


Maybe it’s the more than 14,000,000 women 
who have bought Hoovers that convinced us. 
Maybe the fact that Hoover Dealers are just 
concluding the biggest year in their history. 


At any rate, that should be pretty good evi- 
dence for both you and us that quality is the 
most salable “item” in the appliance business. 


See 2 new Hoovers at the Chicago House- 
wares Show. New Hoover Constellation! New 
Hoover Polisher! Come, see the world’s newest 
quality appliances at the Hoover Exhibit, 
Booth 164, Navy Pier, beginning January 17. 


Y Y FINE APPLIANCES 
H () () kK. R ... @round the house, around the world 
- 


Constellation @ Citation oe tark oo Pixie « Dustette eo # Polisher-Scrubber 
Steam-Dry lron with the first stainless steel soleplote « Wandmixer « Automatic Coffeepot 
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The big news in room air conditioners for 1957! 








Plus a 115-volt 1-hp Room Weathermaker that delivers 





same capacity as conventional 230-volt models! 





EXCLUSIVE POWER COOLING 


Like power steering and power brakes on a new auto 


mobile, revolutionary Power Cooling on the new 1957 


Carrier Super Cre tline and Crestline Room Weather 


makers means plenty of powerful sales ammunition for 


the coming selling season! Only these newest Carriers 
automatically adjust themselves for the best balance 
between temperature and humidity! This means quicker 
cooling, more thorough dehumidifieation without over 
chilling quieter operation less 


completely hands-off fully 


current consumption and 
automat performance! 


{ nique 2-slep thermostat makes Power Cooling possible 


FULL-CAPACITY COOLING 


Carrier has not one but two new Super Crestline 115 volt 
models! There is a %-hp model that uses only 7! 
amperes and a | hp model. Both have a cooling capacity 
equal to Carrier’s conventional units yet use 37% less 
current than standard cooling systems! New Constant 


Balance cooling system gives Carrier the edge It con 
sists of a spec ial current-limiting compressor, a unique 
capacity balancer valve that keeps cooling coil pressure 
from placing an excessive load on the compressor plus 
Carrier's exclusive, high-capacity Carrene 7 refrigerant. 


All combine to give you a real “full-capacity” sales story! 


Carrier ts the POWE R LINE for ’57! 





25 NEW MODELS! 


The 25 new models in the full Carrier line will be the 


power line for L954 power! to cool. power to sell. 


power to pull in profits for you. kor complete infor 


mation call your Carrier Distributor, listed in the Classi 


lied Directory, or write to Carrier Corporation, Syracuse, 


New York. It ‘ 


never too soon to get rich! 


DON’T MISS THE BOAT! 


Count yourself in on Carrier’s Tropical Holiday Sales 
Contest! It will be the greatest selling incentive program 
of the industry during 1957. Hundreds of winners and 
their wives get either an ll-day Caribbean cruise (for 
which Carrier has chartered the S.S. Queen of Bermuda) 


or a 6-day Mexican Holiday. So get aboard Carrier! 


irst name in air conditioning 
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THIN WHERE IT COUNTS! 





1057 Carriers have the “flushest” flush mounting of them all 
Beautifully styled. slim-silhouette grille installs with a less than 
2-inch projection inside the room—where wt counts! That's about 


the length of an average book of matches. On all models! 


ve 


SUPER CRESTLINE SERIES Jhe top of the 1957 Carrie: See these new units at the Carrier suite, 


line Iwo 115-volt models that operate in any adequately wired 





Congress Hotel, during the Winter Market! 


me without loss of cooling capacity Both have fully automati« 
Power Cooling and new Constant Balance cooling system. Also 
ew Finger Flip ¢ ontrols. reversible vrille, compatible Sand Beige 


color styling with bamboo center panel washable permanent filter 


CRESTLINE SERIES Same beautiful styling as the Super 
Crestline models along with automatic Power Cooling, Finger-l lip 
Controls and reversible grill [here are 7 models representing the 


iddle’ 1957 Carrier line 


STARLINE SERIES Really something to “sell up” from! Has 


budget price prospects will go for Handsome slim-silhouette 


ling, Finger-Flip Controls and reversible vrille. 





NEW CONSOLE ROOM WEATHERMAKERS Specially 
designed for apartments, offices. institutions and residences. Hand 

me plastic cabinet is just over 12 inches deep. Can be installed 
through-the-wall or with a window duct that’s only 5% inches high 
Adapts to new construction or existing buildings. Mat hing heat 


Os ivailable. 
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They took the ‘teeth’? out of North America’s 
toughest truck run in an amazing display of stamina 
and dependability! The Chevrolet Alcan test called 
for great truck components. ..and here they are, the 
same modern features you'll get in your ’57 Chevy! 
Modern high-compression 6's—a_ time-proved Chevrolet 
truck Thriftmaster 6 made the tortuous Alcan Highway 
test look easy . registered a high 18.17 miles per gallon! 
Short-stroke V8 power —with the shortest stroke of any truck 
V's, new Chevy engines stand first in their field for efficient 
load-pulling! Their great performance in Alaska proved it. 
in light- and medium- 
duty models, Hydrovac power brakes* supplied up to 85° 
of the braking effort! 


Safe, sure brakes now Alcan proved 


Chevrolet truck 
cabs and bodies remained tight and solid on Alcan bumps, 


lL’nit-desiqn cab and body construction 
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THESE ’57 CHEVIES TURNED THE 
TOUGH ALCAN HIGHWAY INTO A TURNPIKE! 


showed that they’re built to last! 


Rugged Synchro-Mesh manual transmissions—they dis- 
came through with 


smooth, flexible, trouble-free performance! 


played never-say-die durability 


it reduced driver’s 
work immeasurably and it saved wear on drive-line parts, 


Kasy-going Hydra-Matic transmission* 


' 
too! 


Sturdy frames and long-leaf springs—these brawny chassis 
components proved they can take it when the going is 


roughest . .. took the Alcan’s worst with strength to spare! 


These Alcan-proved Task-Force 57 features and others like 
them (such as extra-heavy rear axles, easy-rolling Ball-Gear 
steering, and new, improved tubeless tires) are ready to 
tame your tough truck runs too! Boost your hauling profits 
by seeing your Chevrolet dealer soon! Chevrolet 
Division of General Motors, Detroit 2, Michigan. 

*Opl mal al ¢ 


1957 CHEVROLET TASK-FORCE TRUCKS 


PROVED ON THE ALCAN HIGHWAY...CHAMPS OF EVERY WEIGHT CLASS! 
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TRENDS 


By Robert W. Armstrong 


Washers, portable TV and hi-fi lead 
1956 sales, but dealers call it a year of 
good volume and no profit . . . 1957 


forecast: more of the same 


hinge happened in the last month of 
4 


1956 that was important enough to alter 
the basic pattern of the year. According to dealers 
il] over the East the trend to an increase in volum« 
without any increase in profit ran its course. Mor 
over, those products which had led all during the 
year were the first to break the tape at the finish 
line and the early laggards brought up the reat 

I'he outlook for 1957, say both dealers and dis 
tributors, is more of the same. ‘Those appliances 
which ran strong in 1956 are expected to stay out 
n front; industry trends in service will maintain 
their present direction 


Without home laundry volume, 1956 would 
have been a sadder story. Dealer after dealer and 
distributor after distributor say dryers and, pat 
ticularh iutomatic washers were the mainstay 
f 1956 sale 

4 Boston distributor sa washer sales were 
ihead 30 percent. A western New York dealer 
ivs, “Our white goods volume for the year is off 
10 to 20 percent, with refngeration the big weak 
pot. Ranges have been fair and laundr equip 
Washington dealers 
fell behind, electric 


nent has been excellent.” 
iv refrigerators and freezer 


inges were on a par, washers and dryers were 
head. A Philadelphia merchant says washers and 
range old best. ‘Thi ime retailer savs his over 
ill volume for the year was about $45,000 better 
than in 1955 but his profits were down 10 per 
ent. Unlike a lot of dealers he increased his prof 
its on refrigerators becaus« ve had good bu 
from distributors all the year through 


Refrigerators and T'V were poor performers. 


Sale heure publi hed elsewhere in th Issuc 
i decline in refrigerator sales for the nation 
vh However, this doesn’t tell the whol 

t | example, a big New England group 

f st eports that combination refngerator 
C1 it ahead of 1955, but tandard 

rit percent off. lor some merchant 
the LIS { poo! refrigerator ile vas the cde 

e] pment rt an exten repla ement market 

mut th e¢ local reasons, too. In Buffalo, for 
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example, some dealers blamed “the coolest sum 
mer on record’’—which also hurt air conditionet 
sales 


The TV story is one of volume without profit. 
One Massachusetts dealer says, ‘“I'V was plagued 
with too many dealers, too many manufacturers, 
too many wholesalers, and too many sets.”’ 

A big distributor in the same area finds ‘T'V 
sales off in units about 10 percent. A Philadelphia 
dealer finds sales ahead in units, off in profits 
“Portable business,’ he says, “has hurt sales of 
larger ticket ‘T'V.”’ Another says portables, which 
were hailed as second sets, are actually being sold 
more as first sets—replacements for old, worn out 
first sets. A Buffalo merchant reports T'V sales 
ihead in units, about even in profits 


What was good in 1956? It’s dangerous to 
generalize. What was tops for one dealer may not 
have been so good for another. However, if ther 
was any one product which elicited enthusiasm 
from everybody it was hi-fi 

Karly in December, one Philadelphia dealer 
voiced this enthusiasm with this statement: “We 
expect it to account for three-fourths of our dollar 
volume this month. It’s tremendous; we sold 
over 20 units in one week-end, mostly in the 
$250-$500 bracket.”” Another dealer describes 
hi-fi as “one of the really bright spots; expect it 
to be very big in the coming year.” 

Up in Boston a dealer reports that “hi-fi sales 
increased 25 percent in 1956 and | expect a fur 
ther increase in 1957.” A distributor in his area 
did even better—a 70 percent merease 


Ranges were a leader for some merchants. or 
example, one New England chain, which had a 
ix percent increase in overall business (both 
units and dollars), says ranges increased 25 per 
cent. And a Philadelphia dealer says electric 
ranges were way ahead of 1955. “Washers, ranges, 
and even kitchens have been selling best,” he says 
Mor typical of a lot of dealers, however, is the 
Philadelphian who says ranges were generally poor 

“their increases have tot kept pace with washers 
ind dryers.’ 


The color 'I'V battle still rages, but there seem 
to be more and more retailers who believe that 
it can be sold. For example, a Boston area retailer 
says, “Contrary to what o-hers are reporting, color 
I'V is responsible for a pickup in our volume, We 
old over 30 sets this fall.” Even some of those 
who haven’t sold much color TV yet have hopes 
for 1957. Many dealers make comments like thi 
Color ‘I'V could be big next year if the price is 
right and they can correct the service problem.’ 

We look for a good color year; we have 


ilready sold 15 sets and expect it to start rolling 


in is | CC black and white VCTY low in 
the first quarter and gradually dying to be sup 
planted by color.”” Others, of course, are still 


bearish and say that color won't begin to go until 
1958. ‘Their reasons: price, service and “too man 


bugs in the sets.”” However, one distributor (who 


obviously sells color) say Some dealers are run 
ning 50 percent ahead in dollar volume as a result 
1957 


of color. We have seen substantial increases m 
color sales each month. By September of next 
vear color will be outselling b&w in both dollars 
and units 


Centralized service will continue to expand in 
1957, although dealers express different views on 
it. One, who says “no factory can compete with 
us in service,” still expects continuing expansion. 
Others are voluntarily turning service over to 
central organizations in order to get out from 
under the responsibility, One, for example, says, 
“When you sell a color set you can expect to 
have customers on your ear continually, ‘The best 
way to handle it is to sell it with a $40 service 
policy and then turn over the service to a factory 
service Organization 


You'll have to make up your own mind on an 
increase or a decline in time payment sales this 
year. No two dealers seem to agree. Down in 
Washington, for example, retailers anticipate 
easier credit but look for an increase in interest 
rates—which could stimulate cash sales, A Phila 
delphia merchant says his ratio of 60 percent cash 

10) percent time sales will be maintained—even 
though he prefers time sales. Another dealer in 
the same area says time sales will jump because 
money is getting tighter. “We are a credit house, 
‘Customers don’t ask us how much it 
costs but how much a month.” 

In western New York, few dealers see any 
chance for a reduction in time buying. ‘They look 
for an increase because, “it is the way of life 
One even goes so far as to say, “Ninety-nine per 


he Says 


cent of our sales are on time and we see no 
change 


By Tom F. Blackburn 





More dealers publish catalogs . 
Food chains and appliance selling . . . 
How Chicago business breaks down... 
Sales reports 


Bence has been a decided increase in the 
number of catalogs put out by dealers during 
the year 1956. Possibly the increase in mail order 
sales to city people is due to the fact that in so 
many homes the wife has a job, and is hand ipped 
in getting to the store 

At any rate, one mail order house reports that 
in 1950 more than 55 percent of its list was rural 

Continued on page 
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ind tod ily 65 percent goes to farm families 
Long a people who were invalids, bedfast, held 

wn by small children or lived in an isolated 
irea turned to catal ind let the postofhice do 
their A for them l'oday nearly all of the 

department st put out a Christmas catalog, 
the toy | ple have gotten them out lavishly, and 
mail box ire filled with stuff from hardware, 
lrug stores, jewelry stores, and nearly everybody 


except the apphance dealer. Reason for the apph 


ince deal fall-down in this matter is the fact 
that he cannot buy a syndicated job, but has to 
have his own printed, but if the trend continues 


he should be in line next year 

Chicago's famous merchant, Sol Polk, dips a 
finger in this situation and says, “I can foreseee a 
distribution center in Chicago headquarters, with 
tores in outlying areas, including catalogs and 
pictures of appliances. Salesmen will press a but 
ton on a television, and show the customers the 
ippliances in the home office. If a customer asks 


yr a demonstration, the item will be brought by 


‘ 


ruck within 48 hours to her home.’ 


; 


There is fear in the Middle West, that the next 
step in appliance retailing will be through the food 
chains. Despite the fact that Henke-Pillot and 


Winegarden have sold appliances in ‘Texas, there 
not much chance that the food supermarket 
vill go far with ippliances hei operation 1S 
ised on an attempt to have a complete turnover 
every week of the year, and for this they must 
pick up fast-movers as a super food store will gros: 


iround $4.00 per square foot pel week. ( om par 
this to the $1 to $1.50 per week per square foot 
vhich is obtainable with non-food items such as 
ppl Wice 

buying is to pick fast 


moving items and duck the 


Ihe food chain idea of 
low selling model 
lhe customer for 


1 appliance wants to sort from 


1 complete ortment of colors, sizes, many of 
vhich are natural] low moving. Because food 
hains do not carry any stock, and expect thi 
ipid turn r, the ire not geared up to be su 
essful in appliances, let alone the stuff you find 
n depa tment store It mav be that 70 percent 
f the lume is done on 20 percent assortment 
ut th isumers insist on the presence of a 
full line of I 7 or types trom which they 
in ect what they want. The food chain may 
ced with hosiery, which i elf elling, ind 
they may do a business on tooth past harnpoos 
izor_ blade ind on other items which require 
10 Custom deliberation or assistance in the pul 
hase. Don’t every worry about a food chain 
lling refrigerators or washing machines, says our 


nformant, who pent year with the A&P store 
hey won't do it 


I'he big boys don’t get it all. ‘There is much 
talk in Chicago about Polk Brothers and the other 


big stores getting all the appliance business, but a 
urvey completed recently by the Chicago Tribune 
does not prove this true. On air conditioner: 
Polk Br ot 17.1 percent of the business and 


ed the town. On washers, Polk again got 16.8 
vercent of the business but was bested by Sears 
On refrigerators, they got 16.5 percent of the 
usin ind led Seat Sears got 22.8 percent of 
the home food freezers, and Carson Pine & Scott 
lepartment store got 10.1 percent. On clothe 
irvers, Sears Roebuck mopped up 27.8 percent of 
the town olume versus 17.6 percent for Polk 
Bros. On cleaners, Polk Bros. only did 6.6 percent 
f the town’s business, but was up on television 
leading the town at 16.8 percent. On kitchen 
ranges, Polk Bros. were second with 11.8 percent 
Ihe odd thing about the survey was that Com 
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monwealth Edison Co.. once said to do from 10 to 
20 percent of the town’s appliance business was 
down to 2 or 3 percent in this reckoning 


Ihe clothes dryer and the automatic washer 
were again the bread and butter items in Cedar 
Rapids, lowa, for the first 11 months of 1956. 

here were 1,759 automatic washers sold in 
1956 compared to 1,744 in 1955, 942 clothes 
dryers versus 806 the preceding year, for the first 
11 months of the year. Air conditioners were 
down, 238 versus 650, and refrigerators ran only 
1,781 versus 2,325. Food waste disposers were 
ihead for 1956, 191 versus 149. The rest of the 
list was down for the comparison of the year 

In the Omaha territory television led the year, 
with 7,229 being sold compared to 4,536 for 
radio, 4,278 for refrigerators, and 3,997 for auto 
matic washers. Air conditioners ran to 6,066 for 
that territory 

In Kansas Gas & Electric Co., territory centered 
round Wichita, 406 dishwashers were sold for 
ten months of 1956 versus 406 for ten months in 
1955. It isn’t much but in a vear in which most 
sales have fallen below 1955, it is significant. 
Central air conditioners were up 115 percent for 
1956, evaporator coolers were up 26 percent, and 
unit room coolers were up 3.4 percent. On the 
other hand, attic fans were down 65.9 percent, 
ind window fans were down 2.4 percent. Food 
waste disposers were up 14.2 percent, and home 
freezers up 9.9. standard ranges were ahead 4.9 
percent, and built-ins fell back 2.6 percent. Auto 
matic washers were ahead 7.2 percent 

he Wisconsin Power & Light Company’s 
area, around Madison, Wis., said that in the first 
9 months of 1956, compared to the same period 
in 1955, this was the showing: Electric water 
heaters up 334 percent; food freezers, down 35%; 
electric clothes dryers up 7 
up t 


percent; electric ranges, 
Automatic washers up 16%. Refrig 
erators down 42 percent; dishwashers up 6%; 
room coolers up 87 percent, and dehumidifiers up 
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...in the | 
SOUTH 
WEST 

wine allen a 


Year end’s business picks up—but it’s 


od 


decidedly under 1955... Housewares 
sales droop . . . Laundry equipment 


paces sales... 


Y! AR-end business generally showed a good 
pickup throughout the Southwest, though it 
was definitely below sales for December of 1955 
However, most dealers and distributors appeared 
reasonably well satisfied 

The price situation in most instances held fairly 
firm, but there was considerable comment about 
intense discounting, sales and “‘fantastic’’ trade-in 
offers. Apparently a lot of 1956 merchandise wa 
left on dealer floors and many of them thought 


1957 


Christmas time a good time to get it out of th 
way 
Although many businesses reported this year 
December sales below 1955's figure, the percent 
ape drops were nota evere as in prey ous months 
comparing them with their 1955 figures Some 
increases were noted, but thev. too, were not 


noticeably high 


Perhaps the biggest change was in clectric house 
wares sales, What few dealers were handling them 
did not move them as well as in 1955 and price 
were either as low as the year before or under 
One dealer is the exception He calls prices slightly 
better but his sales have not increased, Quite a 
number of dealers have eliminated electrics from 
their inventory due to increasing sales by drug 
stores, jewelry firms and department stores who 
are using housewares as a means of beating a path 
to their stores for other merchandise. A good ex 
ample is a leading Dallas department store which 
is advertising almost daily in large size type that 
they will not be undersold on electrics and other 
small houseware items. Their prices, after a spot 
check, show fairly good price cuts from what 
being charged by drug stores and other outlet 
\ dealer in Albuquerque, N, M., acknowledged a 
drop off in sales, blaming even grocery store 
“We mav sell less.” he added, “but at least we'r 


going to get our price 


Home laundry equipment continues to lead 
‘Texas sales, but refrigerators and ranges are gain 
ing. Just why range sales have been slow is an 
unanswered question, Perhaps the lack of promo 
tion has something to do with it. It seems like 
most ads these days plug washers and dryers with 
either “special” combination prices or giveaway: 
if you buy one or the other or both, But the ex 
pected range pickup is materializing—though slov 

and as one Fort Worth dealer says, “Thank 
goodness.’ 

l'elevision movement ranges from fair to good 
in the Lone Star state but top of the line sets ar 
not making any headway. Prices hover around the 
$200 to $250 mark. Color still is lagging, while 
port ible set sales have given dealers a good boost 
Prices are relatively strong for portable ; and con 
sumer interest is high 


Oklahoma’s movement of white goods was slow 
in most instances with refrigerators getting most of 
the play. Range ile re gaining momentum 
however, and most dealers and distributors ex 
pect the pickup to continue into thi Cal "\ 
had a slow December with low end models pacing 

ile 

In New Mexico, white goods had a fair month 
with laundry equipment heading most lists. lreez 


ers accounted for one distributor’ top sale 
Ranges remained down and ‘T'V activity was fair 
for most retailers, slow for others 


\ large New Mexico dealer in commenting on 
the Yuletide business said things were steady and 
vhile he did more business, it required more pro 
motion and advertising. In a side note, he added 
that he sold one dryer for each three washers a 
igainst a one to five ratio in 1955 


Range sales appeared to have had their best 
month in Arkansas where white goods on the 
whole moved fairly well, One wholesaler report 
freezer movement excellent—topping his white 
goods line. TV had a good month in Arkansa 
though prices were under $250, One distributor 
reported portables as a strong item along with 
$200 consoles. One sour note: considerable price 
cutting was noted by a Little Rock distributor why 

(Continued on page 16 
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dealers’ choice because 


ONLY ONE FAN looks like, 









Take a look at your present fan line. If it's a ‘‘me-too’’ line you aren't getting your 


ELECTRICALLY 

REVERSIBLE TWINS 
World’ 
electri ally 


2 mode 
first 
reversible Twin Port 
ible and manually 
model 
both Thermostatic! 


reversible 





share of summertime profit. If you want action — make a switch! Get the Signal... with 


the way-ahead design that’s better looking, better cooling, better selling! The special 


difference is Signal’s no-draft, natural cooling. It's the sharpest selling edge ever honed! 


Add to that the best 5-Year Guarantee in the industry, automatic Thermostatic Control, 


electrically-reversible high C.F.M. cooling and all the other way-ahead features that 


give Signal dealers competitive advantages. Get the sell-out habit... GET THE SIGNAL! 


WINDOW FANS 
‘T odels 


ling need 


t 


16" 


and 20 





1] 


to fit every 


12 


SPECIAL MODELS 

Floor and Multi 
Purpose Fan and 
Electrically-Rever 
sible Mobile, both 
convert for window 


fan use! 












fre, 





Ky 


PRICE LEADER 

PANEL FANS 2 
models, one electri 
cally -reversible, one 
exhaust model — real 
Signal quality at 
low-low cost! 


SIGNAL ELECTRIC 
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HI-VELOCITY AND 
OSCILLATORS — 2 fa 
mous Jet-Stream hi 
velocity models plus 
2 oscillator lines to 
cover the complete 
price range! 


maa FSi Te pac 
{ f } 
: f . a 


ing 





ADAPTER 
ACCESSORIES The 


low-cost extra Sell 


snap that 
clinches sales. They 
adapt Signal Win 
dow Fans to extra 


ses! 
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climinat dele a! wee of pr ht for dealer 
all ii more of them enter the fr 
nad by j npctin ) price 


The drought continues to cast gloom In on 


init int | i 1 OOO of | UWUU pet i ire 

in re f | f them unable to get a rOp ith 
ral " | ! i ipphan e buyin 

i lon ! 

\s th uth t ! th omin i t 
i | 0 that ich belt tightenim il be 
mec i \ lughi ompetitive i pectes 
nad to ist t Poersanne ie tard te t. With 
most ipphan cp pl it i Wait-and-see attitud 
But the cliuminat ’ I ‘ Da we | i must 
One distributor t told ty | 
trinmed om thil p tin t } HH 
nel il d hi | | t tial } 
they p ition i? } 1 ittin iW ’ 
st It ne t | hard pull ye ini 
ind the dealer vii ! ih Dusan vill be th 
one vho , mipet 


_..in the 
SOUTH 


December sales show recovery from 


November doldrums Tennessee 


sales run way ahead although TV is 
weak ... N. C. dealers report jump in 


dryers, ranges 


Southern a yp in mad cdist nut vl 
hist month we mecwhat mica | " 
thei ik position i th i th | ied it 

itistactor no mid 1D rile t ( 
pelle 1 thy breath i 1 of I Sales, 


which generally seemed to be in the doldrums 
during early November, have showed an overall 
marked increase during the past few weeks 


Just a ipphance harket vere oun to 
iwree on the reasons ft thi lackening sal Jide 
n November in southern state thre tailed to 
mnie up th time with the prima facto " 
volved in December purt “Sut this lack fin 
wht mto consumer motivatw is iw not taken ser 


ously—it's enough that they are buyin 

Ihe Atlanta dealer-distributor who last month 
described the sales picture as basi illy satisfactory 
but unexciting, very unexciting is consider 


ibly more excited now 
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| if id out I i 
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! phan i t ! 
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| I pp til 
( th | wit ha ' 
if i mth li ipp 
1] ' in pecif 
| 
hat t fa that nost d 
ynitors fe f th romotion ind nota 
W hit ( tina pu i} ire I itt 
" tect it i nel As far a nost of 
ire Once»mece t npl 1 waste of mone 
Duistributo in the metropolitan areas of len 
eport that lile sales in November aver 
yout se ent above the me month 
ir, the first t » wee) of December wer 
ch better th that com pal d to the EEL 
main 19 Ih car-to-date ike ngure cle 
inning between md | per ent ahead of last 
md dealer pected this t be the final 
if ins cnd 
We ec had ood month ind bad one thi 
l i Na hy eC deak put if we can come 
t at the end of it with a 10 percent increase 
Lhh bye mmpletel itistied 


\s in some other parts of the South, ‘TV sales 
in the Nashville area are showing definite signs of 


kav Th true in both year to date and 
sonal figure nd the generally high saturation 
pout alread eached for TV is given as the 
wincipal re ison. In Dade County, llorida—greater 
\Viiami—for examplh er 50 percent of the fam 
ies own at least one set. ‘This is not as high a 


ne parts of the metropolitan East, but dealer 
feel its pretty close to maximum considering the 
haracteristi of the population makeup there 
livervbod viv rot the downpa ment already 


as a set,” explains another Na hville dealer. An 


ption, which seems to be general in the south 
is well as the rest of the counti il iles of port 
ible TV set 

Portable TV turned out to be a hot Christmas 
item,’ says a Charleston distributor \\ vere 
moving plent f these sets im. previous month 
ut th pace was a ood deal faster in December 
1 can’t think of any other reason than Christma 
for th nd wh everybody can't attord th 
price tag as a gift, apparently enough people can 
to make it a popular pre ent 


Dealers are puzzling over an extremely erratic 
sales picture in North Carolina. Thi old, for 
xample, five tin iS man lothes dryers in 
November as in the ime month last year, five 
tim is many electric ranges, nine times as many 
matic dishwashe In the area served b 
Carolina Powe ind Laight uch machine 

moved in November of last ir—this No 

mber ck iles chalked up 3sUU ile 

On the other hand, TV set ur conditioner 
itomaty vashin machine nd refrigerat 
were down during the same period. And, year to 
date \ onventional washing machine nad 


rome freeze have all fallen below last vear 


But, as in other southern areas, dealers are 
enthusiastic about the first half of December al- 
most all across the board. 

In southern Florida, where dealer wert 
vorried a month ago because the years headlong 

ile pace had slacked off, ippliance s were again 


moving at the by now customary hectic pace 


Sales vear to date at last accounting were running 


ibout 14 percent above 1955 levels 
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_..in the 
GREAT 
LAKES 


Nobody’s gone overboard on first 
quarter prospects because of slow, 
late Christmas season . . . Hi-fi gener- 
ates more enthusiasm than electric 


housewares or color TV 
hough. for most dealers m the Great Lake 


gion, 1956 was a successful vear capped off b 
fast-paced December, 1957 first quarter forecast 


it the retail level, are surpri ingly con iti 

A Cleveland dealer puts it this way lhe p 
pl who ar upposed to know about ¢t! thin 
iv that 7 should be a good vear. | m 
reservations, particularly because of t housin 
ind real estate financing situation. Loan vill 
harder to get; the fate of the GI loan is dubiou 

[his source pointed out that the decline im 
dential construction that became not ible 
last half of °56 is slated to continue th eal 

New home buvers are great sal pect 
especially for mayor ipphiance Obvir the 


vill be lk of them this year 

light credit is a factor in dealer pessimism. A) 
other respondent, who was disinclined t predi 
great things for 1957 said More credit ipphi 


tions are being rejected now than at any tin 
ince the war.—linance compani nsist 
on higher down payment horter tern Li 
those facts with the high cost of livin ind yo 
get an idea why some of u ound a ttle pr 
mist 

A Great Lah distribute opined that tl 
note of restraint im the first quarter outlook 
more of a nditioned reaction than np 
hensive appraisal of condition he | | 
tionally, we little skeptical about first quart 
possibilities in this busine I don't kn vh 
really kach year is as good as or bett than t 
last. but still the attitude doesn’t chan much 

Observer n northern Ohio and western 
Pennsylvania felt that sluggish busine nm the 


ireas during October and November was account 
ible for the present limate of caution 
Ihe post-el tion buying pree the 


port, failed to materialize. Holiday buying ap 
ntly didn’t begin in earnest until early De 
Decl 

Outside of the Cleveland area, mi ith 
vas labeled the villain in the piece People just 
don’t think about Christmas shopping when tem 
peratures are moderate. It takes a little snow on 
the ground or some wintry winds to bring th 
ft buyers in number ud one informant 


Within Cleveland, a new paper blackout 
ulting from a strike, played havoc with Cliristma 
promotion plans for virtually the entire month 
November 

Dealers were very impressed with high-fidelity 
phonographs’ showing during the Xmas season 
Most expect the item will stay ‘hot’ year-round 

As one distributor put it: “These high-fi buyer 
ire real enthusiasts. Usually, the product 
sold. If the quality is there, they'll bur \ 

Continued on page 44 
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THE FULL-LINE FRANCHISE WITH 


EVERYTHING Aylouly COULD WISH FOR! 


e appliances in demand 
throughout the year— 


no seasonal peaks 
e@ advanced modeis 













© a year ‘round campaign near bm and features 
of intensive advertising constantly kept ahead. 
and merchandising 
ie at the national and 
local levels. 


@ a guarded reputation 
for the finest engineering, 
public acceptance and 
customer satisfaction — 


e a wider profit 
opportunity resulting 
from the completeness 


\ all backed by 
of the Hotpoint line of Dinami. a half-century tradition 


top quality appliances @ — ----- SE , ew of quality craftsmanship. 


and television receivers. ee, 
SS SY 





@ a fully correlated 









@ one dependable source line to expand single 


of supply to simplify sales to complete kitchen 
ordering, delivery, and home laundry sales. 
service and merchandaising 


coordination. 
e price-planned @ a new concept in 


models for profitable portable, table and 
step-up selling console model televisions. 
plus liberal finance pians. 


with 


you help your customers LIVE BETTER .. . ELECTRICALLY! 
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WONDERINSE WASHER! 


This Two-Cycle Pushbutton 
Washer Offers an Entirely New 





Clothes-Conditioning Process! 


makes clothes softer... 
whites whiter... 


colors brighter. 





"This new miracle of chemistry makes a 
difference in washing results you can see 

Velma timiaa you can sell! Clothes 
washed in the 1957 Hotpoint WON 
DERINSE Washer are washed cleaner 
with Hotpoint's Aquamatic wash-rinse 
action. They are rinsed cleaner—and 
softer—with WONDERINSE aatomat- 
ically injected into the rinse. And they 
stay cleaner—because WONDERINSI 


actually seals the fabric 





conditions water... 
softens fabrics... 
rinses newness into clothes! 


LeT This Ne ‘4 
Miracle of 


r 
'¢ Te Va 
Chemistry 
Work Miracles f 
; ‘ r j iJ : A Rk THE or irac es or 
: Wonderinse chemical is poured into the Clothes look cleaner feel cleaner 
+ 4 big capacity reservoir Push a button are cleaner! Bath towels are fluffer, our 


when the washer is started, and the linens and cottons are softer. And 


correct amount of Wonderinse is auto- fabrics are easier to iron, because there : 
matically injected into the final rinse are fewer wrinkles in Wonderinsed Home Laun r Sa es! 
Clothes are conditioned with like-new clothes! After many, many Wonderinse bs o 


brightness, fluff-smooth softness! washings, everything still looks like new! 


Home Laundry For 57... 








~~. Model LK25 Hotpoint 


Super Deluze Two-Cyctk Model LG26 Style - Matched Hotpoint Super Deluxe 


, Pushbutton Automatic Pushbutton Sealed-Chamber Dryer / 
Washer With WONDERINGE Also Available in Air- Blower Model 1B25 1 


A COMPLETE LINE PRICE-PLANNED | 








Hotpoint Super Deluxe Hotpoint Super Deluxe 
Model LK24 Two-Cycle Model LK23 Two-Cycle 
Pushbutton Washer With SUDS-STOR — Pushbutton Washer. 


Saves Hot Water and Detergent. 
Style-Matched Hotpoint 


Style-Matched Hotpoint r Super Deluxe Pushbutton 
Super Deluxe Pushbutton Sealed-Chamber Dryer—No Venting. 
Air Blower Dryer Model LB23. 





Only 
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‘Matchless Performance... Unmatched Beauty! 





Me Alay body Coull Wik For / 


Here’s the automatic washer and dryer for those could wish for. Other style-matched models in 
who want nothing but the finest. Nothing has the complete Hotpoint line are shown below. 
been spared in more seeable quality and more Each is a leader in its respective price range; 
sellable features to give you everything anybody all are price-planned for easy step-up selling! 


Hotpoint Gives You The Home Laundry Features 
Wanted Most By Most Homemakers! 


" r ™ 
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Wonderinse Clothes Conditioner Pushbutton Temperature Controls 


¢ All Porcelain Inside and Out Mew Clathes Feachener 


* Economical Pushbutton Sud: ‘tor 


Precision Electric Timer 
Two-Cycle Wond-R-Dial for Normal or Delicate Wash 


aa 


Pushbutton Wash and Rinse Temperature Controls Porcelain-Finished Chassis and Drum 


» Automatic Pre-Soak Period 


One-Piece, All-Welded Chassis 


» Automatic Pre-Selected Wash Time Safety Door Catch . . . Safety Cut-Off Switch 


* Automatic Full or Partial Load Controls f : 
e Sealed Calrod” Heating Units 
* 4-Way Aquamatic Wash-Rinse Action 


© Automatic Sediment Swirl-Out * Sealed-Chamber Models Require No Venting 


e Rubber-Finned Agitator e Air Blower Models Feature Giant Lint Drawer 


Hotpoint WASHERS AND DRYERS ARE AVAILABLE 
IN 5 ORT NES AND WHITE! 
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FOR EASY STEP-UP SELLING! SA 
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Hotpoint Automatic 






Hotpoint Deluxe Model 





Model LK21.. 
LK22 Two-Cycle Pushbutton Washer. Automatically Fills, Washes, 
Style-Matched Hotpoint Deluxe Rinses and Spin Dries. 





Pushbutton Sealed-Chamber Dryer 
Model LG27. This Dryer Also Available 
in Air Blower Model LB22. 





Style-Matched Hotpoint Air Blower 
Dryer Model LB21 Featuring Giant Lint Drawer. 













Launders So Many Things So Well! 






washer-dryer 










A complete 

home laundry 

in one unit! 

i Washes and Dries In One Operation— 
Or Operates As a Washer Alone— 


¥ Or Operates As a Dryer Only! 




























HERE IS REAL 


L 


COLOR-LIGHTED 
PUSHBUTTONS... 


Select wash and rinse water 
temperatures and correct drying 
temperatures automatically with 
convenient color-lighted Push 
buttons. Buttons light up in bril- 


liant easy-to-see colors 


©) 
WONDER-HEATER ... 


The special Hotpoint Water 
Heater boosts temperature of 
wash water to help assure 
greater washing efficiency 
Saves hot water 


saves space 


TWO COMPLETE 

WASHING CYCLES... 
Wond-R-Dial gives you two- 
cycle flexibility. Normal cycle 
for regular or heavily soiled 
fabrics—delicate cycle for 
lightly soiled and man-made 


fabrics. All clothing is safe 


S 


PORCELAIN PROTECTION 
AGAINST RUST AND STAINS... 
The counter top, inner chassis 
and tumbler drum are porcelain 
finished to provide rust and 
Stain resistant surfaces. 


HOME LAUNDRY VERSATILITY! 


PRE-SELECTED 

WASH TIME... 

Wond-R-Dial lets you pre-select 
desired wash time and right 
washing cycle for any kind of 
fabric. Any period can be length- 
ened, skipped or repeated for 
real flexibility. 


SEE-THRU DOOR... 


Convenient port in door allows 
you to observe operation during 
any part of the washing or dry- 
ing cycle. 
adds beauty to appearance 


Distinctive design 


Hotpoint “COMBO* 


saves work saves time 


Pen 
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NOW '! Food cooks in minutes 


instead of hours...in seconds 
instead of minutes! 


First new cooking principle since the discovery of flame! 


FLEC I RON IC The Hotpoint Electronic Cooking Center cooks faster than ever believed 


possible—usually in about 1/5 the time required by conventional methods. 
As food absorbs energy radiated by the magnetron tube, resistance is set 


up within the food which creates heat and cooks the food evenly and 
thoroughly in seconds instead of minutes . .. minutes instead of hours. And 


only the food gets hot! 


The Hotpoint All-Calrod* Companion Oven quick-broils meats, fish and 
fowl to a delicious charcoal-broiled taste and appearance while the balance 
of the meal is cooking in the Electronic compartment. 12 steaks can be 


broiled to perfection in 10 minutes. Free-standing model is available in wood- 
finished cabinets of birch or dark mahogany. Hotpoint’s complete Elec- 
MODEL RE-1 tronic Cooking Center is setting the pace for an entirely new way of cooking. 







These are two of Hotpoint’s three 
beautiful Fashion-Front 30-inch 
Automatic Electric Ranges. They offer 


selling features ordinarily found in only 39-inch, 
deluxe model ranges. With Hotpoint Super-30 Super 
Deluxe ranges your customers can enjoy country-style 


.. there’s a 








Super-30 Super 
Deluxe Pushbutton 


Model RU-1 


barbecue indoors . . . automatic baking, thrift cooking, 
deep fat frying, and range-top cooking .. . a Mealtimer 


that watches the cooking while the cook's away, 


and a Giant-Size Super Oven that cooks a complete meal 
for 24. A Coffee-Perk that makes 1% gallons of coffee 


in 25 minutes is optional. That's a lot of luxury 


to put into 30 inches of space. 


Deluxe Big 
Range Features 
in a Compact 
30 inches! 


New Fashion-Front Styling 
New Rota-Grill Rotisserie 


Silver Grey Super Oven Cooks 
For Two... or For Banquets 
“Super 2600" Cairod” 

Unit —Super Fast 

Thrift Broiler —For 

Broiling While Super Oven 
Cooks Rest of Meal 

Deluxe Oven Timing Clock 


Calrod Golden Fryer 
(optional) 


Automatic Electric Range 


Two-oven 
Luxury in Only 
30 Inches of 


Space! 


Twin-Gleo Vertical Broiler 
Exclusive, New Two-Way 
Super-Matic Unit 

New, Automatic Coffee-Perk 
Fits into Deep Well (optional) 
Mealtimer Provides Time 
Control for all Surface Units 
Simple, Easy-To-Use 
Pushbuttons on ALL Models 
Oven Time Center Starts and 
Stops Meals 

New Silver Grey 
Banquet-Size Oven 





Twin-Glo 
Broiler 


_ New, deluxe Twin-Glo 

| Vertical Broiler speed- 

broils steaks and chops— 

nearly twice as fast—to 

delicious charcoal-broiled 

taste and appearance. 

New automatic time and 

temperature controls let 

you broil any kind of food at the exact temperature 

each food needs. Twin All-Calrod® units with 

bright reflectors on both sides produce this faster 
broiling, without smoke. Juices are sealed in. 


Price-Planned for Easy 
Step-Up Selling! 


There's a Hotpoint Electric Range for 
every family budget—priced to help you 
SELL UP six new 39-inch models 
and three new 30-inch models in all 


each with Pushbutton controls 


Only with Hotpoint can you add to 
your profits in easy gradual steps by 
adding Hotpoint optional accessories 
to make the Range that s selected as 


deluxe as your customers desire! 


Hotpoint Automatic Electric Ranges 
are available in five Hotpoint 
Colortones and classic white. Each is 
equipped with new quick-set circuit 


breaker protection! 





‘ of the Kitchen! 


"See the range that calls you 
with musi¢ when the rous? 





Whata traffic-stopper! 
Hotpoint's exclusive 
new musical Roast. 
Right Thermometer 
not only helps to cook 
“tenderly” —it actual- 
ly plays it when the 
meat or fowl is done, 
The Roast-Right in- 
dicator is set for the 
degree of doneness 


ny om kw-26 Range does the 
rest. When the food is cooked precisely to the pre- 
selected setting, a music box plays the tune, “Tenderly”. 


COFFEE-PERK 


en , enn 
Hotpoint's exclusive 
giant-size coffee 
Deep- - . q 
a 
y) 











gallons in just 25 
minutes— enough cof- 
fee to serve 24 people 
all at once. 





HOTPOINT SUPER DELUXE DOUBLE OVEN RANGE MODEL RD-26 





Musical Roast-Right Thermometer Timed Color-Lighted Pushbuttons 
Coffee-Perk— 1% Galion Coffee Brewer Fits into Deep Well Two Silver Grey Ovens 


New Two-Way Supermatic Calrod Unit Rota-Grill + Handi-Over Grill + Handi-Raise Broiler 
Custom Cooker and Server 


Hotpoint 
Pushbutton Deluxe 
Single Oven Range 
Model RB-73 


Double-Oven Model RB-74 
has Golden Griddle. 


Fluorescent Lamp 


Pushbuttons 


Budget-Priced Pushbutton 
Model RB-71 Single Oven Range 


Model RB-72 has Fluorescent Lamp 
and Oven Timing Clock. 


Raisable Thrift Cooker 
"Super 2600" Calrod Unit 


Oven Timing Clock 


World Famous Hotpoint Quality at a Budget Price pas a Minute Timer 
Pushbutton Controls : 
"Super 2600" Calrod Unit 
New Silver Grey Oven Linings ———— Golden Griddle and Golden 
All-Calrod Super Oven Fryer (optional) 

Automatic Oven Temperature Control . 


Silver Grey Super Oven 


Big Storage Drawer 
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MODEL 7EW12 
ow 12 CUBIC FT. 
wer 


7 TOUPOURLE TWO-DOR 
_— REFRIGERATOR-FREEZER 


The thotpoint New Look of Beauty 
That Stands Alone! 


Giant 91-lb. capacity food freezer has 2-row juice rack and door shelf. 
Four-way aluminum shelves glide in and out, can be moved up and down. 
Dairy Stor has spread control Butter Bin, Cheese Keeper, Egg Shelf. 


Rollers make cabinet easy to move for cleaning behind, beneath and beside it. 
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~- 12.2 CUBIC vl 
BIG CAPACITY 
itot pou 
EYE-H! MODEL REFRIGERATOR- FREEZER 


With Freezer Below 


11.4 CUBIC FT. 


Extra-large fresh food compartment — 
4 deep door shelves. 


75-ib. capacity True Food Freezer... 
Frost-Away automatic defrosting. 


Refrigerator at convenient eye-level.. . 
123-ib. capacity feed freezer below. 
Dairy Stor has spread contro! Butter Bin 
... percelain-on-steel Crispers. 

MODEL 7ELT1 Frost-Away Avtematic Defrosting . . . all- 
aluminum shelving ... handy meat tray. 


MODEL 78G12 Porcelain-on-stee! vegetable crispers .. . 
aluminum refrigerator shelves. 


Rollers optional ... make cabinet easy 


Equipped with Rollers on all four corners. te move fer cleaning or decorating 














with a New Look of Beauty they 


want in their next 





MODEL 7ER12 


12 CUBIC FT. 


pon c 
BIG BIN MODEL with TWO DOORS 


No stretching for buiky bottles, no stooping for vegetables with 


Giant 91-ib. capacity freezer has 2-row juice rack, door shelf, 


interior light. 





Frost-Away automatic defrosting, aluminum shelves glide 


in or ovt. 


Rollers make cabinet easy to move for cleaning or 
decorating behind it. 


Big Bin Out Front... 


with bulky bottles, 

Big Bin holds as many as 
4 gallon bottles where 
they can be reached easily. 


Big Bin Out Front... 


with vegetables and fruit 
used around the clock. 
Showcase Crisper holds 


almost % bushel. 


Big Bin Out Front... 


to make refrigerator raids 
easy. Cover of Showcase 
is an ideal sorting surface 
or place to mix drinks, 


the OuT- FRONT convenience features that put 
une REFRIGERATORS OUT FRONT in ’57! 


OUT FRONT with 


4 
a4 
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OUT FRONT with 


Opens the door with a touch—and it 
closes and stays closed with a nudge 
As a safety measure, the door can be 
opened from the inside with a gentle 


push. Vinyl gasket for positive seal 


ne” 


LLERS ré micak 
ka 


* 
sweep: 


Tse WOT 


Rubber-cushioned rollers on all four 
corners make it easy to roll the re 
frigerator out from the wall! for easy 
cleaning or decorating 


Foot pedal 
brake locks refrigerator in place 


OUT FRONT with 
4.-WAY SHELVES 
to make food easy 


to reach! 


Sturdy rod-type aluminum shelves 
glide in and ovt, Move up or down to 
put food squarely OUT FRONT 
Divided top shelf provides storage 
for bulky items such as turkeys 


OUT FRONT with 
DAIRY STOR 
to hold butter 


eggs and cheese 


JP 


This is the largest, most complete 
dairy compartment of any refriger 
ator Holds 2-lb. loaf of 
eight half-pound packages, 


enus 


cheese 
a full 


pound of butter and 1% 


OUT FRONT with more SEEABLE QUALITY...more SELLABLE QUALITY! 





here is really 
deluxe REFRIGERATION! 


NEW 18-FT. Combination 


Gives INSIDE-OUT Convenience 
« for Everything 


More than 18 ¢u. ft. of capac- 
ity—yet the cabinet is only 
standard refrigerator width — 
32 inches wide! 


With Hotpoint's Big Bin at 
convenient waist height. 


and for 


MODEL 7EG11 MODEL 7EH11 


10.7 CUBIC FT. 


Hotpoint 


REFRIGER ATOR-FREEZER 
WITH BIG BIN 


10.7 CUBIC FT. 


Hol poin | 
REFRIGERATOR-FREEZER 
COMBINATION 


REFRIGERATORS are available in 





lS 
weomen. Hotpoint 


GIANT- SIZE 


REFRIGERATOR-FREEZER 


For the families who need giant-size refrigerator convenience and 
frozen food space. 


Giant 11.1 Cubic Ft. Big Bin Refrigerator and 256-Ib. (7.3 Cubic Ft.) 
capacity true food freezer all in one. 


2 sliding baskets bring frozen food OUT FRONT. Shelves in freezer 
door for every-day items. 


Large Dairy Stor for cheese, butter and eggs. Frost-Awcy 
automatic defrosting. 


luxury on a budget! 
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MODEL 7EB11 MODEL 7EB8 


10.8 CUBIC FT. 


Hotpoint 


LOWEST PRICED 
FAMILY SIZE REFRIGERATOR 


7.7 CUBIC FT. 


Hotpoint 
COMPACT 
REFRIGERATOR 


Hotpoint colortones and classic white! 
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You're set, safe and sure with 


FOOD FREEZERS! 


There’s a Hotpoint Freezer 
for every need and the 
AY -Y-Yo MT Melaoh waite! 


Hotpoint Upright Freezers 
have double-action freez- 
ing—coils in shelves for 
fast contact freezing, and in 
walls for low even temper- 
ature. Aluminum liner con- 
ducts cold 4 times faster 
MODEL 7FM-12 4 
Hotpoint Upright Freezer than steel. Automatic tem- 
11.9 Cubic Ft.—417 Lb.—Capacity perature control adjusts 
from zero degrees to 10 be- 


low zero. 


Hotpoint Uprights also 
offer adjustable shelves... 
tilt-down door racks... 
large storage basket... 
glass fiber insulation... 
interior light... built-in 
door locks... Capri color 
styling...and a Food Pro- 
tection Warranty that pro- 
vides full five-year protec- 
tion against food spoilage. 


MODEL 7EK17 
Hotpoint Compact Chest-Type 
17 Cuble Ft.—595 Lb.—Capacity 


MODEL 7EK19 
Hotpoint Urban Home Chest-Type 
19.2 Cuble ft.—672 Lb.—Capacity 





MODEL 7EK26 
Hotpoint Giant Size Chest-Type 
25.9 Cubic Ft,—907 Lb.—Capecity 


Hotpoint 
CHEST-TYPE 
FOOD FREEZERS 


Hotpoint Chest-Type Food Freezers embody all 
the high freezing qualities and protection of the 
Hotpoint Uprights. In addition they offer ver- 
tical dividers to divide main food storage com- 
partments into sections... sliding baskets to 
allow orderly storage and keep current food 
needs within easy reach... cake and pie racks 
... and counterbalanced lids that respond to 
finger-tip pull on new type handle. Shell-type 
condenser prevents sweating. 


Your Customers will be MEALS AHEAD 


pore = §6with 


Hotpoint Upright Freezer 
18 Cubic Ft.—630 Lb.—Capacity 


“MILES AHEAD” 





BUILT-iINS 
offer the Variety—Styles—Features— 
to delight every buyer! 


—— a 
thy Lie? 


4 
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You'll make maximum sales and maximum profits in the 
booming market for Built-Ins with the most famous and 
beautiful Line in America. The Hotpoint Customline is un 
equalled in its wide variety—its superlative quality—and 
its sales appe al. In 1957, Customline is better than ever! 


Your choice of five ovens De luxe Bi-Level 
Double Oven Model and 4 single oven models—all fit into 
a 24-in. cabinet. There's a host of new women-wanted 
features—the Roast-Right Thermometer for perfect roast 
ing of meat and fowl. Rota-Grill Rotisserie for “outdoor 
tyle’’ barbecues in the kitchen, Automatic Timer, Picture 
Window Door, Eye-Level Control Handi-Raise Broiler 
Racks, Calrod® Bake and Broil Unit 


Your choice of seven surface cooking sections 
three 4-unit models including de luxe 30-in. Stack-On with 
pushbuttons and automatic controls, special 40-in. Drop 
In, and special 21-in. Drop-In. There are three 2-unit sec 
tions with remote control pusht uttons, a plug in automat 
Golden Fryer and plug-in automatic Golden Griddle 


Your choice of seven finishes Matching ovens 


| 


and surface units are available in 5 glowing Colortones 


rich Coppertone and gleaming Stainless Finish 


in 1957, give Mrs. America what she wants— 
Hotpoint Built-in Ovens and Surface Units! 



































1957 tfotpoint 
re ole) OD At the same price of 


REFRIGERATORS AND FREEZERS... many free-standing models! 


aed 





When women see the clean-lined beauty of these brilliantly 
styled Built-Ins—when they examine their wonderful Hotpoint 
features—they'll appreciate immediately that they're buying re 
frigeration that's truly designed for modern living 


Only Hotpoint offers ALL these outstanding advantages: 
—big capacity—compact design—choice of models for de 
luxe or low-cost kitchens—left- and right-hand doors at no 
extra cost—"‘touch-open”’ safety door latches—vacuum-sealed 
Thriftmaster unit—5 year protection plan your choice of 5 
glowing Colortones, Coppertone, and Stainless Stee! 

12 cu. ff. REFRIGERATOR-FREEZER (4/ right above) —75-lb 
True Food Freezer, Ideal-Humidity Refrigerator, Frost-Away 
Automatic Defrosting, Dairy-Stor, Aluminum Door Shelves 
i-Way Aluminum Shelves, Porcelain-Steel Crispers 

417-ib. FREEZER (ai feft above)—Double-Acting Freezing, 
Aluminum Door Racks, Juice Dispenser with 25 can capacity 
Adjustable Shelf, Large Storage Basket 

10.8 cu. ff. REFRIGERATOR (a) /e/t)—49-\b. Freezer, Chiller 
Tray, 4 Deep Door Shelves, Full-Width Ideal-Humidity Crisper 

















These units have been designed and engineered as true 
“Built-Ins,”’ yet they're easy to install—with no special sup 
ports of separate compressor installation required 


And these outstanding Built-ins are priced to compete 
with mest free-standing models! 
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’ in one compact unit — 
America s MOST wanted A complete cooking and clean-up center! 


° 9 FEET OF GLEAMING PUSHBUTTON LUXURY — 
—_ 1. De luxe Super Oven with Rota-Grill Rotisserie. 
2. 4 Calrod” Surface Cooking Units, including 
q raisable automatic unit under deep-well cooker. 
e . Automatically-controlled Plug-in Griddle. 
t h e . De luxe pushbutton Dishwasher. 
. Disposall” Food Waste Disposer (optional). 
. Seamless, stainless steel countertop and sink 
with Wonderflo single-control faucet. Push- 


m  @) fe. U |  @ | r k ' tc al e n i button controls and appliance outlets. 


. Roomy storage cabinets and drawers. 


Available without oven and oven cabinet for use with sepa- 


rate built-in oven—or with undercounter oven as shown below. 


s when they see this handsom 
pushbutton appliances an 
stainless teel countertop! 
in compact work-saving eft 
» appliance performance —nothing can equal the 
ippe« il or prone potential ot Horpoint Modular Kitchens 
BECAUSI 


Every time you sell ONE Hotpoint Modular 
Kitchen, you profit from the sale of SEVEN units! 
It’s the BIGGEST TICKET sale in the business! 


One-piece Stainless Stee! Top and Sink—Available Separately 


You can offer women the gleaming beauty, the lifetime durability, and the work-saving 
convenience of Hotpoint Modular Teps—with wood or metal cabinets of their choice. 
Can be combined with any Hotpoint wall oven, dishwasher, and refrigerator. 











Proved Dependability 


in Over 1,500,000 Homes 


% of all electric water heaters ever built have 
been built by Hotpoint—and only 4 in 1,000 
have ever needed service. 

Hotpoint announces new Built-In Water 
Heaters—the only kind of Wacer Heater that can 
be installed anywhere in your home! They can 
be placed under kitchen counters—in bathroom 
closets—linen closets— wherever it's convenient 
and close to point of use. 

And they can be installed in ‘dead 
corners” in “L"-shaped kitchens—and cost 
less than lazy-susan corner cabinets! 

Built-Ins come in 30, 40, and 50-gal. sizes. 
Heavily insulated and ready for easy installa. 
tion... with Calrod® Magic Circle Heat... 
Automatic Thermostat. . . Full Warranty! 

Also available—free standing round models 
and table top models —and Guick-Recoouiy 
Super — units and cement-lined, rust-proof 
Perma-Stone models, 

Offer your customers Hotpoint—the finest, 
most famous Electric Water Heaters in America! 


water heaters 


SUBSTANTIAL PROFITS FOR YOU... 


enduring satisfaction 


new 1957 


Ditpodald © 


food waste disposers 


e Easies? to sell 


© wit! 


e Easiest to install 


| ’ 
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Rolls to the table — Rolls to the sink — Rolls out of the way— 


and can be permanently installed whenever desired! 




















DISHWASHERS 


extra-quality features! 





Homemakers know that no other dishwasher can 
give the superb performance and the enduring satis- 
faction of Hotpoint Mobile Dishwashers. No other 
dishwasher—mobile or otherwise—offers all these 


most-wanted quality features! 


@ Full-size. ... not a midget! 24” width holds 


complete service for 8! 


@ Fully automatic! Just load and push the but- 


tron Nothing else to do! 











@ Fully mobile! 
Rolls to the sink for washing Rolls out of the 





Rolls to the table for loading 


way when not in use 











@ No installation cost! 


plumbing or wiring alterations needed! 






Just plug in. No 








@ Roll-R-Rack convenience! Top and bottom 
racks slide Out separately for easy loading Hotpoint 


ttotpoint under- Coumle/r 


DISHWASHERS 


Offer maximum sales appeal and ease of installation ! 


Roll-R-Racks are preferred better than 4 to 1 over 












ordinary racks 


SpoteLess Dishwashing and famous Hotpoint quality construc 





@ Maple cutting top! The handiest work sur 

































tion make this deluxe under-counter model a profit leader! 
face in the kitchen for cutting, slicing, and chopping! 24 inches wide, it is easily installed in place of a standard 
kitchen cabinet. All connections can be made from front 
2 Colortones, ( oppertone, and White QuiKonect pump-drain model cuts installation costs as much 
as 50% in remodeling jobs, or gravity-drain model for new con 
j struction. Coppertone, Stainless Steel, Colortones and White 





All these Plus Spot-Less Dishwashing! 


Here’s the secret of 

e Automatic pre-rins- © SpoteLess washing— © Spot+Less rinsing—Super 
! ing— New, more power Two separate 5-minute wetting agent—" Rinse-Di i 
{ ful action loosens food washes—with fresh deter- —is automatically injected in- 
: particles and flushes them gent automatically re- to the second of two thorough 
{ down the drain—before leased for each wash— rinses.’ ‘Rinse-Dry”’ breaks sur- 
| washing action stgrts. No remove every trace of face tension of water so drops 


need for hand rinsing! food soil and dulling film. can't form and dry as spots. 
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© Spot*Less drying —The automatic result of Hotpoint SpotsLess Washing and - oe me a » 
Spot-Less Rinsing, followed by sanitary drying in electrically-heated pure air. Rinsed with — ma 


ordinary water, 4 
Hotpoint Spot: Less Action makes dishes sparkle, glasses gleam, silver glisten, pots and pans shine! Rinsed the 


Spot-Less way. 


PROMOTIONAL MODELS ALSO AVAILABLE 
High in quality, yet low in price—to help dealers build maximum store troffic. 






Sunburst 





Yellow 
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This big-screen console incorporates all the luxury features 
offered in Hotpoint's exciting new line, including Mirrorized 
Picture Tube and big Dynapower Speaker with Bass Range 
Extender. Comes with or without power tuning. Cabinet is rich 
Mahogany Veneer and equipped with casters Graceful 
simplic ity of design adds beauty to any decor. (261 square 


inches of viewable picture area.) Shown: Model 215551 


A NEW CONCEPT IN 
TELEVISION PLEASURE! 


a new 
HIGH in VIVID picture! 


a new 
HIGH in VIVID sound! 


a new 
HIGH in VIVID styling! 


RICHER PICTURE CONTRASTS 
—SOUND THAT SURROUNDS 
AUTOMATIC CAREFREE OPERATION 


THE ULTIMATE IN 
LUXURY TV STYLING! 


- '—the 


HOT FEATURES 


Here's a big-screen table model that offers all the advanced 
features of the new Hotpoint HI-VI TV in a smart Mahog 
any finish metal cabinet, but at a cost comparable to many 
low-priced sets. Features include Power Tuning, “Light 
house’ Channel Spotter, Automatic Focus, Dynapower 
Speaker, and many others. (261 square inches of viewable 
picture area.) Shown: Model 218402 


’ 

Hotpoint HI-Vi Combines Every Major 
Electronic Improvement Of The Last Eleven Years— 
TV’S BRIGHTEST PICTURE! 

e Mirrorized picture tubes give 80% brighter picture. 

e Shaded glass produces blacker blacks—wider range of 
greys 

TV’S MOST VIVID LIFELIKE SOUND! 


e Warp-proof aluminum voice coil brings truer high-fi 
delity FM ,ound 


e Bass range extender captures rich bass sounds not audible 
on other sets 


HOTPOINT HI-VI SAYS GOODBYE TO DIAL TWISTING! 

e Power tuning—at the touch of a button it automatically 
rotates tuner both ways to active station and locks it 
there for perfect picture 

e Remote control— (at modest extra cost) changes channels 
on Power Tuning models from anywhere in the room 


HOTPOINT HI-VIi VOLUME STAYS SET! 
e Stay-Set volume control sets the volume where it's wanted 
and keeps it there, even when the set is turned on and off 


HOTPOINT HI-Vi AUTOMATICALLY MATCHES SIGHT 
AND SOUND! 


e Sight 'N’ Sound tuner perfectly matches the sound with 
the picture for best reception 

e Automatic focus keeps the picture in constant focus elim- 
inating need for adjustment 


e Automatic gain control gives uniform picture contrast 
and sound from weak and strong stations 


HOTPOINT Hi-Vi CIRCUITS MEAN FEWER SERVICE CALLS! 


e New Hotpoint printed circuit board has more than 50% 
of all circuits printed for simplicity 


e 80% of all connections are dip-soldered to insure against 
weak connections 














Industry's Hottest New TV Line! 


HOT STYLING HOT PRICES 
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[his new popular-priced Hotpoint Portable TV comes in 
smart two-tone Smoky Grey and Pearl Grey. It is the ideal 
second set for any family. Sturdy, 32-pound cabinet resists 
wear and tear. The front is removable for cleaning ease and 
convenience. Has gleaming chrome handle for easy, effort- 
less portability. (96 square inches of viewable picture area. ) 
Shown: Model 148201 





No Blur... No Picture Jitter...No Fade-Out 


. -» No Coarse Lines... No Picture Jump... 
No Drift. ..No Diagonal Lines...No Interference... 


and ; 
NO DOLLARS IN DOGS! 


Hotpoint’s 16 TV models were picked for 
quick turn-over, high profit, and have become the 
hottest line in TV history—you: opp- Aunity 
for greater NET TV profit! 








The lightweight 
easy-to-carry 134-Ib 
Portable in Sunset 
Red and Sand White 
color combinauon 
It is so compact and 
so light, you can 
make it your com 
panion w herever 
you go! And its big 
set performance and 
vivid picture are 
really outstanding 
(44 square inches 
of viewable picture 
area.) Shown 
Model 98102 


Tops in portable 
IV, this beautiful 
new Hotpoint has a 
‘big-picture’ screen 
Its dashing Seashell 
Pink and Sand 
White aluminum 
case has a ‘take me 
with you look 
Weighsonly 42-lbs 
yet this Portable is 
loaded with big set 
features (144 
square inches of 
viewable picture 
area.) Shown 


Model 178401 


On top of the Best 
Buy” list. This big 
SsCcrese & console 
comesinMahogany 
Finish Masonite 
Cabinet. Automatic 
Matched Sight ‘'N’ 
Sound Tuner, Hort 
point Mirrorized 
Picture Tube Auto 
matic Focus, Bass 
Range Extender and 
Shaded Glass. (261 
Square in¢ hes of 
viewable picture 
area.) Shown 
Model 218501 


The ultimate in 
luxury TV. In rich 
Oak veneer cabinet 
on casters. Giant 
screen with 424 
square inches of 
viewable picture 
area. Combines both 
modern and classic 
styling. Has Power 
luning Light 
house (hannel 
Spotter, Automatic 
Tuning and all of 
Hotpoint sluxury 
features. Shown 


Model 248802 








Introducing 


dimensions for 


INCREASED 


the new Hotpoint 


IN THE WINDOW— 


This low, thin, compact model 
installs easily, snugly into the 
window —allows more light from 
outside, more visibility from 
inside. Only its modern color 


styled front shows in the room 


~~ 
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, 
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OR IN THE WALL— 


Picture-pretty Hotpoint Sill-O-Ette 
can be installed right in the wall 
Customers building or remodeling 
their homes will be glad to 

take advantage of this new trend 
in air conditioner installation 


STYLED FROM A WOMAN’S POINT OF VIEW. 


| | as ee 








wind-0-slim 


Modern comfort at modest cost. Com 


pact, color stvled units in “4, 1 and 
14) HP capacities, including new 1 
HP, 115V. model. Interchangeable 


fronts allow choice of three two-tone 


color combinations. Easily installed 


flush inside or one-third indoors 





SILL-O-ETTE 


more light . . . greater visibility 


Pleasant two-tone color combinations 
in beige or blue-green complement 
decorative tastes. Even the pushbutton 
controls are hidden so that the sim- 
plicity of design is not disturbed. 

Sill-O-Ette cools the air with the 
power of more than eight refrigera- 
tors. The Electrostatic Filter traps even 
microscopic impurities. Three-speed 
fan circulates air to all parts of the 
room without drafts. Up to 12 gallons 
of moisture removed from humid air 
in 24 hours. Three models: 1, 14% HP 
and new 1 HP, 115 V. Unit. Inter- 
changeable chassis glide in and out 
for easy installation, servicing. 


NEW HIDE-AWAY DESIGN— 


SALES! 


CP.ig-¥s ey eae te te } Ads 


a 


It's THIN ... just 17 inches from decorative front to 


back. It's LOW ... just 16% 


inches from top to bottom. 


There is no unsightly overhang or lost floor space. 


Drapes hang evenly in front of it when not in use. The 


Hotpoint Sill-O-Ette fits into the home. 





the Hotpoint 
Regency 200 


Power ina small package! 2 HP 
pushbutton model, completely re- 
designed and reduced in dimensions. 
Provides maximum cooling for offices, 
places of business, even entire homes 
Can be mounted flush with window 


sill, or half-in, half-out. 








the trotpoint 


Compact 


“Plug-in” 4% and % HP models de- 
signed for easy installation in case- 
ment or small, narrow windows. Can 
be installed half-in and half-out, or 
completely inside. Features include 
automatic thermostat, Electrostatic 
Filter and pushbuttons. 












WILL BE BACKED BY A 
Qyuamit ADVERTISING AND 
MERCHANDISING CAMPAIGN 

AIMED RIGHT AT YOUR CUSTOMERS! 











Hotpoint dealers will be supported by the strongest adver- 
tising and merchandising campaign in Hotpoint history. @ 


Your customers will be pre-sold with— 








And In Addition... 


You will be supported 


Smashing National Magazine 
Advertising 









by sales-exciting local 







promotions to attract 
buying traffic to make 
this hard-hitting adver- 
tising pay off right at 
your store. The time was 
never better than NOW 
to do business under the 
Hotpoint banner. 


~ Dominant Newspaper Advertising 





Television and Radio 



















































































































































































































































































































































































































































































































































































































































































































































































ALABAMA 

Hotpoint Appliance Sales Co 
229 South 21st Street 
Birmingham, Alabama 
Graybar Electric Co., Inc 

101 N. Joachim Street 

P. O. Box 1125 

Mobile 6, Alabama 


ARIZONA 
Hotpoint Appliance Sales Co 


1102 N. 22nd Avenue 
Phoenix, Arizona 


ARKANSAS 

Hotpoint Applionse Sales Co 
6043 E. Markham Street 

P.O, Box 1298 

Little Rock, Arkansas 
CALIFORNIA 

Hotpoint Appliance Sales Co 
1234 "O" Street 

Fresno, California 

Hotpoint Appliance Sales Co 
100 Turner Street 

Los Angeles $4, California 
Graybar Electric Co., Ine 

191i t Union Street 

Oakland 7, California 
Graybar Electric Co 

1900 Fourteenth Street 
Sacramento |, California 
Hotpoint Appliance Sales Co 
440 Second Avenue 

San Diego 12, California 
Graybar Electric Co., Ine 
1750 Alameda Street 

San Prancisco |, California 


COLORADO 
Hotpoint Appliance Sales Co 


1429 lfth Street 

Denver 17, Colorado 
CONNECTICUT 

Hotpoint Appliance Sales Co 
1899 Seaview Avenue 
Bridgeport 8, Connecticut 
Hotpoint Appliance Sales Co 
2964 Main Street 

Hartford 1, Connecticut 
Hotpoint Appliance Sales Co 
'4 Forbes Avenue 

New Haven 14 Connecticut 


DELAWARE 

Graybar Electric Co., Ine 
915 South Heald Street 
Wilmington |, Delaware 


DISTRICT OF COLUMBIA 
Hotpoint Appliance Sales Co 
104 Edgewood Street 
Washington 17, D. ¢ 
PLORIDA 

Hotpoint Appliance Sales Co 
$40 EB. Forsyth Street 
Jacksonville 2, Florida 
Hotpoint Appliance Sales Co 
2770 N.W. 24th Street 

P.O, Box 615 

Miami $2, Florida 

pope ut Appliance Sales Co 
P. O. Box 1946 

429 Hamer Street 

Orlando, Florida 

Hotpoint Appliance Sales Co 
Pp Box 2445 

Parcel Post Station 
Tallahassee, Florida 
Hotpoint Appliance Sales Co 
604 Ella-Mae Street 

P. O. Box 1287 

Tampa |, Morida 
GEORGIA 

Hotpoint Appliance Sales Co 
412 Hodges Avenue 

P.O. Box 1150 

Albany, Georgia 

Hotpoint Appliance Sales ¢ 
710 Murphy Avenue 5.W 
Adanta |, Georgia 


Hotpoint Appliance Sales Co 
1547\% 1Sth Screet 

P.O. Box 34334 

Augusta, Georgia 
Hotpoint Appliance Sales ¢ 
917 Old Louisville Road 
P. O. Box 984 

Savannah, Georgia 


IDAHO 


Graybar Electric Co., Inc 
14325 Idaho Street 
Boise, Idaho 


ILLINOIS 


Hotpoint Appliance Sales Co 
845 S. Clinton Street 
Chicago 7, Ulinois 


Hotpoint Appliance Sales Co 
Bil 2ist Street 
Rockford, Illinois 





INDIANA 
Graybar Electric Company, Inc 
2110 N. Paris Avenue 
Evansville, Indiana 

Hotpoint Appliance Sales Co 
2001 Broadway 

Fort Wayne, Indiana 
Hotpoint Appliance Sales Co 
1250 Stadium Drive 
Indianapolis 2, Indiana 
Hotpoint Appliance Sales Co 
904 Burlington Drive 

Muncie, Indiana 

Hotpoint Appliance Sales Co 
406 Columbia 

South Bend, Indiana 

Hotpoint Appliance Sales Co 
641 Ohio Street—Room 47 
Terre Haute, Indiana 


IOWA 

Rock Smith Co 

Litt EB. River Drive 
Davenport, lowa 

ert Appliance Sales Co 
7 fashington Avenue 

Des Moines, lowa 

Hotpoint Appliance Sales Co 
1812 N. Lith Street 

Sioux City, lowa 


KANSAS 

Hotpoint Appliance Sales Co 
1401 Pairfax Tratheway 
Building *'( 

Kansas City, Kansas 
Hotpoint Appliance Sales Co 
616 5. Commerce St 
Wichita, Kansas 


KENTUCKY 


Graybar Electric Co., Inc 
460 Farmington Avenue 
Louisville 14, Kentucky 


LOUISIANA 

Graybar Electric Co., Inc 
2442 Ted Dunham Avenue 
Baton Rouge |, Louisana 
Hotpoint Appliance Sales Co 
6 & & Breard Street 

P. O. Box 995 

Monroe, Louisiana 

Graybar Electric Co., Inc 
1116 Magnolia Street 

New Orleans 13, Louisiana 
Hotpoint Appliance Sales Co 
90 Fannin Street 

Shreveport, Louisiana 


MAINE 

Hotpoint Appliance Sales Co 
Box #19 

180 Anderson Street 
Portland, Maine 


MARYLAND 

D. & H. Distributing Co., Inc 
20245 Worcester Avenue 
Baltimore 40, Maryland 


MASSACHUSETTS 
Hotpoint Appliance Sales Co 
145 N. Beacon Street 

Boston 35, Massachusetts 
Hotpoint Appliance Sales Co 
484 Worthington Street 
Springheld |, Massachusetts 
Hotpoint Appliance Sales Co 
164 Mechanic Street 
Worcester 8, Massachusetts 


MICHIGAN 

Hotpoint Appliance Sales Co 
12600 Southheld Road 
Detroit 24, Michigan 
Hotpoint Appliance Sales Co 
206 Grandville Avenue 
Grand Rapids, Michigan 


MINNESOTA 

Graybar Electric Co., Inc 
17432 W. Michigan 

Duluth 2, Minnesota 
Graybar Electric Co., Inc 
824 S. Fourth Street 
Minneapolis 15, Minnesota 


MISSISSIPPI 

Graybar Electric Co., Inc 
154 E. Porter Street 
Jackson 9, Mississippi 


MISSOURI 
Hotpoint Appliance Sales Co 
P. O. Box 8467 

Kersey Coates Station 
Kansas City, Missouri 
Hotpoint Appliance Sales Co 
2647 Locust Sereet 

St. Louis 3, Missouri 
Hotpoint Appliance Sales Co 
1753 BE. Trafheway 
Springheid, Missouri 








MONTANA 


Graybar Electric Co., Inc 
604 E. Aluminum Street 
Butte, Montana 


NEBRASKA 
Hotpoint Appliance Sales Co 


1812 North 13th Screet 
Omaha, Nebraska 


NEW JERSEY 
Hotpoint Appliance Sales Co 


254 Elizabeth Ave 
Newark, New Jersey 


NEW MEXICO 


Hotpoint Appliance Sales Co 
820 N. First Street 


Albuquerque, New Mexico 


NEW YORK 


Havens Electric Co., Inc 

31 liudson Avenue 

Albany, New York 

Long's Distributors, Inc 

70 State Street 

Binghamton, New York 
Hotpoint Appliance Sales Co 
1210 Main Street 

Buffalo 9, New York 
Hotpoint Appliance Sales Co 
$85 Hudson Street 

New York, New York 

Paul Jeffrey Co., Inc 

112 Baker Street E 
Industrial Park 

East Syracuse, New York 


NORTH CAROLINA 
Hotpoint Appliance Sales Co. 
24 Glendale Avenue 
Asheville, North Carolina 
Hotpoint Appliance Sales Co 
700 T uckaseegee Road 
Charlotte 6, North Carolina 
Hotpoint Appliance Sales Co 
461 Robeson 

Payetteville, North Carolina 
Hotpoint Appliance Sales Co 
Litt Willowbrook Drive 

P. O. Box 3425 
Greensboro, North Carolina 
Hotpoint Appliance Sales Co 
200 Hooker Road 
Greenville, North Carolina 
Hotpoint Appliance Sales Co 
800 W. Poole Avenue 
Raleigh, North Carolina 
OHIO 

Graybar Electric Co., Inc 
975 E. Tallmadge Avenue 
Akron 10, Ohio 

Hotpoint Appliance Sales Co 
215 West Third Street 
Cincinnati, Ohio 

Graybar Electric Co., Inc 
1100 BE. 55th Street 
Cleveland 3, Ohio 

Hotpoint Appliance Sales Co 
146 N. Third Street 
Columbus 15, Ohio 
Hotpoint Appliance Sales Co 
601 E. Third Street 

Dayton, Ohio 

Hotpoint hogitense Sales Co 
17243 Tenth Street 
Portsmouth, Ohio 

Graybar Electric Co., Inc 
602 West Rayen Avenue 
Youngstown, Ohio 
OKLAHOMA 

Hotpoint Appliance Sales Co 
4020 South Portland Avenue 
Oklahoma City, Oklahoma 
Hotpoint Appliance Sales Co 
13436 E. Sixth Street 

Tulsa, Oklahoma 


OREGON 

Graybar Electric Co., Inc 
2180 W. Sixth Street 
Eugene, Oregon 

Graybar Electric Co., Inc 

P. O. Box 4169 

Portland 9, Oregon 
PENNSYLVANIA 
Graybar Electric Co., Inc 
1941 Hamilton Street 
Allentown, Pennsylvania 
W. A. Case & Sons Mig. Co 
20th & Ease Avenue 

Erie 3, Pennsylvania 
Graybar Electric Co., Inc 
1059 S. L3th Street 
Harrisburg, Pennsylvania 
Hotpoint Appliance Sales Co 
401 E. Hunting Park Ave 
Philadelphia 24, Pennsylvania 
Hotpoint Appliance Sales Cc 
200 W. River Avenue 
Pittsburgh 12, Pennsylvania 


PENNSYLVANIA (Continued) 
Graybar Electric Co., Inc. 

22 S. Third Street 

Reading, Pennsylvania 


RHODE ISLAND 

Hotpoint Appliance Sales Co. 
Harris Ave. & Acorn 
Providence 1, Rhode Island 


SOUTH CAROLINA 
Hotpoint Appliance Sales Co. 
1076 Berea Road 

Columbia 17, South Carolina 


SOUTH DAKOTA 
Graybar Electric Co., Inc. 
300 N. Phillips Street 
Sioux Falls, South Dakota 


TENNESSEE 


Hotpoint Appliance Sales Co. 
1228 Carter Street 
Chattanooga, Tennessee 
Hotpoint Appliance Sales Co. 
353 S. Front Street 

P. O. Box 309 

Memphis, Tennessee 
Hotpoint Appliance Sales Co. 
2505 Brandsford Avenue 
Tenn. Siding No. 307 
Nashville, Tennessee 


TEXAS 

Graybar Electric Co., Inc. 
1601 S. Treadway 
Abilene, Texas 

Graybar Electric Co., Inc. 
601 E. Second Avenue 
Amarillo, Texas 
Graybar Electric Co., Inc. 
1070 Fannin Street 
Beaumont, Texas 
Graybar Electric Co., Inc. 
1311 Agnes Street 
Corpus Christi, Texas 
Graybar Electric Co., Inc. 
717 Latimer Street 
Dallas 1, Texas 

Gorman Engineering Co. 
1701 Texas Street 

El Paso, Texas 

Graybar Electric Co., Inc 
1107 Foch Street 

Fort Worth 7, Texas 
Graybar Electric Co., Inc 
1702 Cullen Bivd. 
Houston 3, Texas 
Graybar Electric Co., Inc. 
1401 Hackberry Street 
San Antonio 8, Texas 


UTAH 

Graybar Electric Co., Inc 
336 N. Third West Street 
Salt Lake City 13, Utah 


VERMONT 
Hotpoint Appliance Sales Co. 


180 Flynn Avenue 
Burlington, Vermont 


VIRGINIA 

Hotpoint Appliance Sales Co. 
2418 Granby Street 

Norfolk, Virginia 

Hotpoint Appliance Sales Co. 
1503 Sherwood Avenue 
Richmond 20, Virginia 
Hotpoint Appliance Sales Co 
$15 Norfolk Avenue, S.W 
Roanoke 16. Virginia 


WASHINGTON 
Graybar Electric Co., Inc 
ing & Occidental Streets 
Seattle 4, Washington 
Graybar Electric Co., Inc. 
1033 W. Gardner 
Spokane 1, Washington 
Graybar Electric Co., Inc. 
2112 “A” Street 
Tacoma, Washington 


WEST VIRGINIA 


Bluefield Supply Co. 
116 Bluefield Avenue 
Bluefield, West Virginia 


Wheeling Kitchen & Equipment Co. 


46th & McCollock 
Wheeling, West Virginia 
WISCONSIN 


Hotpoint Appliance Sales Co. 
1307 W. Spencer Street 
Appleton, Wisconsin 
Hotpoint Appliance Sales Co. 
540 S. First Street 

Milwaukee 1, Wisconsin 


HAWAII 


Honolulu Electrical Products Co., Ltd. 


930 Clayton Street 
Honolulu, Hawaii 


RANGES « REFRIGERATORS + AUTOMATIC WASHERS 
‘DRYERS » DISHWASHERS + DISPOSALLS” 
WATER HEATERS + FOOD FREEZERS - 


AIR CONDITIONERS + CUSTOMLINE «+ TE 
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monthly sales average 


10,000 INCREASE 


for these 5 dealers as 





“Our sales increased 40%! 
This is only the beginning 
of a BIG BUSINESS!” 


CUSTOM-KITCHEN SPECIALISTS! 


HERE'S THEIR 4-MONTH SALES RECORD... 
621 HOTPOINT APPLIANCES 188 COMPLETE KITCHENS $200,000 SALES 





These are the highlights of the sensational ‘The 2. Appliance prices that enable you to 

Connecticut Story’’—the documented story meet any competition! 

with names, facts, and figures—about the profit 3. Profitable arrangements with cabi 

possibilities awaiting you as a Hotpoint Cus net and accessory manufacturers arranged 

tom-Kitchen Specialist! Here's your big by your Hotpoint Distributor! 

chance for maximum profits from the 4, Sub-contractor arrangements . also 

kitchen modernization boom! Fill out the arranged by your Distributor 

coupon for your “Connecticut Story’’—and 5. Kitchen Planning Service to make 

phone your Hotpoint Distributor today! you an outstanding modernization authority 9 


6. Powerful handisi d advertis- 
Only Hotpoint offers this complete package! ing pan o> raga Fe, peer rmet rie: 


to bring you prospects 


1. Nationally-respected appliances ... 7. Versatile finance plans for you and 
unequalled in acceptance, quality, variety. your customers 


























sales jumped $100,000 
in '56—and it'll be 
$200,000 in 19571" 
aes 3 ou A ft 
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Hotpoint Co., Builder Full Line Division 
5600 West Taylor Street, Chicago 44, Illinois 
Dear Sir 


Please send me a copy of “The Connecticut Story.” 


Your Name 


Hinds. ut | 


RANGES -« REFRIGERATORS ~ AUTOMATIC WASHERS ~ CLOTHES DRYERS ~ DISHWASHERS - DISPOSALIS Your Company's Name 


WATER HEATERS « FOOD FREEZERS + AIR CONDITIONERS + CUSTOMLINE + TELEVISION 
: Address 


HOTPOINT CO. (A Division of Ge ectric Company) Chicago 44 
City 
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ELECTRICAL MERCHANDISING—JANUARY, 


Arvin | 


with two new low-cost window models... 
































Integral-unit, window exhaust fan with expandable panels 


Arvin 20” Window Exhaust Fan with panels that expand to fit any double-hung frame 
sash from 27° to 3644" wide. Provides powerful, big-area cooling at remarkably low cost. 
a Two-speed operation from on-off switch, conveniently centered in finger-safe grille. Six- tedel 


pole weatherproof induction type motor. Electronically balanced 20’ blades with rubber- 7839 
mounted steel hubs insure whisper-soft operation. Even the colors are cool—antique white, 
with powder blue fan blades. Eight-foot rubber-covered cord. 


/ Arvin 20” Reversible Window Fan, with panels; integral-unit type with super powerful 3-speed, 6-pole $ 95 

weatherproof induction motor that reverses electrically for intake or exhaust. Here’s the prime value leader 
° among in-or-out fans—made to famous Arvin quality standards, with all the superior features that insure 
maximum power with wide comfort range, and the ultimate in economical, quiet operation. Model 7849, 


JANUARY, 1957—ELECTRICAL MERCHANDISING 








raws the main stream of FAN TRAFFIC... 


ull range of top-quality window-portables 
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Model 7730 


(matching window 
panels included) 





Arvin 20” Automatic, Thermostat- 
controlled, Electrically Reversible 
Window and Portable Fan 


Turns on and off by itself as room heats or cools. 
Changes from intake to exhaust at flick of a switch. 
Expandable panels easily installed in any double- 
hung sash, 27” to 3614" wide. Three speeds: low, 
high, super-high. Superb Arvin construction with 
electronically balanced blades, rubber-mounted; 
4-point cross-braced support for the 6-pole induc- 
tion motor. Coppertone finish, chrome grille. 


Model 7731. Arvin 20” Super-De Luxe Window 
Portable. Provides the last word in fan-cooled 
luxury, with a Plus-Power, 3-speed, 6-pole split- 
capacitor motor that reverses instantly. Highly 
sensitive thermostat turns it on and off automati- 
cally. Maximum efficiency, quietness, economy, 
beauty. Finished in charcoal gray enamel with 
sparkling brass trim. Including panels, $69.95 








Arvin Portable “Hi-Lo” Pedestal 





Arvin 20” Custom Portable Fan 


Versatile 3-speed, big-volume fan for top-comfort 
cooling anywhere in the house—in the window for 
intake or exhaust, on the floor for a high capacity 
circulator. Arvin first-quality features throughout. 
Coppertone enamel finish with maroon fan blades, 
chrome trim. Easy-grip carrying handle. 


Lowest price 20” portable! 2 speeds, off-white finish, 
black blades and trim. Model 7840 $39.95 


All Arvin Fans Carry a Full 5- 


—and all are listed by Underwrit 
f . , ’ r | 


} he’ 
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Model 7620 


(matching window 
panels, $5.50) 





y hia 


Model 7614 


Arvin 14” Portable Fan in Pivoting Stand 


Fan pivots in sturdy metal stand for powerful air 
flow up, down, or at any desired angle; wing nutes 
fix any position quickly, firmly. Two-speed opera- 
tion from on-off switch; 4-pole weatherproof in- 
duction motor. Two full-depth suction-type rub- 
ber feet. Coppertone enamel finish, maroon fan 
blades, chrome grille and trim. Low price and 
handy size make it a terrific seller during sudden 
hot spells. 


Without stand, Model 7414. ..$29.95 


Year Guarantee 


ers’ , 
S Laboratories 


i 


Window Panels 
for 20” and 14” Portables 


to fit any double-hung 

frame from 27’ to 361%" wide. Easily in- 

stalled from inside, with screwdriver. 
Model 601 Panel, for 7620 Fan $6.60 
Model 614 Panel, for 7414 Fan $6.60 


Electronics and Appliances Division Arvi Fl INDUSTRIES, Inc., Columbus, Indiana 


Manufacturers also of Arvin Home Radios, Portable Electric Heaters, Lectric Cook, Automobile 







ELECTRICAL MERCHANDISING—JANUAR 
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Heaters, Outdoor Furniture, All-metal Ironing Tables and Barbecue Braziers. 
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J~Oup high ti enthu last iff not hopper 

A dealer commented It seems everyone these 
da iS music-Consciou I don’t know what 
ounts for it; maybe, it’s th my Presle 

KK ido iso io ed VCil md thie transistor ct 
car to have been well-r 1, particularly 


metropolitan i! 


Vraffic appliance sales have been sporadic. In 


(leveland it ippear that a storm is brewing. Di 
vignate operat On th most nominal of pl nt 
nargin We packing them im on Sunda nd 
number of the me orthode dealers of the cit 
yorted the ire plannin to drop ill trath ippi 
j nich a not tf traded item 
Deal mment this subject included th 
roOnowin In ( nt month ‘ have onl 


handled the fair-traded item md the tricter the 
enforcement, the better we like it. About a year 


(o-b, caught me ling below the fair trad 

I wa ompelied to pay a S100 fine | 

burned up at the tune, but Ive learned sinc 
that when dealers a quired to hold the line 
ustomel top hageun pout pri md we con 
finnie to i th ommodit in quantit without 
lashing profit People realize they can't get a 
deal; at th ime time, they re I much mm 


pressed with quality names like G-l. and Sunbean 
id the fact that their line ive not availabl 


| hort-prce operator place of busine 
Anothe Cleveland dealer ud he did not han 
cle trathe ipphance ind housewar hich had 
ot been ftai-traded, because of competition fron 
the wm oup of discount bor the ec up| 
buch u make on them people ill ua rol 
Dey inc the ule nu out as the dealer it 
hom ti l] transact their next applian pu 
iT | | od ill int ry expen ( 
\ third deal i hap thi Doms 
han 1] | ribed ¢ { { { 
ng away pront 


Color television may be here to stay, but ther 
are still some who are rather lukewarm on the 


product, Of thi roup, one dealer said Colo 
ets are still too expensi \notl comment 
hi i vary of the high, 90-d | f 
rh ha the id that af th inf that 
high, there must be a lot of bu 1 ( I\ t 
Phe mf wuld do bett t | te 
inn the elling pri md then off ! ( 1c 

\ third respondent hark | if 1 
much with color so far, Over the past t r thre 
month lve old about a dozen tf them and | 
have vet to cl juiest fe i service call 
I hi quality and performan of th new colo 
ets must be tabulou It been our experience 

th irs im selling black ane hit that 

ou in expect five « Ils per ile 
of a dozen set 

Thus dealer plans t tep up tis displa ind 
romotion of color TV in the fall of 


ar hcl I've heard that DuMont plan t 
introduce a model then. ‘That should cau 

terrihe response among people who are attracted 
to color but ha held off because of 


A number of dealers have heavy air condition 
ing imventorics—the result of a very cool summer 
(one mformant a rted that he will not buy 


dditional unit until he ha " tel leanne 
ul present tock 

Another stated he would bu i mall 
quantity until a ta definite weather pattern 


hea been established 
ln pit of their recent inventory difficultic 


dealer i! irtuall unanimous m ti opimion 


that air conditioning units have termh il 
potential 
(ine respondent remarked Within five to ten 
ur conditioning will be a standard fixture in 


thi i Pad American home 





_.in the 


FAR 
WEST 


By Howard J. Emerson 


Fall season “biggest rat race in 20 
years”, but ‘56 volume is up 17.7% 


. . » Radio, hi-fi, vacuum cleaners pick 
up steam 


V | IUMEWISI th ippliance I'V busine 
in the bar West hould have rea hed in all 


time high for the last quartet of 195¢ As of 
December 15, busing was humming along at a 
Merry Christmas pace in all but a couple of area 
| many dealers it was not a profitable as they 
ould ha vished, but for all the net was better 
than during the 2nd and 3rd quarter 
Unfor n, of course, is the effect weather may 


have during the last two weeks before Christma 
last year, rain to the disaster degree clobbered the 


nicust ind its chances of the profitable last 
unute buying Thi ear, so far, only the North 
t feeling under the weather. Appliance-T'\ 
isin there t all-time records for many deal 
during Novemb vith ‘TV and laundry equip 
ment the pa tt ind refrigeration along for 
the ric 1 in early Decemb« 1 severe 
| neth torn ime in its usual cou trom 
Alash to cripple much of the expected retail 


1 in Seattle Spol ine and Portland. Seattle 
| vas hard hit with a transit trike that 


jammed street vith autos and left thousands of 
uld-he hopp it hom 
When tran portation is normal | Scattle 
ler promotions were drawing ex cellent result 
()utstandin ‘ Pool ontinued use of the 
ithon” and the Ith Anniversary promotion 
Ward D 1 hich pull d it) peopl to 
thborhood store. ‘Thorn in side of Seattle 
ontinues to be the relatively new dis- 
unt house ! id operation hich u ding 


much bett than most dealers there would admit 


In southern California, one dealer states that 
this Vall has been the best, the biggest, the 
fastest paced largest volume rat race I have ever 
\ distributor reports that 
margins are non-existent her for cither di 
Another dealer 
in the Los Angeles-Hollywood area, hitting mor 
than a million dollars gross this year in appliance 
1'V-kitchens, wants to write his story on how to 
in a kitchen busine You start with lar 
ittle of Milltown 


seen in 20 years here. 


tributor or dealer in white good 


Air conditioning was a disappointment for most 
of the industry in southern California in 1956. 
Starting off well above the °55 level during the 


pring months, it leveled off in late June under 
nfluence of a cool summer he normal late 
August hot and humid pell didn’t materialize 
in f ind when the heat came in late S¢ pt mber 


ind October prospe ts felt thev could sweat out 
the balance of the season. So there has been 
a fairly large holdover of room units, mostly at 
distributor level. However, to middle December, 
there has been little if anv dumping of distribu 
tor tock One dealer who has been biting 


i nails waiting to pich up good dumps, belies 
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that the distributors are going to use their ‘56 
overstocks as tie-ins with sales of ’57 merchandise 
Brightest spot for many dealers in southern 
California-Nevada has been radio. All sizes and 
prices have been moving well ahead of 1955, 
including a nice upswing in sales of packaged 
hi-fi console One distributor in this area, long 
holding a big share of the radio market, says his 
56 volume was 50 percent above that of any 
previous year—better than before TV cam« 
Vacuum cleaners have started to pull out of 
the slump that hit many brands when a price break 
ume early in ’56. A leading distributor, with 
models at $79.95 and $48.95, reports that his 
ales are running 80 percent in the $79.95 model. 


Electronic ovens were the big hit of the 19th 
Annual Electrical and Home Show in San Diego 
last month. Five brands were shown, each 
drawing capacity crowds during demonstration 
ind large groups in between showings. One 
exhibitor sold enough ovens the first night to 
pay his expenses for the show. Small appliance 
got attention, with mixers and frypans most popu 
lar Attendance at the show reached 190,000 
more than 5,000 more than the previous high 


Have you wondered what’s holding back color- 
TV? Don’t ask anyone in the industry, ’caus« 
the analysts and researchers have the answer it 
cem Dr. Wm. I. Evans, manager of the ‘T\ 
research lab of Stanford Research Institute told 
1 meeting of security analysts the following in 
San Francisco 

Dealers aren't pu hing color ‘T'V sets, he iid 
because; | Markup ir kept low in order to 
break the $500 bracket; 2. black and white set 
ire selling well, so why should they pu h color 

dealers don’t have enough technicians who can 


cr\ ‘ colo ct 

Iivans forecast healthy but not meteori 
rise in color ‘TV sale It’s a different situation 
from monochrome, he said; color is a premium 
product in an established field, while black and 
vhite wa omethin ntirely nev 


Elsewhere in this issue, reports show that the 
appliance-T'V business in the Far West was up 
17.7 percent in 1956 over 1955. California went 
up 24 percent vhile Wyoming and Nevada 
howed a drop from th 1955 level All ippli 
inces showed gains during the year except ironet 

end of the vear figures from other source how 
employment in California reached a new high 
in December for the third straight month—making 
the last quarter of 1956 exceed even the war 
time pe ik | mplor ment in the continually grow 
ing aviation and electroni industi ire given 
is the reason. Employment in all manufacturing 

is running 10.9 percent in 1956 over 1955 

It buy ippliance ind ‘TV—the result of above 
is shown in State of California report giving the 
tate 19 5¢ pel onal income at $32.3-billion, a 
9 percent increase over 1955 Building pel 
mits were up six percent in October, but indu 
trial plant expansion reached $500-million for 
the first six months of 1956—more than double 
the whole vear of 1955 

Next month, weck of February 4-5, Far West 
erners will have annual Winter Markets in San 
Francisco. Western Merchandise Mart announce 
that visitors will see “brushed aluminum used 
boldly as door panels in one refrigerator line 
New types of broiler 


will be among the talking points on range 


ind improved surface unit 


Room air conditioners designed for specialty needs 
will be shown, and “color will be rampant among 
ippliance but One have been coordinated 
o store stock problems are reduced. Many ‘T'\ 
radio showrooms will be showing a wide variet 
of hi-fi equipment, in luding home tape recordet 
to interest dealer 

Continued on page 45 
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It’s the NEW : 


EMERSON-ELECTRIC 
Fan Catalog for ’57 | 


showing a full line of Thrifty Performers 









- ++ designed to help you 
sell MORE fans ... MORE PROFITABLY 


GET YOUR COPY 





Here are all the selling 
facts on America’s 
most-wanted fans... 
EMERSON-ELECTRIC 
Fans, They are 
dramatically illustrated in 
full color and described 

in detail to help 

you tell and sell 
EMERSON-ELECTRIC'’s 
lifetime-features, This 
new line—styled in the 
modern manner— is 
designed to give your 
customers more for their 
money—and to give 

YOU more ammunition 
for greater sales... 


profitable sales 


s WRITE TODAY for this new 
EMERSON-ELECTRIC Fan 
Catalog No.3102. See why the 
new EMERSON-ELECTRIC 
line will make this your big 
gest year yet in fan sales 
The Emerson Electric Mfg 
Co., St. Louis 21, Missouri 
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ANNOUNCING...A FREE-STANDING MODEL... 


New General 
Combination 


Now General Electric dealers can offer, along with the famous 





General Electric Filter-Flo' Washer and matching Dryer, a new 
free-standing combination home laundry. It’s the General Electric 
Combination Washer-Dryer — and your customers will see it advertised 
soon on network TV," starting January 15, and in national magazines, 
beginning with a color spread in LIFE, February 4th. Only 30 inches 
wide, standard cabinet height and depth, this appliance can be 
installed almost anywhere—needs no venting. It washes and dries 

in one completely automatic operation... has an Automatic Water Saver, 
Built-in Water Heater, Drip-Dry Choice and Automatic Dry Selector. 
This combination has been dependability-proved by installations 

of built-in models in thousands of homes. Be prepared for this 


rreat sales opportunity. See your General Electric distributor. 
2 PI \ 


**Broken Arrow,”’ ABC, 9:00 P. M., Tuesdays (EST) 


Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 
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Electric 
Washer-Dryer 




















Easy to install—porcelain-top, free-standing combination saves up to 4 square feet hs 
of space compared with most washer and dryer pairs. “eas 
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When you see a Snorkel 

















5 What you 
DONT 
See 


1s more 
Important 


REMEMBER 
THESE FACTS! 


1 A Radion Snorkel will sell more TV sets for you because 
only Radion fits most sets. It is factory approved—engi 


neered by both the set manufacturers and Radton 


2 only a Radion Snorkel keeps your customers sold with 
held-tested me tal-to-metal so kets that stay tight No flopping 


Aris 


W rite Radion No. 180 Snorkel” on your memo pad Your 


distributor has them now 


the SNORKEL (model 180) *9°5 


\ c In Canada, Atlas Radio Corporation, 
oe Sf, Ltd., Toronto 
4 RS Export Sales Division 
Sheel International Inc 
{ 5909 N. Lincoln Ave., ¢ hicago 45 
’ 


THE RADION CORPORATION 


1130 W. Wisconsin Ave., Chicago 14, Ill 





TRENDS recION BY REGION 
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CANADA 


By M. L. Schwartz 


November sales are up but December 


starts slow 


. . Dealers worry about 


higher prices . . . More U. S. imports 


foreseen 


gave busine for deale 
proved better during Novem 
ber this vear than October or 
November last year, though sal 
ccmed to be slower to start in De- 
cember, I'V sales ranged from good 
to better; radios were selling better 
than expected except portables and 
1utos; washers were generally good 
eller refrigerators were moving 
lowly 

But appliance dealers were em 
in November 
called for real rough-and-tumble 
fighting this year. ““Much depend 
on how hard our salesmen work,” 


phatic that busine 


iid the appliance manager of a 
large department store in Mon 
treal, quoting figures to show an 
upward climb this November of 
10 percent dollarwise over last year 

We're ahead only because our 
men are driving harder and we're 
backing them with much heavier 
id budget confided a large dealer 
in Ottawa. Several other dealers in 
other centers reported the sam 
trend. As one well-known dealer 
in Eastern Canada, operating sev 
eral branches, put it quite frankly 

tougher in the 
Canadian market this vear-end but 


( ompetition 


it’s making Canadians spend mor 

on electrical goods.” 
Meanwhile ce spite 

trends in other retail trades acro 


contrary 


Canada, an official source in Ottawa 
reveals that the independent deal 
ers in the appliance, radio and fur 
niture trade have more than held 
their own against the chains in 
this field since in the first three 
quarters of 1956, all such sales rose 
7.9 percent in dollar volume over 
the like period of 1955, including 
1 gain of 8.2 percent for the chain 
ind 7.8 percent for the independ 
ents, the latter a surprising result 
in view of the much larger resource 
ind operational organization of the 
chains. In general, all sales of ap 
pliance, radio and furniture dealers 
increased 14.5 percent in Quebec 
11.6 percent in British Columbia 
8 percent in Alberta, 5.6 percent in 
percent in Saskatch« 
» percent in the At 
with the only lo 


Ontario, 3.5 
Wall ind 


lantic Province 


. . Appliance sales to soar 


in the first thre quarters of 1956 
compared with 19 


Manitoba, down 


OCCUTTING in 
2.5 percent. 


Grapevine reports now hint deal- 
ers are worried about new increased 
prices for washers, refrigerators, 
stoves, and other lines. The pros 
pective increases will shave profits, 
they argue, because not all increases 
can be passed on to consumers 

It's going to cut our profits, it 
ure will,” a top retail executive in 
Quebec reports, suggesting, too, 
that “it'll hurt business if we don’t 
take up some of the boosts by the 
manufacturers.” 

Dealers are certain that when 
the present stocks on hand are 
moved out, the new models will 
carry higher price tags early in the 
new year. ‘There are guesses that 
prices may rise 5-10 percent on 
some = line One big appliance 
dealer has already received a wire 
from a manufacturer stating bluntly 
that the price trend is definitely up 
for certain of this manufacturer's 
ippliances. “Any future orders will 
be at our new increased price,” 
the wire stated in regard to auto 
matic washers and drver 


Strength of Canadian dollar 
means more imports of U. S. elec- 
trical goods will appear on the 
Canadian market soon and a 
tepped up “‘cash-and-carry” trade 
in small appliances by returning 
Canadians from U. S. visits. The 
U. S. dollar in relation to the 
Canadian dollar has been encourag 
ing such imports and dealers are 
ilready beginning to feel the impact 
of this premium position of the 
Canadian dollar on their everyday 
operations. In fact, imports of ap 
pliances have reportedly jumped up 
millions of dollars during 1956, 
including in particular cooking, 
heating and refrigeration equip 
ment, hitting the Canadian manu 
facturers. In addition, Canadian 
tourist purchases are said to be up 
by an impressive margin this year 
but there are hints that more and 
more mall ippliance may be 


“> 


Continued on page 5 
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ry: Th is: | 
Wh Jom) REFRIGERATOR—FREEZERS 


and PANTRY DOOR FREEZERS 











WITH Aaignt Pine srvine 


TO SUIT YOUR KITCHEN TO A “T” 











Here’s the wonderful model that can’t be 5 
anywhere in its price field! 10.7 gr. cu. ft. capes 
ity. Full-width freezer chest. Auto defrosting. 


Clear-view crisper. 3 deep-capacity door ae 
Swing-out butter and snack compartment. 


Admiral “plus value’ refrigerator that really helps 
you to build profits. 





Model DA-III0 
Americas Biggest 
Refrigerator Value 

with Push-Button 


Auto Detrosting! 


It's the beauty with 
the features that 
pull in profits! 
Model IMP1390 


Dual-Temp Convenience—a 
refrigerator plus a sealed off 
and Separately insulated 
freezer. Foods don’t trade 
flavors exclusive ““Magic 
Ray”’ Lamp keeps the air 
fresh and pure. No Defrosting 
Ever — exclusive “Humid- 
Cold Plate” and “Moistro]’”’ 
keep fresh food compartment 
frost free, evaporate excess 
moisture, [ce cubes freeze 
faster —exclusive “Arctic Cir- 
cle” surrounds ice cube trays 
with sub-zero freezing coils! 
Exclusive “Lifeguard” Inside 
Door Release glows in the 
dark. A push, pull or turn 
opens door instantly. “ Pantry. 
Door’’ makes frozen food 
packages and Juice cans extra 
handy. Plus a host of other 
“Most Wanted” features! 











al New iv 57 Admiral 


ae : . 
ayciUsive 


Every shelf a sub-zero freezing 
shelf! Every shelf formed by 
actual freezing coils for faster 
freezing, better retention of 
both flavor and food values. 
“Circulating Cold Air’ design 
lets air circulate through the 
vented shelves, assures uni 
form sub-zero temperatures 
throughout the freezer. Frozen 
foods and juices extra handy. 
New “Pop-Out” dispenser 
racks automatically dispense 
frozen food packages and 
frozen juice cans. Just pull 
out a package or can, and a 
new one “pops” into place. 


New, Recessed, Deep-Capacity 





Door Shelves! Plenty of extra 
room for frozen food packs in 
the unique ‘‘Pantry- Door’’ 


where they’re easy to reach. 


es gross cu. ft. 4 super-speed freezing shelves Mode! 950 
d “ny ° : 

— shelves. Coredeting Cold Air’’ design. America’s Greatest 
Pa freezer eames increased over 300% last 
year—and are still climbing! Make sure that you 
get your share of the increased sales! Priced lower Advantages of 
than i : 

any other upright freezer in today’s market! $300.00 Freezers 


Freezer Value with 














Brand New tor 51 
Admiral 


2-TON WINDOW UNIT 
COOLS AN ENTIRE HOUSE! 


Admiral Model 200M23 Imperial 
Window Unit costs far less than cen- 
tral cooling systems too! Slim-Style, 
compact design. Four-Full Circle Di- 
rectional Air Louvres provide uni- 
form, draft-free cooling. Extra large 
filter and front cooling area. 
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Model 75U7 
Admiral. *% Ton Supreme 


A 7!. ampere, 115 volt unbeat- 
able value air conditioner. Only 
16°," deep—fits in any window— 
no special wiring necessary. 





Admiral has a short, complete line—only seven models...one for every need...every budget! 


Admiral. Electric Ranges 
Top Your Profit-Building With This Fabulous Range Value! 


Model 6138 . . . 30" Automatic Electric 
Range—America’s Most Popular Size. 
Flex-O-Heat ¢ Electric Minute Timer 
* Rotary Roaster (Optional) * Deluxe 
Automatic Timer Clock ¢ Infra-Red 
Broiler (2-speed, Optional) * A TC 
Unit ¢ Full-Width Storage Drawer « 
Single-Dial Oven Temperature Control 
with Automatic Oven Pre-Heat. 


These and Many Other Admiral. Valve Leaders At Our 
Merchandise Mart Showroom Space 1191. 


Visit our big showroom in the Merchandise Mart, Room 1191. See Admiral’s complete 


new line for yourself. Learn how you can nail down the dollars 


77 
with America’s most profit-packed appliance lines... Admiral 









There Is no finish as stain-proof 


as Porcelain Enamel! 

















High on the list of features you can . 
use effectively to sell Porcelain Enam- 
eled appliances is the unexcelled abil- 
ity of this superior finish to withstand 
the hazards of normal household serv- 
ice. The housewife needn’t fear per- 
manent stains from lipstick, fruit juices 
alchohol or other materials when gen- 
uine acid-proof Porcelain Enamel is 
the finish of her stove, washer, refriger- 
ator, sink or work-surface. 


Gasssies 
PORCELAIN ENAMEL 





Because it gives 


eee eee eee eeeeee 


obviously greater value, 


PORCELAIN ENAMEL 


gains quick customer 
acceptance. You'll find that your cus- 


tomers readily accept Porcelain Enamel be- 
cause they know from experience its many 
virtues. Show them that this finish today 
is better than ever before! 


0 net Revmed by havsehand onde. tru 
whe chahe 

+ Merce hmeohand mort wtns 

* (ater and weaery eM mt tote 


Show your customers that Porcelain En- 


amel is truly the LIFETIME FINISH! 





THIS LABEL identifies genuine 





Porcelain Enamel surfaces on . Py 
appliances and other products. - Seeeeeeeeeeeeee ee eeeeeeeeeeeeeee oe 
Se : PORCELAIN ENAMEL INSTITUTE, INC 
; Associations Building, 1145 Nineteenth St., N.W., Washington 6, D.C. 
( heck tew le red 
Please send me information about Viease send me a free copy of 
at AB Demonstration Kit “Selling Facts about Porcelain Enamel’ 
% Slide Film Prove for Yourself ’ Booklet 





" 
Awame 
( fompany 


Address 





THINNER! 


The thinnest Of the thin 
hangover” ) 







+» Oo end “gj ‘ 
aia air cond 4 
. Inside and out! ittoner 


LOWER' 


Inches lower than other “thin’’ 
Can’t block light or view! 


SMARTER’ 


of Raymond Loewy 





air conditioners. 








Styled by Raymond Loewy 
' s in rich new spa 





os 
e-saving design: 
Associate 





FLY HIGH in’57 with the sensational new 


WESTINGHOUSE 
Alh CONDITIONER 


WATCH THE SLEEK NEW Streamliner Custom send your air | ‘| i STREAMLINER DELUXE 
conditioner sales to a sensational new high in ’57! Never before is also available for those 
: ay - who want cool comfort 
have your prospects seen an air conditioner so beautiful and and compactness at lower 
compact yet so versatile! Simply turn the New Action Single Dial cost. Not only does it of- 
Control for any of 6 Comfort Conditions. No-draft grilles, built- | — a ate grt 
° ~o ~e ’ » a ats tunctional, too, 
in thermostat, heavy-duty Fiberglas Filter. Sandalwood finish 
with gold and pumpkin highlights. 


for greater cooling com- 
fort. Sandalwood finish 
PHONE! WIRE! SEE US! SPACE 11122— MERCHANDISE MART, Chicago, Illinois, 
January 7 thru 18 











touched with turquoise. 


a. 
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aenbles! al 1) 


®ean 


STREAM 


styled by 


; Four New Low-Amp Models! New 
dion % HP Streamliner Models operate 
4 C ki on 74% amps . take less current 
re 7 : than a toaster! New 1 HP Stream 

liner Models operate on 12 amps 
. fun anywhere ordinary % HP 


units will! 
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1957 


Easiest of All to Install 
—Anywhere! Exclusive 
new drawer-type con- 
struction permits unit 
to slide in and out of 
outer cabinet for easy 
access. 


eS 


you CAN BE SURE...iF iTS 


Westinghouse 














HEATER CORDS 
Ready to use — easy to 
use — with or without 
appliance plugs. Long 
life braided construction 
—or nonstaining Belden 


Duoprene. For long, 
trouble-free service. 


“An item from the com- 
plete line of Belden 
Corditis-free Home Elec- 
trical Cords.” 














WIREMAKER FOR INDUSTRY 
SINCE 1902 





ee en 





Magnet Wire * Lead and Fixture Wire * Power Supply Cords, Cord Sets and Portable Cord * Aircraft Wires 
Welding Cable © Electrical Household Cords * Electronic Wires * Automotive Wire and Cable 





TRENDS continues 





brought across the border by the 
“cash-and-carry” trade, hitting both 
the Canadian manufacturer and re 
tailer, especially if any “dumping” 
occurs in future. 

But what is most significant 
right now is grapevine report that 
Canadian Government is unlikely 
to influence the exchange value by 
direct action on use of its official 
reserves of gold and U. S. dollars, 
probably at about $1,903 million 
it the end of the first three- 
quarters of 1956, except in a minor 
way. ‘Therefore, if Canadian im 
ports continue to rise, direct U.S 
investments continue to expand, 
Canadian interest rates continue 
upward, and Canadian borrowing 
continue in U. S. market, with pro- 
ceeds of new issues of Canadian 
securities sold to non-residents 
(residents of U. S. bought about 
85 percent of the total) soaring to 
$478 million in first three-quarters 
of 1956 from $154 million in 1955, 
dealers can expect to feel even 
more in the months ahead direct 
effects of this exchange relation- 
ship. Evidently, the capital inflow 
from U. S. will continue to in 
fluence such dealers’ operations, 
at least for some time to come. 
“We are not allergic to outside 
capital,” a spokesman for the Gov- 
ernment in Ottawa hinted broadly, 
idding that Canada “will continue 
to welcome investment from the 


oe 


Retail sales of major electrical 
appliances for the home will rise 
17 percent dollarwise in 1957 over 
expected 1956 total. This is the 
prediction of President W. Carl 
Cannon of Frigidaire Products of 
Canada Ltd., and there is consider- 
able support in the trade for this 
optimistic forecast 

Mr. Cannon told Quebec deal 
ers and distributors that this ex- 
pected rise in sales can be attrib- 
uted to the increasing popularity 
in the Canadian market of new 
tvpes of appliances, notably room 
iir-conditioners, automatic home 
laundry equipment, dishwashers 
and dehumidifiers. Only new and 
improved products and _ sensible 
merchandising methods, which 
stress both value and service, can 
maintain an expanding market for 
electrical appliances, he told the 
dealers End 


What’ll you do with Btu's? 


What's the significance of the new 
Btu method of rating air condition- 
ers insofar as dealers are con- 
cerned? Find out in annual February 


1ir conditioning issue of 
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HERE’S 


HANDFUL 


THAT MAKES 
Oo) dav wale), my \eege). 7 wale 


DOLE SOLENOID VALVES 


Dole Solenoid Operated Valves have been the standard of the industry 
since the first successful automatic home laundry and dishwasher were 
developed. The simplicity of their operation . . . their dependability . . . 
their ability to stand up under the toughest service have led to their 
adoption by all leading manufacturers of automatic clothes washing and 
dish washing equipment. 


In dealer service departments, too, Dole Valves are recognized for the 
simplicity of their design and the trouble-free service they render. 


If you manufacture home laundries, dishwashers or other products 
where flow or temperature must be measured or controlled, be sure Dole 
Valves are on your equipment. 


If you sell such appliances, a Dole Valve is your assurance of high- 
quality design and manufacture. 
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mo lam-l'iielaat. lite: 
clothes washing 


sat Cedal ial 3] 
Mm lamerilelisl-} mela sg 


.. on dishwashers 


= 
.. on drinking fountains 


.. On many other appliances 


CONTROL WITH 


DOLE 


The Dole Valve Company 
1901 Carroll Avenue Chicago 12, lilinois 
Philadelphia, Detroit, Los Angeles 
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EXPERTS IN FLOOR CARE 
SINCE 1886 














ATA A eA ae 
| Beautiflor || Beautiflor || Beautiflor 
wax 
cleans as it waxes 








Remember, 


only Johnson’s Wax gives 
your customers this easy, 
automatic floor-care method— 


"One! Two! And You're Through!” 
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cleans as it waxes 


Spread wax 
with machine— 


























let dry 
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4 years supply of wax free 
Wax Polisher-Serubber 


Here’s a premium that costs you nothing, but it’s a premium that 


will really help you clinch the sales! Yes, Johnson’s Wax gives a 


full year’s supply of Beautiflor Wax (13 pint cans) to each of your 


customers who buys a Johnson’s Wax Polisher-Scrubber . . . the 


only machine that offers the easy, automatic floor-care method 


“One! Two! And You’re Through!” 


(see below). This special offer 


is worth $9.75 retail! Tell your customers it’s like getting a free 


$10 bill and watch how you close sales! 
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for a limited time only 
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DAILY NEWSPAPERS} across the country will 
carry big, colorful ads featuring this free offer. 
Everybody will be looking for this special offer when 
they shop—make sure you feature it, display it! 


TELEVISION} Over twenty million people watch 
every telecast of ‘Robert Montgomery Presents” 
—and the Polisher-Scrubber will be featured over 
and over again on this top-rated network T'V show! 


MAGAZINES! tell the Polisher-Scrubber story, 
too—in full color in American Home, the national 
magazine that reaches the audience you want— 
people most interested in their homes! 


CONSUMER BOOKLETS on easy, automatic 
floor care give the complete, detailed story of the 
Johnson's Wax Polisher-Scrubber. Use these 
booklets on your counters, as window displays, 
everywhere—add a sign that tells about the free 
wax offer—and brother, you're in business! 


MILLIONS OF CANS of Johnson's Wax tell 
the Polisher-Scrubber story! And these cans show 
a picture of the Polisher-Scrubber in use. Yes, every 
can sold in your area helps you sell more machines. 


TAI inquiries will be referred to dealers. 





Your floors 
are waxed— 
you’re relaxed! 


























“GO ALL THE WAY” 
BENEFITS OFFERED 
TO DEALERS 


ST. JOSEPH, MICH. 
John L. Bricker, vice-presi- 
dent in charge of marketing 
for Whirlpool-Seeger Corpora- 
tion, today revealed that the 
firm's distributors have com- 
pleted plans for an all-out 
activities program for dealers 
across the nation. 


Bricker did not elaborate, 
but remarked that ‘‘dealers 
will be able to ‘go all the way’ 
with a deal that is tremen- 
dous’’. He also hinted that 
there's $1,000,000 in surprises 
awaiting dealers. This activ- 
ity centers around the intro- 
duction of the brand new 1957 
RCA WHIRLPOOL full line. For 
a preview of this exciting line 





of appliances, see the following 








pages. 
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new 1957 — Whinkpoot 
washer-dryer combination 


A NEW WAY TO WASH CLEANER — DRY SAFER 
ALL IN ONE AUTOMATIC, CONTINUOUS OPERATION! 


This is not an ordinary 2-in-1 unit, it’s a brand new way to wash 
all fabrics cleaner and dry them safer, fluffier. Amazing new 
Filter-Stream washing makes the difference! Clothes are 
thoroughly washed and rinsed in a powerful stream of filtered, sudsy | 
water that penetrates every fiber to loosen, remove, and flush 
soil away and out of the cylinder. It’s an economical action, too 


—_—— aves up to 50 gallons of water on each wash-dry load! And, there’s a 
built-in water heater that assures hot water always automatically! 

















Safe, Tempered-Heat drying 


Presenting...the one line that has everything... 













































new 1957 
Whinlpool washers and dryers 


NOW — MORE THAN EVER — THE ACKNOWLEDGED LEADER IN THE HOME LAUNDRY FIELD! 


Here’s the full line of automatic home laundry appliances — 4 washers, 
5 gas and 4 electric dryers that has every worthwhile feature! 

suilt-in automatic lint filter, 2-speed washing, exclusive Suds-Miser, 
Super-Speed drying — any one alone is a big reason-to-buy . . . 

but put these and all the other wanted RCA WHIRLPOOL features together, 
and you have big volume selling for bigger profits! 





2-speed, 2-cycle washing action 





New! 2-cycle drying 


Built-in automatic lint filter 


...more exclusive features! 
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er new 1957 — Whinkpoot 
Imperial Mark XII refrigerator ana freezer 


NEW, DIFFERENT, AND TRULY LUXURIOUS . . . EITHER FREE-STANDING OR BUILT-IN 


The exciting new styling of the Imperial Mark XII Refrigerator and Freezer 
will add new glamour to every kitchen — whether built-in or free-standing. 


. 
; 
Their smooth, straight lines have a custom designed look that blends with their f rh 
surrounding, gives that rich “‘planned-in” look without the expense of built-ins. 
Available in new luxurious color harmonies inside and out including | 
door panels of lustrous Copper-Color and Silver-Satin Aluminum. There’s a , 
choice of three models in the Mark XII styling a 12 cu. ft. Freezer and lt «,!, 


two 12 cu. ft. Refrigerators, one with a 95 lb. freezer section, the other 
an All-Refrigerator, the perfect ‘‘twin’”’ to the freezer. 











The Refrigerator-Freezer as a 
smart built-in 











The All-Refrigerator and the Freezer 
built-around in an island arrangement 





Free-standing Refrigerator-Freezer 


with planned-in appeerance =») 








New instant ice cube ejector 





Exclusive "Air Purifying System” 


pi? 





New convenience door 


new 1957 — Whinkpoot 


refrigerator -freezers 


NO OTHER LINE OFFERS SO MANY FEATURES TO MAKE SELLING SO EASY! 


A full line of 12 outstanding models lead by the striking 
new MARK XII design. Capacities range from 8.1 to 15.5 
cu. ft. Packed with conveniences you can sell including: 
true zero-degree freezing section, automatic defrosting, 
exclusive Air Purifying System that keeps foods fresh days 
longer, glide-out shelves, and many, many others. 
































...more sales-closing features ! 


























new 1957 


electric ranges 





THE ONLY LINE WITH EVERY KIND OF AUTOMATIC COOKING CONVENIENCE! 


A full line of eight brilliant ranges including 40” and 30” models that can’t 

be matched for exclusive automatic and convenience features! There are 
exclusive Bar-B-Kewer oven, exclusive Guide-Line controls, exclusive built-in 
Grid-All, built-in automatic rotisserie, built-in automatic meat probe, 
infinite-heat speed controls, thermostatic top-cooking controls, Balanced-Heat 
bake oven, smokeless broiler, swing-up Monotube surface units, giant 24-in. 
ovens in space-saving 30-in. models ... and many, many other sales-closers. 






Radiant-Heat s: 

















Exclusive Guide-Line controls 
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Exclusive built-in Grid-All Exclusive Bar-B-Kewer ae oven 


... more conveniences women want 


£.. .. mod 























Automatic electric oven Big Balanced-Heat oven 
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built-in ranges 


DESIGNED AND STYLED TO CAPTURE 
THE FAST-GROWING BUILT-IN MARKET! 


BAR De LL LO 


























The trend is to built-ins! And, RCA WHIRLPOOL ranges lead the 
way with versatile models — in gas or electric — for custom 
designed cooking centers in every market! There’s a choice of 
finishes —- copper-tone or satin-finish stainless steel 

to fit every decor. And, both have all the features that mean 
the latest in automatic built-in cooking convenience including 











choice of cluster or two-unit surface arrangements. 








new J 
air conditioner. 


AIR CONDITIONERS FEATURE THE AM/ 
FILTER THAT 1S UNMATCHED IN EFFEC 





A full line of 16 plus-performance mod 
a unit for every possible need, every req 





casement window and “‘lo-am 

complete from *, to 2 hp 
Dehumidifier two mod 

any need, They make any roon 





New, exclusive electronic filter 











.models for every market, every need ! mor 








































>." Automatic electric oven Big Balanced-Heat oven 
Radiant-Heat smokeless broiler 
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} DESIGNED AND STYLED TO CAPTURE 
' | THE FAST-GROWING BUILT-IN MARKET! 
The trend is to built-ins! And, RCA WHIRLPOOL ranges lead the 
’ j way with versatile models in gas or electric — for custom 
f designed cooking centers in every market! There’s a choice of 
4 finishes —- copper-tone or satin-finish stainless steel 
i to fit every decor. And, both have all the features that mean 





the latest in automatic built-in cooking convenience including 
choice of cluster or two-unit surface arrangements. 
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new 1957 —~ Whinkpoot 


air conditioners and dehumidifiers 


AIR CONDITIONERS FEATURE THE AMAZING ELECTRONIC 
FILTER THAT 1S UNMATCHED IN EFFECTIVENESS! 


A full line of 16 plus-performance models that gives you 


a unit for every possible need, every requirement including 
casement window and “‘lo-amp”’ installations. Capacities are 
complete from *, to 2 hp. 

Dehumidifiers two models to meet every budget, 


any need. They make any room more livable. 


New, exclusive electronic filter 





“ 


eT Oy 
Lae! 


—_ 
Simple, easy operation = 





more built-in quality / 
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new 1957 — Whinkpoot 
Imperial Mark XII refrigerator ana freezer 


NEW, DIFFERENT, AND TRULY LUXURIOUS .. . EITHER FREE-STANDING OR BUILT-IN 


The exciting new styling of the Imperial Mark XII Refrigerator and Freezer 
will add new glamour to every kitchen — whether built-in or free-standing. 
Their smooth, straight lines have a custom designed look that blends with their 
surrounding, gives that rich “planned-in”’ look without the expense of built-ins. 
Available in new luxurious color harmonies inside and out including 

door panels of lustrous Copper-Color and Silver-Satin Aluminum. There’s a 
choice of three models in the Mark XII styling a 12 cu. ft. Freezer and 
two 12 eu. ft. Refrigerators, one with a 95 Ib. freezer section, the other 

an All-Refrigerator, the perfect “‘twin” to the freezer. 











The Refrigerator-Freezer as a 
smart built-in 




















The All-Refrigerator and the Freezer 
built-around in an island arrangement 





Free-standing Refrigerator-Freezer 


“siacietitarmemns” | amore versatile styling ! 








New instant ice cube ejector 








Exclusive "Air Purifying System” New convenience door 


new 1957 — Whinlpook 


refrigerator -freezers 


NO OTHER LINE OFFERS SO MANY FEATURES TO MAKE SELLING SO EASY! 





A full line of 12 outstanding models lead by the striking 
new MARK XII design. Capacities range from 8.1 to 15.5 
cu. ft. Packed with conveniences you can sell including: 
true zero-degree freezing section, automatic defrosting, 
exclusive Air Purifying System that keeps foods fresh days 
longer, glide-out shelves, and many, many others. 
































...more sales-closing features ! 
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new 1957 — Whinkpoot 


electric ranges 


THE ONLY LINE WITH EVERY KIND OF AUTOMATIC COOKING CONVENIENCE! 


A full line of eight brilliant ranges including 40” and 30” models that can’t 

be matched for exclusive automatic and convenience features! There are 
exclusive Bar-B-Kewer oven, exclusive Guide-Line controls, exclusive built-in 
Grid-All, built-in automatic rotisserie, built-in automatic meat probe, 
infinite-heat speed controls, thermostatic top-cooking controls, Balanced-Heat 
bake oven, smokeless broiler, swing-up Monotube surface units, giant 24-in. 
ovens in space-saving 30-in. models .. . and many, many other sales-closers. 
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Exclusive Guide-Line controls | 





Exclusive built-in Grid-All 


... More conveniences women We 








+ 
_ 
+4 
_— 
e 
vy 
. 
a) 
¥ 
n 
/ 








/ENIENCE! 


that can’t 
here are 
lusive built-in 
robe, 
alanced-Heat 
giant 24-in. 
sales-closers. 








y 


AI 


\ “tte = Lhe f 


Exclusive Bar-B-Kewer me 


ren want !.. 











be oven 











J Se broiler 


new 1957 
























Automatic electric oven Big Balanced-Heat oven 





built-in ranges 


DESIGNED AND STYLED TO CAPTURE 
THE FAST-GROWING BUILT-IN MARKET! 


The trend is to built-ins! And, RCA WHIRLPOOL ranges lead the 
way with versatile models in gas or electric for custom 
designed cooking centers in every market! There's a choice of 
finishes —— copper-tone or satin-finish stainless steel 

to fit every decor, And, both have all the features that mean 
the latest in automatic built-in cooking convenience including 
choice of cluster or two-unit surface arrangements 





























... models for every market, every need ! 














new 1957 



































Automatic electric oven Big Balanced-Heat oven 


Whirlpool 
built-in ranges 


DESIGNED AND STYLED TO CAPTURE 
THE FAST-GROWING BUILT-IN MARKET! 





The trend is to built-ins! And, RCA WHIRLPOOL ranges lead the 
way with versatile models in gas or electric for custom 
designed cooking centers in every market! There’s a choice of 
finishe copper-tone or satin-finish stainless steel 

to fit every decor. And, both have all the features that mean 
the latest in automatic built-in cooking convenience including 
choice of cluster or two-unit surface arrangements. 























..models for every market, every need ! 
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new 1957 — Whinkpoot 


air conditioners and dehumidifiers 


AIR CONDITIONERS FEATURE THE AMAZING ELECTRONIC 
FILTER THAT IS UNMATCHED IN EFFECTIVENESS! 


A full line of 16 plus-performance models that gives you 
a unit for every possible need, every requirement including 
casement window and “‘lo-amp”’ installations. Capacities are 
complete from *, to 2 hp. 

Dehumidifiers two models to meet every budget, 


any need. They make any room more livable. 





New, exclusive electronic filter 
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...more built-in quality / 





Sn: 
uu: OF ADVERTISING for 1957 


THE GREATEST FULL LINE COVERAGE EVER— 
TO HELP RCA WHIRLPOOL DEALERS 
MAKE MORE SALES AND PROFITS 

ALL THROUGH 1957 















\. 


TREMENDOUS 


SPECTACULAR TV ADVERTISING 
4-COLOR ADS IN | PRODUCERS’ SHOWCASE 
LIFE * LOOK * McCALL’S COLOR CARNIVAL 
BETTER HOMES 2 GARDENS THE PERRY COMO SHOW 

AMERICAN HOME * HOUSEHOLD MATINEE THEATER SHOW 

GOOD HOUSEKEEPING + PARENTS 

HOUSE & GARDEN 
Plus Farm Publications 
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no wonder... in 1957 —more than ever — 


America’s most valuable, most profitable franchise is 


©) hintpoot HOME APPLIANCES 


Products of WHIRLPOOL-SEEGER CORPORATION St. Joseph, Michigan 


JOIN UP!...1T’S EASIER TO SELL RCA WHIRLPOOL THAN SELL AGAINST IT! 








Mort Farr Says... 


These Trends Will 


Determine Our FUtTUre oo ov icerer une outs re. cptoncery soa 


HEN the future historians of our busi manufacturers will make a statement and an telling the people about it 
ne come to write about the year 1956, nounce a new policy in January Color television could have a 30° percent 


it will probably go down in the books Ihe whole industry has tackled the problem increase in dollar volume for '57 if we go out 

the year of the slowdown and the shake-down of service and how central service, or independ ind sell it for what it is worth. Air conditioning 

It produced no big price drops or industry-wide ent service and dealer service can or cannot volume conceivably could double in the next 

lumps, but neither has it brought any broad ill survive. ‘There should be sufficient business year and keep growing as the people who have 

exhilarating advance The evils of an accumu for all, if we learn to do it efficiently and profit bought one unit get them for the whole hous« 
lated k-log caught up with us. For the first ibhy Ihe new problem in service will be to or install central system 

of our leading appliances failed to ittract enough new men to service all the cle Kitchens are a big busin that someone ji 

ted in line with our nation’s tronic and automatic equipment we are selling going to cash in on, Color in appliances can 

booming economy. Sales of top selhng appliances, pay them enough money to lure them and till be big busine ind will help obsolete out 

namely television (off seven percent) .and_ re keep them and still allow us a profit. Our tel dated appliances. We can sell 

frigeration (off about 10 percent), freezers (by vision business alone will need 25,000 additional in ? and add million 


10.5 percent) are below last year’s figures. The technicians in the next five year tape recorder busine 
| 

nl hrioht 

ill JiLE i 


LO millon radio 
of dollars in hi-fi and 
not to mention the 
pot in our major appliance sales pi We have now recognized that the public i records and tape that will be sold with thi 
rs, dryer ind dishwashers not believing some of the advertising in our equipment 
Sales have been down, but the real problem industry. The B.B.B. and the F.T.C. are help 
has been profits. In the fierce competitive batth ing us put our house in order so that we do not WHAT TO DO. ‘There are still over a hundred 
for our share of the consumer dollar we mad completely lose the confidence of our customer thousand dealers in thr 
rice our main appeal. Forgetting to  realiz in what we are saving about our merchandise ind apphances and thi 
that our consumers were making more money than dealer o if we are going to be among those 
ind there were more of them working than EXIT FOR DISCOUNTERS. We have come to who will be around to cash in, there are some 
time in the history of our country and recognize the discount house as a factor in our facts which we will have to 
ustomers are no longer content with economy, but by learning something of thei ve are going to have to learn to figure our 
minimum standards. but demand stvle and qual techniques in ma clling, we will probably profits in dollars rather than percentages. We 
ty to make the difference in their new standard climinate them in the next five years. ‘The even may be brought 


wound to figure profit 

t about attracting them by prices discount house in order to compete with others on dollars invested. rather than percentage of 
the department stores and our elve ire having dollar sales in large volume operation 

to add services while the department stores and We can expect rough competition, but neve 

YEAR ’ROUND LIQUIDATION. No ’ pecialty selling dealers are cutting out the frill lose sight of the fact that there are no secret 

it tl low pri this is the first ye ind the fancy extras that the customer doesn’t ind no miracles in this busine No man, or 

vhen we were liquidating 56 expect at cut prices or else are learning to charge no company has all the answers and all hav 

November, and thi for them. It would not seem strange » me i certain cost of doing bu 


count clling television 


j probably too man 


recognize leirst 


I 


ine vhich is catch 
manufac in five vears the Ipp il of the wide-awa ng up vith some who for several vears allowed 


thei called discount house will be in the exty omeone else to perform some of the function 
models at ices he perform which the customer can no of retailing for them. We cannot hope for 
regular net longer get from the former old-line dealer o1 longer discount Oo we had better 
ret back to the department stor live with the present on 
ian throughout the We have now recognized the importance of be lowered more in this ¢ 


learn to 
or expect them to 


f ice for consumer 
ind having a short period the big chains and realize that our biggest com dollars. I rather expect that distributors’ 
liquid ng prior year models? As we are petitor is Sear Roebuck and that they have margins will be trinmed to about 8 percent in 
heading. we will ample 1 new line and taught us we must be better merchandisers, get the next few vears and the vill have to learn 
have to wait long for the first deal on more volume and faster turnover to make a profit out of thi 
r production of some, or all, of the nev Dealers wall probabl operate on grosses of 20 
What manufacturer is going to have NEW TRENDS AND OLD I here re two to 25 percent and wall have to cut expenses to 
the guts to hold the line regardless of what trends in our industry that we need to stud fit. With sale expense accounting for per 
competition does? Coie thie demand trend that come from cent of this total gro profit in the retailing 
This was also the vear that our up ind com onsumer need The other are the prosp tive end ve must find 
ing air conditioning industry started cutting trend vhich we can he Ip to make. In the men's take-home 
dealer nets and making deals six months before ise of the demand trend, we can expect the it the same time reducing percentage of com- 
ur season start No industrv but the ippli ime conditions that existed in 1956 to be mission in line with the rest of our cost 
nce industry has ever been so kind to so manv prevalent in '°57—a big up-surge in sales of di h Some dealers are expanding the 
cople and so cruel to itself vashers, dryers and automatic washer The old tore Some are moving to che iper location 
‘This wa vear that a dealer became intel tandbvs of refrigerators, television and range Others are adding furniture 


’ ee 
ZTOSs 


han marvin 


Va of increasing sak 


y 


pal ind hinng mor ilesmen 


number of 


md other more 
ligent. By intelligent. I mean he has finall vill settle down to a normal replacement mar unrelated ling Discount houses have gone in 
looked back and recognized his past mistake ket of about the usual annual volume, unl heavily for household furnishings, toys and soft 
ind admitted the problems of our industrv. We ‘ f ome rather new and startling model goods, Others are trying co-op buying gro 

he builder-sales problem ( the automobile industry did in 195 ind voluntary chains to 


tep up their bu ing 
quar \ ind I | 


iopes that some not too when they stepped up their projected annual power. In subsequent articles, I will attempt to 

lution will be forthcoming in the near replacement market of 5 million cars to 7.5 take up several of these trends and tell of 
} 

future At an t 
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least one of the major million by bringing out advanced stvling and idvantages and disadvantages of cach Ind 
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Sales tactics are surer when you can sharply define and clearly separate one market 
from another. 























Wage-Town, U.S.A.— huge, rich, growing — describes both a market and a social class 
which differ distinctly from other markets and classes...in habits, associations, in a basic 
way of life. 


while perhaps not technically Wage Earners’, closely parallel them in attitudes, interests, 
and economic well-being. 


WAGE-TOWN IS A VAST, PROFITABLE MARKET 


Here’s what’s happened since 1947 


The great majority of Wage-Town families are Wage Earner families. The remainder, 
} 
| 
| 











TOTAL U.S. WAGE EARNER A WAGE-TOWN 
_ as FAMILIES FAMILIES MARKET FACT 
a 54.8% of the nation 
ae UP 16.3% UP 32.4% are Wage Earners 
8 million Wage Earner 
—— $5,000 UP 3% times UP over 10 times Families are in this 
caameaal bracket 
in DSP Wage Earner DSP now 
(‘Loose Money’) UP 116% UP 200% $81.5 billion a year, 
4 or 62.7% of the total 











WAGE-TOWN IS A DISTINCTLY DIFFERENT MARKET 


Because of its different cultural values and outlook, Wage-Town cannot be reached to 
any large degree by magazines edited for white collar families. Instead, Wage-Town reads 
the FAMILY BEHAVIOR magazines in the TRUE STORY Women’s Group. For example: 







*Generally speaking, an hourly paid worker in mining, manutacturing, transportation, etc. In practice, includes for example, the electrician who owns his own business — technically ‘white collar’, 
ocially and emotionally remains ‘wage-earner’ 











ources: Social Research, inc.; Mactadden Publications Division of Marketing and Research; Kemp Audience Study; Starch, May 1956. 


We'll gladly analyze your magazine list too 
Magazine Lists —to show how you can add coverage and 
Examined cut costs. Just ask our representatives 
to get the job underway. 
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AND CONQUER! 


88% of TRUE STORY Women’s Group primary households are not 
reached by the leading women’s service magazine. 


83% of those homes are not reached by the leading weekly or bi- 


weekly. 













93% are not reached by the leading shelter magazine. 





97% are not reached by the leading store service magazine. 


Yet TRUE STORY Women’s Group magazines reach OVER 
ONE-HALF of all the magazine-buying families in WAGE-TOWN! 


HERE’S HOW YOU CAN ADD THE WAGE-TOWN 
MARKET AND CUT YOUR COST PER MESSAGE 


On almost any list if you will substitute TRUE STORY Women’s Group’s 6,200,000 primary 


homes for those of one of the magazines you’re using, you will extend your coverage at 
less cost per thousand circulation. 


























Your Net Your The Difference In Cost Your 
Unduplicated Total Cost In Unduplicated Per CPM 
If You Use Coverage Is B/W Page (Ix) Is Homes Is insertion, You Is 
Example |: 
LHJ + McC + GH + WHC 12,349,229 $58,565 — — $4.74 
LH) + TSWG* + GH + WHC 13,473,485 $56,480 + 1,124,256 Save $2,085 $4.19 
Example I: 
Life + SEP + Look + Coll. 13,876,056 $74,925 — om $5.40 
Life + SEP + Look + TSWG’ 15,044,914 $73,245 + 1,168,858 Save $1,680 $4.87 


Remember-—the coverage you gain is vital WAGE-TOWN coverage. America’s sales future 


lies in Wage-Town! 


True Story 


WOMEN’S GROUP 
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WITH WILCOLATOR 


uy 
Add to your gas range a salesbuilding feature every home- 
maker wants. The Wilcolator “Pantrol” lets her control top 
burner heat exactly and automatically. 

When the thermostat dial is set at the desired temperature, 
the valve opens, allowing gas to flow to the burner. As the 
cooking utensil is heated, a small sensing bulb is also heated 
and controls the flow of gas to the burner. 

“Pantrol” takes the guesswork out of cooking. Prevents 
burning, scorching, boiling over. Eliminates the need for 
constant watching, stirring. Saves work ...saves fuel... cooks 


foods to perfection. Get the facts, write: 


THE WILCOLATOR COMPANY 


Elizabeth, New Jersey 








ti 4 ; Deny scorched foods 
Ords, souffles without done to perfection or sticking to pan 
a double boiler 
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7 PAGES OF 


PROFIT NEWS 
from Amana 


On this and the next 6 pages, you'll see the outstanding new Amana line for 1957. 











Frankly, we don’t think there’s an appliance dealer in America today who can fail 


to profit from the news on one of these 7 pages. 





FAMOUS Deepfreeze Home Freezers 


| 
| 
| 





Yes, the world-famous Deepfreeze chest type home 
freezers are available again! And you'll find these three 
fast-selling model sizes priced competitively; yet with a 
built-in margin that makes each Deepfreeze sale solidly 


profit ible for you! 


And something new has been added. For now the 
Deepfreeze Chest carries outstanding double warranty 
protection Yes, Deepfreeze home freezers—made only 
by Amana—carry a Five-Year Warranty against me 
chanical failure plus a full Three-Year Food Spoilage 
Warranty! Ask your Amana distributor about the Deep 
freeze line now. You'll find it a natural profit item com 
petitively priced for fast turnover ! 

*Now made only | {mana, And produced with typical Amana 
quality; backed by a one-hundred-year tradition of fine craft 
manship. The ords Amana and Deepfreeze are trade-marks Model DF-160 illustrated here 
Reg. U. S. Pat. Off Also availabie in 9 and 
22 cubic-foot models. 





See Next 6 Pages for Amana Profit News! 











A Proven High-Profit Pair, 


Amana FREEZER //4 REFRIGERATORS 


The Widely-Acclaimed 2-in-] Appliance 
That Brings Higher Profit Per Square Inch of Floor Space! 

















NEW COLOR 
INTERIORS 





Y you'll find Freezer-Plus-Refrigerators dec 





orated in magnificent modern shades of Rose, 
Beige, and White this year. With stunning an- 


odized aluminum touches everywhere. But the 







r , a = classic lines the American housewife has shown 
een sess eee) 








she prefers remain the same! 

You'll find modern functional design, too, 
in Amana’s new radiant condensation system 
that eliminates noisy fan action; the need for 
cleaning condensers; cuts running costs; and 
helps maintain the constant temperatures that 
Amana is famous for. See this new Amana 


Freezer-Plus-Refrigerator for yourself. A classic 


Mode! FPR 18 





combination —roomy refrigerator, equal to con- 
ventional 12-cubic-foot model; plus a genuine 
Amana freezer section that holds 297 pounds 


of frozen food alone! You'll understand why 


American women love them! 
































The Finest Made! 


< 








Ye UPRIGHT FREEZERS 


| The ONLY Freezers 
| “Guaranteed To Outperform All Others” 






















— Plus- 
PROVEN PROFIT 
MARGINS 





rhe unchallenged king of upright freezers continues to produce top profit 
and customer satisfaction for every dealer that handles it! If you currently 
handle a freezer line and are unhappy with profit margins, service com 


plaints, or customer satisfaction, you'll want to investigate Amana 





Model 19 Freezer Or, if you're missing the wonderful profit opportunity that freezer sales 
v 

can mean in your 1957 picture, be sure to find out what Amana can offer 

Remember, only Amana offers exclusive Stor-Mor door; Amana-Matic 


freezing; the time-tested Amana Plan For Better Living and other dealer aids. 





See Next 4 Pages For More p: Ey Profit News! 











PLUG-IN, lIS-VOLT MODEL 
WITH NEW LOW PRICE; HIGH PROFIT! 











\ 





f 
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THE DELUXE LINE 


Is also available in '2, and %4 H.P. models 


® Requires no troublesome 230-volt wiring ® True Amana quality. Provides top perform- 


installs with minimum effort ance, trouble-free service 


® Easy shell mounting. Shell can be mounted @ Full 1-horsepower. High-capacity, heavy-duty 
independently, unit inserted later for fast 


system, yet retails at economy price with 
and easy installation 


full profit margin. 
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AIR CONDITIONERS 


PLUS TWO SUPERB NEW MODELS! 
2WW...THE “SLIM-LO”... 20 THE “DECORATOR” 








THE ALL-NEW “SLIM-LO”! 


rhinner Than Thin. . . hugs both inside and out 





side walls! No unsightly overhang! Only 15% 





inches thin! A full 15% lower yet packs greater 
cooling capacity . . . more features . than any 


comparable make or model on the market! 





ALL-NEW YEAR-ROUND “DECORATOR”! 


Use just as is, or harmonize to any room! The 
most exciting, most beautiful air conditioner today ! 


Actually hides itself in the wall! Drapery or uphol- 








stery material—or wallpaper—goes into front panel 
—unit becomes a part of the wall. Lower with ex- 
clusive Amana Glider-Control! 


Ask your distributor about the amazing, outstanding Amana 
CololsiW-NI a eolarellivelallate Mm lolaM iol meV Amn acelaiieeli mel tlelcelali(-1-1 Im Zel)) 
a top-profit year. And remember, product-wise . .. perform- 


ance-wise...profit-wise...it’s always wise to go with Amana! 


‘ 2 More Amana Profit Pages! 





PLUS A PAIR OF BUILT-IN BEAUTIES 
PACKED WITH PROFIT FOR ‘57! 











ss. 
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The Meteititcntte cath Built-In Freezers and Refrigerators 
High on Profit and Low on Installation Costs! 


Backed with all the traditional quaiity that the Amana name Coppertone, Shasta White, Pastel Yellow, or with stunning | 
commands in home refrigeration products, these two Built-in Brushed Chrome doors. Freezer holds 234 pounds of frozen | 
beauties sell easily and give you top-profit margin. Com- food; refrigerator is equivalent to conventional 10-cubic- | 
pletely self-contained; require no separate refrigeration foot model. Be sure to ask about the Special Amana Builder | 
lines or expensive installation extras. Available in lustrous Plan. It can mean extra sales for you! 


NOW AT A NEW LOW PRICE, 
CENTRAL-SYSTEM AIR CONDITIONING FOR 
THE ENTIRE HOME THAT’S EASY TO INSTALL, 
EASY TO FINANCE, EASY TO PICK UP TOP PROFIT! 


[wo top performing units . 2 and 3% ton models. Both 


fully air cooled to avoid the trouble and cost of water instal- 
lations, permits and taxes. Mean an entirely new profit area 
for the builder or dealer who handles these revolutionary 
new Amana Central-System units. Case history after case 
history, even in last year’s cool Summer, point out a terrific 





opportunity in this “whole-home” air conditioning field. 





Free 


‘ 
For basements ‘ t ~~ o Utility rooms, or large closets 
: , 





DON'T DELAY... 
CLIP AND MAIL 


We invite you to join 8000 Amana dealers currently 
enjoying the profits that go along with handling 
highest-quality Amana refrigeration products. Find 


low and get it in the mail today. We will guarantee a 
friendly, courteous and informative answer quickly. 
Or, contact your nearest Amana distributor. 


out for yourself what this fine franchise can mean To any profit-minded appliance dealer we can 
to your profit picture for '57. promise warm-hearted cooperation, top training 


For advance information, fill out the coupon be- help, and a constructive profit program. 


Come See Us During Winter Market 
Space 1127—Chicago Merchandise Mart 


Amana Refrigeration, Inc. 
Amana 16, lowa 


Gentlemen: | am interested in exploring the Amana franchise. Won't you send me infor- 


mation on the following products. 


C] Freezers 


Cc Freezer-Plus-Refrigerators 
[_] Room Air Conditioners 
C] Built-In Freezers and Refrigerators 


[_] Central-System Air Conditioning 
[J Amana Builder Program 


BACKED BY A CENTURY-OLD TRADITION [_] Amana Plan For Better Living 


OF FINE CRAFTSMANSHIP 


Name 


Producers of World-Famous Amana Freezers 

Address 

Freezer-Plus-Refrigerators * Built-In Freezers and Refrigerators 
Room Air Conditioners * Central-System Air Conditioning 
Deepfreeze Chest Freezers City 

REFRIGERATION, INC.,. AMANA 16, IOWA 


se # 


AMANA 


A 








month after month... 











1512 million'men and women“live by the book” 
...and the book is Better Homes and Gardens 





































































































The complete action-influencing value of BH&G only during the year... 


begins with its huge current-issue audience. Back-issue 


readership is tremendous, too. 9,400,000 readers recently 


referred to ads or articles in an issue of “the book” 4 to I, of America reads 


12 months old. An average issue of BH&G is read by 

15,500,000 people. One-third of the 123,800,000 people 

in the U.S. 10 years of age or older read one or more of B tt H d G d 

every twelve issues. That's 44,150,000 readers of Better e er omes an ar ens 
Homes and Gardens—and over 40% of them are men 


Meredith Publishing Company, Des Moines 3, lowa *A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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Look At All These Features! 


® Fully automatic—with dependable timer. 
Just set it and forget it. 


@ Handsome contemporary design—fits in 
with modern appliances, in the finest utility 
room, kitchen, or playroom area. 


®@ Choice of new decorator-color panels— 
a hot new selling idea that gives you some- 
thing to talk about. 


Nee 





© Completely simple, positive operation. 
@ Never cuts off water during regeneration. 
@ Simple and economical to install. 


® Latest-type high-capacity resin makes the 
softener compact and efficient. 


®@ Electronic tank-finishing process gives 
special “hard wear" coating. 


@ Plastic-lined tank—10-year warranty. 
®@ Large brine tank—seldom needs filling. 


DISTRIBUTORS: Some good territories still 


open. Let us tell you about the advantages of getting 


into the water softener business with the Modern 
line. Please write or phone. 
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economy automatic 


ATER 
FTENE 
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Another outstanding addition to the 
outstanding Modern softener line. 


Water softening is a hot and growing market —and 
here’s the hottest item in the market today! Here’s 
something new, improved, different! You can sell 
it along with any water-using appliance to get an 
add-on sale, with very little increase in the cus- 
tomer’s monthly payments. 


Tremendous Potential Market— More and more 
people want soft water. It’s still almost a virgin 
market—with tremendous volume potential. The 
dealer who starts with a good line like Modern can 
build his business and his profits. Every time you 
sell a water-using appliance, sell a Modern softener 
to go with it. 


A Real Automatic at Moderate Price—The 
new Modern ‘‘Suburban”’ is a fully automatic unit 
at a price far lower than that of most good auto- 
matics. It’s quality equipment. You can depend 
on it to keep working, and to keep your customer 
satisfied. You can depend on it to make money for 
you. Generous profit margin! Ample sales tools to 
help you build sales. 

Ask your distributor. If he doesn’t handle the 
Modern line, mail the coupon. 


Modern Water Treatment Division &M 17 
Geo. Getz Corp., 2316 Twenty-third Ave., Rockford, tll. 


Send me full information on the “Suburban” and the Modern line. 


Name. 


Company 


Address 


City 


My wholesaler is. 


State 



















MAIL THIS COUPON 3&&aaSrP 











heitchenAid. 


products make “round-the-clock” 


KitchenAid products are in action “round-the-clock” 
to make life more enjoyable for homemakers 

Phe Coffee Mill grinds morning coffee KitchenAid- 
fresh at the flip of a switch. The Food Preparer, with 


its practical time-saving attachments, performs so many 


food preparation tasks so efficiently all day long. The 


EIGHT DISHWASHER MODELS 


Included in the eight automatic dishwasher models are counter-height with base 

cabinet and portable styles in addition to the free-standing, undercounter and sink 
combination units—gravity drain or pump out. A// models have the exclusive Hobart 
revolving wash system that power washes and rinses much more efficiently than the 
splasher or deflector type sprays. No need to pre-rinse with a KitchenAid. Even odd-sized, 


odd-shaped pieces and delicate stemware are completely safe. Exclusive rack design 


simplifies loading and provides greatest capacity 


KITCHENAID HA EPARATE DRYING UNIT 


An exclusive, separately powered electric hot air blower 
fan dries everything completely... hospital clean! Hobart’'s 
dual strainer system positively prevents food particles 
from spraying back on dishes, The circular sump is self 
cleaning. Dealer records show that service calls on 
KitchenAid Dishwashers are extremely rare—in fact, 
less than 1% despite the tremendous increase in volume 


This is a mighty important factor in dealer profit! 


UNDERCOUNTER MODELS IN. BEAUTIFUL 
DECORATOR FINISHES 


The KD.-11 undercounter model offers a choice of glisten- 
ing Stainless Steel, glowing Antique Copper or a choice 
of colors by special arrangement. The counter-height 
KD.-41 is available in Stainless or Copper. All models 
can be had in gleaming All-White Enamel. 
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KitchenAid Automatic Dishwasher, with its exclusive 
Hobart revolving wash system and powered electric 
drying, provides pleasant relief from ‘doin’ the dishes.” 

KitchenAid products “in action” will make money for 
you “round-the-clock” when you show your prospects 


how they work, how they differ from all other products. 
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FOOD PREPARERS IN SIX BEAUTIFUL COLORS 


Even your most exacting customer can find a color she likes 
in the broad KitchenAid line of 3C mixers. Antique Copper, 
Satin Chrome, All-White, Petal Pink, Sunny Yellow or 
Island Green offer a complement to any kitchen color scheme. 
Four- and five-quart mixers are available in White. All three 
sizes have famous Hobart “round-the-bowl” mixing action 
that guarantees complete and thorough mixing...and per- 
fect recipe results every time. 


KITCHENAID FOOD PREPARER EXTRAS 


KitchenAid Mixers have the extra power—from motors 
specifically designed by Hobart—to operate a full line of 
work-saving attachments without an expensive adapter. 
The Model 3C has handy up-front mixing guide. It comes 
with Pyrex bowl. Aluminum is available at slightly higher 
cost. KitchenAid Mixers are the finest made! 


—— 


ELECTRICAL 


KITCHENAID ELECTRIC COFFEE MILLS 
IN MATCHING COLORS 


One sure way for your customers to get good-tasting coffee 
every time is the KitchenAid Electric Coffee Mill way... it 
too, is designed by Hobart to blend with any kitchen decor. 
Available in finishes that match the food preparer, the 
KitchenAid Coffee Mill stores whole-bean coffee safely from 
flavor- and strength-robbing elements, When the switch is 
flipped, the mill grinds only as much as is needed, Your cus- 
tomers have never tasted better, fresher coffee. Try brewing 


some right in the store—you'll be amazed at the sales results! 


i 


GET BACK OF THE ‘%""™." PROGRAM 





This full page ad in four 
colors was seen by over 
four million readers of 
Saturday Evening Post in 
September, It was 
merchandised through 
counter cards and 
blowups to KitchenAid 
distributors and dealers 
as a regular part of 
Hobart’s advertising 
and promotion program 
designed specificaliy 

to help KitchenAid 
dealers sell, And, it'll 

be bigger in ‘57! 














hitchenAid . 


The Finest Made... by 


The World’s Largest Manufacturer of Food, Bakery, Kitchen and Dishwashing Machines 


For information, write KitchenAid, Dept. KEM, The Hobart Manufacturing Co., Troy, Ohio. In Canada, write 175 George St., Toronto 2 


See all KitchenAid products in our permanent display headquarters 
in the Merchandise Mart, and at the NAHB, Booths 446-447, Sherman 
Hotel, Jan. 20-24. See KitchenAid Electric Housewares, Booths 193- 
195, National Housewares Show, Navy Pier, Chicago, January 17-24. 
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Whirlpool-Seeger 


freezers that guard 


the peak of flavor 








err’ 


On mod 
freezers \ 


DULUX’ meets the exacting requirements 
of today’s topflight manufacturers 


LEADING APPLIANCE MANUFACTURERS know that durable 
Du Pont DULUX is a finish of consistent quality. Every ship- 
ment of this fine finish meets the same rigid specifications. And 
that’s just one of the important cost-cutting, sales-winning ad- 
vantages that DULUX offers. 

Constant research by Du Pont chemists has resulted in a 
finish that gives more rugged resistance to chipping, cracking, 


“"“BULUX’’ ENAMEL scratching and staining. Application costs are lower, too—with- 


out sacrifice of quality appearance and dependable performance. 
Better Things for Better Living . . . through Chemistry DULUX keeps its flawless appearance after years of con- 
stant use in the home. Its easy cleanability, resistance to wear 


America's leading —— and long-lasting whiteness help build the continued customer 
a satisfaction so vital to the success of any appliance line. No 
home-appliance finish 


wonder so many of today’s topflight appliance manufacturers use 


Du Pont DULUX Finishes. 


Over 53,000,000 major home-appliance units now in 


service are finished with Du Pont DULUX Enamel. 








E. |. du Pont de Nemours & Co. (Inc.), Finishes Div., Wilmington 98, Del, 
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new ideas 


ALWAYS COME FROM 


omado 


and now...here’s 16 pages of 
radically new 


t A/R CIRCULATORS 
* ROOM A/R CONDITIONERS 
*¥ RESIDENTIAL A/R CONDITIONERS 


Plus... 


the most dramatic new product ever 





developed for sale by appliance outlets 


THE VORNADO 
AUTOMOBILE 
AIR CONDITIONER! 














18 Automatic Comfort Settings 


Pr Me ee ed 
4s 


7 


s* ran 4s 4™ 





y ’ 





115V or 230V Operation 
Chemical Air Purifier 
New 360° Air Diffuser 
Dual Air Filters 
Fresh-Exhaust Air 


TWIN- THIN 







Doesn't Stick UP! 
Doesn't Stick OUT! 
Doesnt Stick IN! 











DEALERS IN THE | 










just 16” low 
Just 16" thin! 


More Light! More View! 
More Versatility! 











FITS FLUSH IN THE UPPER SASH 
Won't interfere with lower-window view 











radically new...here it is! 


TWIN-THIN 



























































INSTALLS FLUSH IN THE GOES THROUGH THE WALL ROLLS FROM ROOM TO ROOM 
LOWER SASH 


: Hides away in the wall! Leaves windows free Wheel it around on a Rollabout Stand 
Joesn t stick out up 












; 


...a sensational FULL line 





I 


























offers MORE cooling for LESS! 








x Triple-Power Cooling K Automatic Thermostat 

x Exclusive Vornado Circulators K Single Unit Control 

A Exhaust Air * Decor-Blend Styling 

* A Serviceman’s Dream! All parts readily accessible ... platform 


mounting for quick installation! 





DEALERS IN THE 

























-i Deluxe Air Conditioners 


_ including 72 AMP. 3/4 H.P....12 AMP. 1H.P....115 volts 


Competition 





getting tough? 


GO DELUXE 
with 
VORNADO 

These sensational units have the 
prices... the performance ...the 


features to beat anything com 


petition has to offer. PLUS... 





EXCLUSIVE AIR 
CIRCULATORS | an ‘ 


% 


Only Vornado offers you these exclusive air 
circulators for greater cooling effect. 360° ro 
tation ... tilt up or down... move ALL the 


coeceoee eee eee of air into every corner of the room. 





i 
And to help you CLOSE —a Great Sales- 


2 0% 
GREATER 
COOL/NG 
Errecr? 


clinching package 4 Vornado Circulator 







sets... Each in beautiful decorative colors 





A real PLUS package to help sell every 






customer! 

















best multi-room cooling ever built! 


J/owmmade CUSTOM “200"' 


X Mounts flush in the window 
...1n the transom! 











Fresh— Exhaust Air 
18 automatic comfort settings 
3-speed fan blower 

Dual filters 

High velocity action 

Exclusive Vornado Circulators 


20% GREATER COOLING 
EFFECT! 


7 ee’ A ee 
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CASEMENT -_ 














AAL 
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Mounts Flush Outside 





ahs 


Uses ordinary (115v) house current 








: 








Automatic thermostat 


A 

















Twin Filters %€ Fresh air damper 


—_! 





” 
“ 
% Pushbutton controls 
bas 
" 
as 











Smart Granite-Gray styling 






SPECIFICALLY DESIGNED TOSOLVE 
CASEMENT WINDOW PROBLEMS! 










now! pack your bag...and get set.. 











y i. 





SEE ROME! MADRID! GAY PAREE! . 


SEE MIAMI! HAVANA! NASSAU! 





SEE THE STATES! 











P/ommadeo- proudly announces a 


in all the world nothing can equal 





VORNADO'S 
GOLDEN SIERRA 


A Salesman’s Dream! 





























Outstandingly engineered... 
unsurpassed in beauty and per- 
formance—The Golden Sierra 
is MORE than a fan! It’s a new 
concept in cooling! A precision, 
automatic Comfort Conditioner 


with... 
More Features to Sell 





Than You Ever Believed 








Possible... features that 


make THIS the easiest selling 














appliance you ever set on 








display! 


“Loves to coo/...and /ooks it!” 


DEALERS IN THE KNOW 


























- 
: radically new concept in cooling! 





l the magnificent 


Golden Stem 


COMFORT CONDITIONER 
Circulates...Filters...Purifies 


Revolutionary new ideas always come from Vornado 
















7 sensational! 
S/erras 
to se/// 


Available in 16’ and 


20" sizes. 


ALL with full 5-vear 
A Salesman’s Dream!...the most ; 


guarantee at 


° ° ° NO EXTRA COST! 
sensational selling features in " ee 


Stock the Seven Sierras' 
Watch ’em Sell! 


fan history! 


ALL COMPLETELY 
VERSATILE! 


7 SILENT SENTINELS 


* FRESH-N-FREE FILTER 
Ixclusive! Air Conditioner-type filter efficiently removes dust 
and pollen from the air. 

& MAGIC-FRESHNER 
Another Vornado FIRST! Chemically purifies the air for 
mountain-breeze freshness. 

™& THERMO-SET 


Automatic thermostat control] to maintain constant comfort 
cool temperatures. 





Inetalle in the window 


portable easy to move 


& ELECTRO-REVERSE 
Reverses automatically. Exhausts or intakes—at the touch 
of a golden button! 

x SENTINEL TIMER 


Shuts off everything (including the power) at any designated 
time within a 5-hour period 








(wy 
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’ AIR-GUIDE GRILLE 


Aerodynamically designed grille guides energized air to every 
corner of the room. 


Use on the floor with 


Tri-Pex Floor Stand 


. POWER BEACON 


Softly-glowing indicator tells at a glance whether power is 
“on” or “‘off”’ 


to room on 





: 1} 
ik ne } 
Rolls from room (=e 
| 
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Wheelabout Stand 


, 





Now there’s a radically new Vornado 


4 YY 


Air Circulator-— «.: 


new 
‘Controlled Energy’ 


4cTio™ 


Moves (more al 


fhan any other 


Z Moves air 3 times farther 
} times faster' 


APuts ALL the air in moti 


even cools the corners' 


A Controls ALL the au 


draft circulation! 


PLUS 

NEW MAGNIFICENT’ 
STYLING! 

NEW GLAMOROUS COLOR! 


NEW CONSUMER-TESTED 
SAFETY GRILLE! 


NEW CONVENIEN'’I 
PORTA-TIL'T HANDLE! 


| Ve d / fle 
) to ‘Te 


VORNADO AIR CIRCULATORS 
A performance Leader at Every Price... A Price Leader for Every Purse! 
ALL with full 5 year guarantee at NO EXTRA COST! 





DEALERS IN THE KN 











t 
$175,000°2 





$5,000°° cash First Award! 


38 FREE 1957 Fords! 
$32,000°° in Government Bonds! 
PLUS MANY OTHER AWARDS 


A ND A N YONE The Earlier You Start The greater YOUR 


Chances! Every Vornado Fan Dealer New 


CAN GET IN ON or Old Is Eligible! GET ALL THE DOPE 
FROM “OL’ MAN DOPESTER” HIMSELF 
THIS FABULOUS 


Your Vornado Distributor! Better See Him 


DEA L / Right Now! 

























pioneering 
opens a 
profitable 


new field 


for you to sell... 


IT’S A BIG NEW MARKET! HERE'S HOW VORNADO SETS YOU 


Here’s a natural for aggressive appliance UP TO SELL! 


outlets. Residential Air Conditioning is a x Complete Plans for setting up your organization 
... Sales... installation and service. 


fast growing market with unlimited sales 
Br od Complete and continuing Sales Training pro- 


potential. Here is the real future of the gram ... at the factory, in the field. 


Air Conditioning business...and you can x Sales Tested and Proven Advertising and Mer- 


get in on the ground floor. chandising Program. 


x Traffic Building Prospect Program 
Vornado's Selected Dealer Pian lets x Complete Display Program 


you “cash-in"'—Vornado’s program is 


designed to give you sound organization AND VORNADO BACKS YOU ALL THE 
help... qualified leads...volume sales... WAY WITH NATIONAL AND LOCAL AD- 
adequate sales area.... FULL PROFTTS! VERTISING...SENSATIONAL PROMOTIONS! 


BE A LEADER...GET IN ON THE GROUND FLOOR.....@... 


DEALERS IN THE KNOW 


Revolutionary new ideas always come from Vornodo 

































HERE'S ALL YOU HAVE TO DO! 


To qualify for Vornado’s Selected Dealer Franchise 
. set up: 


X Adequate facilities, to stock, display and demon- 
strate Vornado’s compact home air conditioner. 


}% Sufficient Manpower to sell, install and service 
Vornado’s outstanding residential air condition- 
ing systems. 


X Outside Sales Force to follow tailor-made leads! 
Vornado’s proved-in-the-home plan provides 
plenty of GOOD, qualified prospects! 


*% Adequate Financing-—to stock and handle 
Vornado’s residential air conditioning line. 


If you are set up to sell present appliance lines... 
if you are aggressively looking for new profit oppor- 
tunities—you’re practically “in business’ right now! 


..-@ -F OR GREAT PROFITS IN '57 


another first.. - Yornados PACKAGED 


HOME AIR CONDITIONER! 


x Costs less .. . Installs for less . . . Operates for less! 


X Completely versatile connects to existing ductwork 
or installs as separate system with prefab Vornadoduct! 


X Fully Air Cooled! No expensive plumbing 
or water tower! 


X Twin Compressor Unit. Powerful! Compact! 
Cools 2., 3-, 4 bedroom homes — better, for less! 


X Use it anywhere in the attic, crawl space, furred 
down hallway. 


X Full 5-year Factory Warranty! 


X Fully complies with FHA mortgage, insured properties. 


VORNADO DEALERS SET 
ALL-TIME RECORD HIGH 
in the Sale of Air-cooled 


units in '56 
Case Histories Available 
A request on your letterhead will bring actual 


case history records of high-volume Vornado 
Dealers in 1956. Write Today! 


Get in on Vornado’'s 
Triple-Trip plan too! 





automobile air conditioner 
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DESIGNED WITH YOU 
IN MIND BECAUSE: 


All YOU have to do is 
SELL! 

Vornado’s SELECTED DEALER 
FRANCHISE assures you un- 


limited sales potential. 


- Volume sales leads devel- 


oped for you by Vornado’s 
national and local saturation 


advertising. 


You sell a COMPACT 
PACKAGE UNIT... easy 
to handle! 

NO INSTALLATION, serv- 
icing or warranty problems! 
Factory-franchised facilities 
handle them for you! 

AN EXCLUSIVE NEW PROD- 
UCT... puts you first in the 


market. 















An open letter 
- to the industry 


FROM O. A. SUTTON 






We are justifiably proud to announce to 
the appliance industry another great sales 
and profit opportunity. ..automobile 
air conditioning. We firmly believe that 
automobile air conditioning will rank with 
home cooling as a volume producing item. 


Development of an automobile air con- 
ditioner is consistent with our policy 
to seek out, design and produce new mass 
appeal products for you to sell. As you 
know Vornado has played a leading role in 
the development of home cooling methods and 
is now the first and only major manufacturer 
to recognize and offer to you the tremendous 
potential of automobile air conditioning. 


Our new Automobile Air Conditioner is 
the first engineered for true mass production 
making possible appliance-—type nationwide 
sales and merchandising efforts. A revo- 
lutionary new design makes it possible 
for you to sell it as a "carry out" item... 
without the complications of installation 
and service previously associated with 
a product of this nature. 


Vornado has the product...the plan... 
the price...the nationwide facilities. 
You, aS an aggressive appliance merchandiser, 
have the marketing ability...the enthusiasm 
...the sales "know-how" to get volume 
sales locally. 


Together we can capitalize on a giant 
new sales and profit opportunity. 


Sincerely, 





oO 
President, 
Chairman of 


the Board 











HERE'S THE PRODUCT! 


THE PRICE! 





THE PROFITS! 


to set you sailing with a hot, new line in a brand-new field 


Completely Automatic Control 


Simple thermostat provides automatic con 
trolled cooling. ‘Two-speed blower-control 
regulates air delivery. Vornado automatically 


operates at top efficiency at any speed. 


Full Car Circulation 


Exclusive... Five Air Circulators surge cool 


air swiftly throughout the entire car... create 
20°; greater cooling effect. Each circulator 


individually adjustable for complete passenger 


comfort. 


No Dust...WNo Dirt...No 
“Wind Whistle"’ 
Users travel in complete comfort with windows 
up. Arrive at their destination cool... clean 


_and relaxed. 


Instant Cooling Action 
The very instant the car starts Vornado begins 
to cool. In just moments the entire car is cool 


and comfortable. 


Interchangeable 
Simplified installation makes Vornado easily 


transferable from car to car. 


DON'T DELAY! Investigate today! Your Vornado distributor has the facts on 1957’s greatest sales 


opportunity 





DEALERS IN THE KN 


.. Vornado Automobile Air Conditioning. 











complete | 
/in@ was 


WHEN IN CHICAGO... 





VISIT OUR NEW HOME 


Space 1144 
lith floor 


MERCHANDISE 


MART And Vornado backs you with a powerful 


A complete Display of and complete Advertising and Sales Program! 


Vornado Products for 


your inspection. 


OPEN YEAR ‘ROUND 


REVOLUTIONARY WN 
Largest FULL LIWN 


that’s why DEALERS IN T U pl 
Y ao “Youmade 


Products of THE O. A. SUTTON 














Here, Ken Wilkins points out sales features of a 
new product to Mulhern Salesman Hal Askland 
(Note window display of electrical appliances in 
background.) Handling a wide variety of brand 
name appliances on a day-to-day 
Graybar Salesmen an intimate 
product lines, and makes them a valuable 
information, 


basis give 
knowledge ol 
wourece 


of sales 


> ' Giving a dealer’s salesman a helping hand in 
changing a display to feature summertime items 
is another of the functions of Graybar Salesmen 
like Ken Wilkins. Shown here are some of the 
traffic building fans, mixers, broilers and iron 
featured at Mulhern’s Appliance Company, Bell 
ingham, Washington, 


“Graybar has been giving us the service 


Working out a special Mother’s Day promotion 
a task for Graybar Salesman Ken Wilkin 
and apptiance dealer Jack Mulhern 


the keynote to greater appliance 


sales. Like most Graybar Salesmen, Ken util 
izes his promotional background and appliance 
Close co- sales experience to advantage in planning first 


operation rate houseware promotions with his dealers. 


~~ we've needed for 21 years” 


SAYS: JACK MULHERN, Owner, Mulhern's Appliance Company, Bellingham, Washington 


‘The extent of ser 
pliers is our buying guide, That’s one of 


Vice provided by Sup- 


the reasons we've been doing business 
with Graybar since 1935. 

‘Bellingham is ninety miles from our 
prime source of electrical merchandise, 


Seattle. It’s vitally important that we 


eee eee eee eeeeeeeeeeneeneneerwneerenwneerwnenenerwrenerwrwrererwr reer ere 


maintain a well-balanced inventory of 
brand name appliances. And it’s equally 
important that we can depend on emer- 
gency deliveries of electrical housewares 
when necessary. Graybar has always sat- 
isfied these prerequisites. 

‘Moreover, we like the calibre of Gray- 
bar personnel. They help simplify our 
selling job. We appreciate their close 


Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC. 


ecutive Offices 


Graybar sutanglaesesen, Ave 


#. 


* 
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cooperation and we value their well-in- 
formed advice about products, prices and 
promotions, This type of information and 
assistance goes a long way in building 
volume traffic. 

“Rendering this kind of service is the 
best assurance that Graybar and Mul- 
hern’s will be doing business together for 
many years to come.” 


IN OVER 130 
PRINCIPAL CITIES 
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...services have proved invaluable’ 


says J. B. CABELL, Executive Vice President, 
Cabell Electric Company, Philco Distributors, 
Jackson, Mississippi. | 


“Fifteen years ago, we began using COMMERCIAI 
Crepit PLAN because of the services it could 
offer our dealers. These services have proved 
invaluable. Their efficient collection system, 
their readily available credit information and 
their thorough insurance coverage have been 


of great assistance to the dealer. COMMERCIAI 





Crepit has been beneficial to our operation 
as an institution that fulfills our dealers’ com- 
plete wholesale and retail financing require- 


ments.” 


Commercial Credit dealers 
are successful dealers 








Write or call our nearest office for complete 
information on the benefits of COMMERCIAL 
CREDI1 PLAN. W hy not do it today? 


COMMERCIAL CREDIT CORPORATION 





A service offered through subsidiaries of the 





Commercial Credit Company, Baltimore . . Capital 
and Surplus over $200,000,000 . offices in principa! 
cities of the United States and Canada 
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A $25-billion increase in gross national product 
Full capacity for the steel industry 
| 800,000 more automobiles 
A 10% jump in industry expansion 
$1.8-billion more for construction 


A $15-billion gain in consumer spending 
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ume of billion to $9-billion this vear. And for the econom 


is a Whol t looks like nother record-breaking yea | 1956 the total 
-_ int ol d Htc A produced by the nation amo inted to $410 

ion 1} 0-billion more than was produced in 19 

By the ¢ of 19 it is ¢ «pected that our economy will ha pI — 
| boul lac orth ot ood ind CTV iC Phi Vill MWical il) CT ise ol 
ibout hon over 1996 

Mh ma rate ll mean that industria produ tio hould als 
micreas Last ear the industrial production index averaged about 14 


1947-49 — 100 It might have been higher but for the month-long stecl] 
trike, which held down production in steel-using industries as well. In 
the year ahead, the index of industrial production should average about 145 

Some industries have not yet fully recovered from the effects of the 
tec! strike So the steel industry is expected to operate at close to 
capacit throughout the first half of the year—with perhap i slight taper 
ing off in the last half of the year 
that the steel industri 


lor the year as a whole it is expected 
vill produce 119-million ingot tons, compared with 
1}5-amillion ingot tons last year 

In addition, the auto industry will be an important factor in keeping 
production high, By most measures, the auto industry had a good year in 
1956. More than 5.9-muillion cars were produced, making it the third 
best yéar for the industry 

With the new models on the market it is expected that about 6.7-million 
cars will be produced in 195 his stepped-up production is one of the 


reason vliy thr teel mills wall be kept in high gea 


Industry will continue its race to expand 


American industry | ilso expected to continue its record rate of expan 
ion to pro ide the facility for the expected mcrease i production 
During 19 it is estimated that imdustry will pend 539-billion for new 
plant ina CQuipii if bhi ould repre ent a lO pel ent gain over 1956 


There is still fear that businessmen are pending it a faster rate than 
the economy Can sustain Thus, the outlook is for a continuation of the 
lederal Keserve Board's tight mone. poli it least through the first half 
of the vea With the prospects of a booming economy it seems unlikel 
that ther | be any tax relief for busine is a whol lor small busi 


nessmen, however, it ippears quite probable that measu ‘ be intro 


duced in Congre to pro ide tax relief 
Small businessmen received cnough attention during the political cam 


my front both partic oO that they seem slated for some favorable action 


Current propo ils are centered on businesses making | than $ OOO 
These companies might be given a reduction in their corporation incom 
Nothing howev I \ if] he dom until Conger OnVCii 


Another sector of the American economy expected to set new record 


tux rat 
in 1957 is the construction industry lotal construction should amount 
to $46-billion in 1957 


livery major sector of the construction industry is expected to do bette: 


compared with a record $44.2-billion last year 


this year with the possible exception of residential housing 

here were about L.)-million new houses built in 1956. For this vea 
the figure should be roughly the same his would mean a decline of 
00,000 units from 1955, which was the second best year for homebuilding 
hus, the appliance dealer's share of appliances sales accounted for by 
new homes may be expected to be about the same in 1957 as in 1956 


\s the vear progress 


teps to timulate homebuilding Lhe decline in 


] 
however, the government mav verv well take 


idential housing 1 
being blamed on tight mortgage mone\ And if there is enough pressure 
put on housing authoriti there may be some easing of mortgage credit 


later « 1 the veat Continued on page 1. 
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Rising Consumer Income’... 





Along with Installment Credit” ... 





Will Keep Appliance Sales High 
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INDEX OF SATURATION JANUARY 1,1957 


All figures except radio based on 47,415,000 domestic and farm electric customers Radio based on 49,600,000 total homes. 


t 
\ 


Number and Percentage of Wired Homes Without 
AIR CONDITIONERS (room) 43,815,000 92.4 


BED COVERINGS 


41,154,000 86.8 


BLENDERS 44,689,000 94.3 


4,815,000 10.2 





MAKERS (automatic) 


28,990,000 61.1 


DEHUMIDIFIERS 46,710,000 98.5 


45,214,000 95.4 
DRYERS, CLOTHES (electric and gas) 41,790,000 88.1 
FOOD WASTE DISPOSERS 44,297,000 93.4 
38,865,000 82.0 


FRYPAN, SKILLET 37,515,000 79.1 


= as CO 
CO 
ae 

CL CC 
a CCT 
3c 

RANGES (Built-In) 
co 

a COC 
a Ce 
= Coo 
a CO 
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* NBC Estimate 








Manufacturers’ Sales and Retail Value of 


1948 


1947 


1949 


1950 

















600, 000 


78,900,000 





723.000 





112.065.0000 


625.000 








PRODUCT NUMBER RETAIL NUMBER RETAIL NUMBER RETAIL NUMBER RETAIL NUMBER RETAIL 
SOLD VALUE SOLD VALUE SOLD VALUE SOLD VALUE 
Air Conditioners, Koon 12.900) = $17,421,000 73,630 $27,198,000 89,320 $31,473,700 200,900 $62,646,000 237,500 $80,393,000 
Bed Coverings, blectriv 630,000 26 460 000 675.000 29 025.000 440,000 16,500,000 800,000 31,600,000 776.000 32 980.000 
Blenders 215,000 8,170,000 175,000 6,562,500 225,000 8,437,500 290,000 11,455,000 
Broilers 95 OOO 5,442,500 280,000 »,026, 000 260,000 4,667 000 295 000 7,360,000 312.000 7,200,000 
J aibel capes ; 
Cleaners, Vacuum 
Floor Type +, BOL 000 $5,568,000 4,360,800 257,542,700 2.889.500 221,794,300 3.529.400 280.305.000 2729.100 234.893.600 
Hand Typ 186 400) 1.427 ,000 289,900 7,706,400 191,000 1,355,100 230,300 6,614,200 176,000 5,313,500 
Clocks 9,729,000 69,076,000 9,995 000 74,962,500 280,000 3,200,000 8,100,000 54,000,000 7,500,000 52,125,000 
Coffee Makers, Avitomati 200.000 4,000 000 600 000 12,000,000 800.000 900 000 95.155.000 1.695.000 43.646.250 
Corn Poppers 
Dehumidifiers 25,000 45.000 6,300,000 55.240 7,678,400 
Dishwashers, Motor-Driver 120 000 50,000 000 225,000 61,875,000 160.000 14.000,000 230) O00 66.700.000 260,000 78,000,000 
Dryers, Clothes, Total 8.000 12,180,000 92,000 20,720,000 105.700 °24.317.200 418.500 7.449.400 492.000 120.679.500 
blectri« 5 CM) 76,700 $4,560 250,980 53,378,400 $54,000 82,039,500 
Gn 1,000 15,300 21,140 67,520 17,071,000 138,000 38,640,000 
bane 
Atti 125,000 15,625,000 85,000 11,050,000 76,500 9 562,500 95.000 12.302.500 90.000 12.325.500 
Desk and Bracket 55.000 65.767.500 4.470.000 60,725,000 » 776.000 5 1.356.000 2 450.000 12. 262.500 2 295, 000 43.387.500 
Hassock or Floor 180,000 7,110,000 185,000 8,136,300 
Ventilating, Wall & Ceilin 2H OO 9,142,500 240,000 9,000,000 255,000 9 817,500 195,000 17,745,800 144,500 14,404,300 
Window Ventilatin 39) 000 16.640.000 
Portable Holl About 
Floor Polishers 15 000 9 950.000 240.000 13.800.000 275.000 16.500.000 
Food Waste Disposers 100,000 12,500,000 175,000 21,000,000 155.000 20,925,000 420.000 13.200.000 52.000 47.520.000 
Freezers, Home 607 OOO OOS TO.000 690 OOO 220, BOO OOO 85.000 162.475.000 890 000 "89 _.250,000 1.050.000 378,000, 000 
Fryers, Deep Fat 500.000 12.475.000 725.000 2),662,500 
Krypan— Skillets 
Heaters, Convector & Hadiant 1800000 6 B25, 000 1. 500,000 16,900,000 #35,000 9,602,500 1.115.000 15,364,700 930,000 12,393,000 
Fan-Foroed & Fan-Heater 605,000 9,468,000 
Non-Fan Forced 325.000 2 925,000 
Wall Type 
Heating Pads 140.000 13.9 10,000 1,600,000 10,800 000 1,350,000 9,112,500 1.725.000 11,988,750 1.450.000 10,077,500 
Hotplate. 1,455,000 13,805 500 1,225,000 10,964,000 820,000 6,519,000 1.160.000 9 454.000 940,000 8,695,000 
lroners 99 S00 » 821 BOO 177.000 71,550,000 407 350 43,028 500 109.200 19 465,900 "83 840 419.572.7000 
Irons 
Automaty 8.495.000 943.645.0000 , 850.000 ,.757.500 1.850.000 62 807.500 5.235.000 67.793.300 1.950.000 60,637 500 
Travel 298,600 2,687,400 
Steam 1146 000 19,652,000 810,000 13,770,000 965,000 15,391,750 1.645.000 99 527,750 2 100.000 39.795,000 
Kitchen Cabinet bee! 90 000 104,600 000 5 256.400 124.776.700 2 132.000 $3.852.800 2? 969.000 125.848,300 2 672.100 119.930.900 
J . aS et neneputaiienssiiiiaadmennill * “a 
Lamp Bulbs & Tubs Potal 05,044,000 192 O77 000 837,294,000 106,605,000 756,665,000 $89,980,000 12 006,880,000 166,400,000 | 2.012.132.0000 318,100,000 
Pluoreseent 9,073 000 9 924,000 79,400,000 80,059 000 72,068,000 72,700,000 88,439,000 95,500,000 86,652,000 102,600,000 
Large Ineandescent B51,241 000 174.477 000 $45,083 000 179, 411,000 814,401,000 173,000,000 933,523,000 204,600,000 950,408,000 = 228,000,000 
Photo 78,791,000 13,702,000 143,602,000 4,125,000 155,066,000 26,080,000 229 230,000 $7,400,000 295 848,000 51,000,000 
Miniature (ine! “I 144,911,000 102,775,000 490,546,000 87,908,000 $30,102,000 80,600,000 167,728,000 98,500,000 $15,624,000 107,500,000 
Cohiristinas Tree 71,028,000 11,601 000 $78,665,000 5, 102,000 $85,028,000 $7,700,000 287 960 000 $0,400,000 263,600,000 29,000,000 
Lawn Mowers, Power 162 OOO 4,000 000 597 000 7 000,000 29,000 65,000,000 1,080,000 100,000,000 241,000 121,000,000 
— - —_ 4 . eswiten 
Mixers, Food 
Standard | 0,000 13,310,000 1.550.000 8,105,000 1.375.000 1.562.500 1.700.000 67.150.000 1.475.000 65.687. 500 
Portable 1) OO0 439 000 150.000 » 542.500 145.000 » 902.750 125.000 2 312.500 
4 - + : a 
OU Space Heaters O04 200 165,079,970 1,234,900 103,305, LOO 741.5000 60,064,00 886.400 73,480,000 768.490 69.933, 000 
Phonographs Record Players 
Single Player 
Combination Unit 
Hecord Player Attachment 
Radio 
Hlome Kadio 14,082,.00 Blo 588500 9 O30 500 163.370.6000 ».961.200 974,215,200 8.174.000 $82.653.000 5.974.300 204.619 800 
Portable Radio » 458500 ho 778.000 » 629.000 75.200 1,843,400 5.209, 800 1.674.700 50,994,600 1.332.990 41.322. 700 
Clock Hadio 777.000 40.691. 500 
Ranges, Total 1.210.000 800 000 1.600 000 176,000 000 1.056.000 242 BRO.000 1.830.000 $24.623,000 1.400.000 450.000. 000 
Standard 1? ro.oo0 s00 000 1.600.000 $76,000. 000 1.056.000 242 BBO 000 1.830.000 424.623.0000 1,400,000 $50,000 000 
Huilt-in 
Refrigerator HOO 000 HO, OOO 000 1,766,000 239, 160,000 $.450,000) 1,134,750,000 6.200.000 1.602.266.000 1.075.000 120.625.000 
Roasters LL0. 000 15.375.000 675,000 25,312,500 350,000 13.125.000 100.000 13.580.000 | 442.000 18,541,900 
: Shavers 0 000 5 0.000 1.650.000 32. 175.000 1.725.000 57 ORT 500 © 150.000 50.525.000 2 200 000 353.900.0000 
Delevision HA W 17H ) 00.000 975.000 $83.500.000 +.000.000 970.000.000 163.800 2.235.408.0000 5.384.800 372.362.000 
Toastera: Total O19 000 62.015.000 1.850.000 78.315.000 4.200.000 73.290.000 $.525.000 80,142,700 3.725.000 75.763.700 
Automatic 0.000 1 120.000 4.650.000 7L.175.000 4.450.000 68.827 500 $.795.000 6.127.700 $350,000 73.532.500 
Non-Automati 179 000 10.095. 000 1.200 000 140.000 750.000 4.462.500 T30.000 4.015.000 375.000 231.200 
= - ——_— a a a 
Wattle lrons - Sand. Grill» 167 000 0557, 500 4,670,000 7. 114.000 1.960.000 410.205.0000 > 535.000 12.968.250 1.875.000 $3.656.300 
Washing Machines 
Automatic & Semi-Automath 962,000 'TB.9B0.000 950,000 272,935,000 928.000 "36,640,000 1.646.380 4$23.119.700 1.589.400 145.667 800 
Wringer & Spinner 2,699,000 262,256,000 3,245,000 $55,409,400 2,137,000 288,548,000 2 626,200 $61,443,900 1.795.300 269.995.200 
Water Heaters, Storage 1, 100,000 145,000,000 1,040,000 137,800,000 695,000 90,350,000 990 000 $1,175,000 845,000 114,075,000 
Water Softeners 187,500 191,600 197,000 205,000 207 000 
Water Systems 730,000 84,000,000 650,000 $9,050,000 


96 875.000 

















Figures compiled from reports of associations, manufacturers, Census of 
Manufactures, and ELECTRICAL MERCHANDISING estimates, Exports 


oa a 
included in all products except lamp bulbs and tubes. Radio and 
Television represent production. Permission to reprint or use is granted 
+ Provided credit is given ELECTRICAL MERCHANDISING. 


1952 1953 1954 1955 1956 












































NUMBER RETAIL NUMBER RETAIL NUMBER RETAIL NUMBER RETAIL NUMBER RETAIL PRODUCT 
SOLD : D VALUE SOLD VALUE SOLD VALUE SOLD VALUE 
380,400 $129.703.000 1,044,700 $349.514,000 1,246,000 $423,640,000 1,270,000 $406,400,000 1,765,000  $485,375,000 Air Conditioners, Room 
830,000 35,275,000 948.000 35.976.000 1,104,000 37,812,000 1,460,000 $4,530,000 1,950,000 54,600,000 Bed Coverings, Electric 
395,000 16,392,500 310,000 12,384,500 296,000 11,825,000 405,000 14,415,000 165.000 16,250,000 Blenders 
434,700 13,172,100 1,130,000 56,333,000 1,550,000 = 75,950,000 1,545,000 77,172,700 750,000 29,962,000 Broilers 
> wand ee = ae —EE — 
Cleaners, Vacuum 
2,841,800 260,081,500 2,777,700 263,121,700 2,658,000 = 254,459,900 3,270,400 285,702,000 $3,725,000 304,630,000 Floor Type 
155,000 4,786,800 173,200 5,212,100 133,600 4,145,600 106,700 3,384,500 75,000 2,400,000 Hand Type 
6,700,000 48,575,000 7,625,000 52,993,700 6,900,000 47,955,000 7,200,000 50,040,000 9,750,000 65,812,000 Clocks 
1,950,000 18,652,500 3,685,000 73,515,800 3,269,000 65,053,000 3,675,000 71,662,500 5, 100,000 98,685,000 Coffee Makers, Automatic 
815,000 4,605,000 780,000 4,040,400 640,000 5,168,000 Corn Poppers 
87,450 12,505,300 90,550 12,224,000 80,000 10,800,000 96,000 12,192,000 275,000 36,025,000 Dehumidifiers 
175,000 52,500,000 180,000 54,000,000 215,000 = 64,500,000 295,000 = 90.270.000 400,000 116,000,000 Dishwashers, Motor-Driven 
634,850 162.781.0000 736.700 179.847.000 940,900 215,630,500 1,396,600 309,050,000 1,660,000 369,780,000 Dryers, Clothes, Total 
173.900 116.105.500 568,500 134.342.2900 697,700 153,040,500 1,027,600 216,752,000 1,190,000 252,280,000 Hlectric 
160.950 16.675.500 168.200 45.504.800 245,200 62,590,000 $69 000 92,298,000 170,000 117,500,000 (ius 
—+—_—_-—---—- --- + - -~ —_— + = - 
Fans 
95,000 14,250,000 135,000 18,562,500 125,000 16,375,000 140,000 7,500,000 110,000 13,750,000 Attiv 
1.625.000 546.031.5000 3,035,000 74,357,700 3,924,000 93,195,000 2,525,000 50,373,000 2,400,000 47,850,000 Desk and Bracket, 
265.000 12,852,500 335.000 16,029,700 406,000 17,052,000 250,000 10,464,000 135,000 6,682,000 Hassock or Floor 
585.000 19,012,500 754,000 26,390,000 $25,000 30,937 500 860,000 30,100,000 1,150,000 40,192,000 Ventilating, Wall & Ceiling 
505.000 27,750,000 845,000 52,939,000 1,425,000 79,643,000 1,645,000 $2,168,000 2,525,000 119,937,000 Window Ventilating 
110,000 8,250,000 175,000 12,775,000 165,000 12,787,000 270,000 18,090,000 Portable Roll-Abouts 
287.000 18,655,000 295,000 19,175,000 325,000 19,500,000 375,000 = 20,250,000 $15,000 23,862,500 Floor Polishers 
260,000 33,800,000 325,000 42,250,000 410,000 47,150,000 520,000 59,800 000 590,000 64,900,000 Food Waste Disposers 
1.140.000 $21,800,000 1,090,000 436,000,000 990,000 391,425,000 1,100,000 439,945,000 975,000 380,200,000 Freezers, Home 
1.525.000 15.673,000 2,650,000 79,500,000 1,693,000 37,077,000 1,925,000 33,687 000 1,350,000 20,925,000 Fryers, Deep Fat 
LER i = See pe 100,000 | _ 26,400,000 . 2,660,000 50,5 40,000 | 6,300 000 113,085,000 Frypan — Skillets 
1,202,000 $1,203,000 1,400,000 = 33,905,300 1,432,000 37,452,500 1,680,000  50,113.500 1,811,000 52,124,000 Heaters, Convector & Radiant 
690,000 12,075,000 940,000 17,390,000 $50,000 16,787,500 880,000 17,160,000 976,000 19,032,000 Fan-Forced & Fan-Heaters 
270.000 2? 430.000 195.000 1.940.300 257,000 6,040,000 270,000 6,480,000 290 000 6,960,000 Non-Fan Forced 
242,000 16,698,000 265,000 14,575,000 $25,000 14,625,000 930,000 26,473,500 945,000 26,132,000 Wall Type 
1.500.000 10.425.000 1.875.000 12.281.200 1,672,000 10,450,000 1,980,000 12,177,000 2,215,000 13,179,000 Heating Pads 
905,000 8,597,500 695,000 5,907,500 946,000 7,180,000 950,000 7,562,500 760,000 6,042,000 Hotplates 
211.400 4.182.600 160.000 34,013,000 89 BAO 18,291,000 87,100 18,352,000 60,000 12,900,000 lroners 
Irons 
2 795.000 $6.195.300 2,720,000 $2.640,000 2,215,000 22 748,000 2,495,000 25,575,000 2,130,000 21,193,500 Automatic 
375.000 3,356,300 430,000 4.708.500 100 000 4.700.000 440,000 4.630.000 $35,000 $458,000 lravel 
2 855.000 596.957.9200 4,250,000 80,537,500 5,921,000 68,421,000 4.995.000 83,666,000 6,150,000 98.092 000 Steam 
2 970.000 154,000,000 5,441,000 178,000,000 $3,372,000 174,440,000 4,046,000 209.328 000 3.641.000 188,595,000 Kitchen Cabinets, Steel 
1.849.994.000 184,100,000 | 2,201,159,000 613,500,000 | 2,244,068,000 641,700,000 |2.479,000.000  723.500.000 2,610,000,000 $50,500,000 Lamp Bulbs & Tubes, Total 
77.629.000 93. 000.000 84,665,000 121,000,000 86,168,000 131,000,000 95,000,000  145.000.000 105,000 000 175,000,000 bh luiorescent 
920.825 .000 299 (00.000 976,461,000 264,000,000 | 1,003,600,000 286,000,000 11,009.000.000 $00,000,000 TL.080.000.000 $50,000. 000 Large Incandescent 
$41,820,000 58,200,000 185.670.000 83,200,000 $54,000 000 73,500,000 925,000,000 79,000,000 595,000,000 93,000 000 Photo 
359.320.000 94. 800.000 127.363.000 120.800.000 $77,300,000 = 118.800.000 900,000,000  165.000.000 155,000,000 175,000,000 Miniature (inel. “I 
150.400.0000 16.100.000 2°7 000.000 24.500_000 523.000 000 42. 400,000 550 000 000 $4,500,000 575.000. 000 57 500.000 Christmas Tree 
1.155.000 110.000.000 1.275.000 144.542.000 1.750.000 157.500.000 2.750.000 236.500_000 4.200 000 252 BOO.000 Lawn Mowers. Power 
Mixers, Food 
1.375.000 60.500.000 1.270.000 15. BBO,000 1.591.000 70,000,000 1,615,000 71,464,000 1,600,000 70,400,000 Standard 
155.000 8,622,250 615.000 11,654,200 1,274,000 24,142,000 1,625,000 $1,687,500 2,645,000 6,932,500 Portable 
740.300 68.852.000 647,800 =60.892.700 $52,000 43,394,000 408,000 59. 974,000 ' 375.000 $6,750,000 Oi Space Heaters 
Phonographs Record Players 
2.255.700 154.125.0000 6,600,000 248,400,000 Single Players 
509,000 = 101,800.000 195,000 117,810,000 Combination Units 
380.000 13,300,000 270,000 9 450,000 Record Player Attachments 
_ +> Z 
Radio 
4.043.100 136.454.600 4.403.000 138.694.500 $5,067,600 88,193,500 3,393 BOO 97,575, 000 5, B00 000 95,000 000 Home Radios 
1.719.900 59.336.500 1.741.600 60.712.000 1,333,500 42,472,000 2,027,500 70,861,000 2,900, 000 113,100,000 Portable Radio 
1.929 000 65,586,000 » OAL.100 69.397 400 1,874,900 58,121,900 2,243,700 76.173.600 2 500.000 85,.000.000 Clock Radio t 
1,060,000 70,300,000 1,250,000 318.750.000 1,350,000 353,700,000 1,600,000 423,800,000 1.585.000 $12,645,000 Ranges, Total 
1.060.000 270.300.0000 1.250.000 318.750.000 1,250,000 325.000.0600 1,400,000 365.800 000 1,200,000 506 000 000 Standard 
100.000 28,900,000 200 000 7 000 000 585,000 106,645,000 Built-In 
$570,000 1.017.450.0000 5.650,000 1.076.750.000 5,600, 000 1.095 865 000 1,200,000 1.323 000.000 6.700.000 1.202 500.000 Refrigerators 
425.000 17.850.000 395.000 17,380,000 350.000 13,982,500 $30,000 13,185,500 225 000 9 000 000 Roasters 
4 — - so 
"Sa cn 68.612.500 + 500.000 914.500.0000 5.957 000 106.839. 000 1.750.000 121.125.000 6 900 000 145,600. 000 Shavers 
6,096 300 9.156.600 7.215.800 2.020.424.000 7,546,700 1.689, 741 000 7,756,500 1,745,212,000 (200,000 1.568.000 000 Delevision Bh & W 
» O75. 001 9 727.700 +. 170.000 97,721,500 5.457.000 99 889 000 6.565.000 60,242 500 5.930 000 69,592 700 lousters: Total 
? 650.001 8.167.500 2 825.000 6.358.800 3.105.000 98 BAO 000 6,250,000 99,312,500 $625, 000 68.693 000 Automatic ’ 
595, (Wn | 560.200 445.000 1.362.700 552.000 1.049 000 315,000 930 000 $05, 000 899, 700 Non-Automatic 
‘o “ tat . tein btiatt dlindd . nih dead Editi had , 
1.456.000 29 848.000 1.370000 29 455,000 928 000 17,354,000 995 OOO 18,905,000 965,000 19.250.000 Wattle lrons Sand. Grills 
Washing Machines 
1,684,100 171,076,400 2,070,800 577,401,100 2,401,000 653,816,300 3,123,000 845,407,000 5,460,000 951,500,000 Automatic & Semi-Automatic 
1,582,400 237.818,.900 1.521400 228.018.200 1.209 400 179.741.000 1,268,000 187.030.000 1,253,000 189,203,000 Wringer & Spinner 
720.000 95,040.000 780.000 102.960.000 806 OOO 96,700,000 900,000 103,500,000 870,000 100,050,000 Water Heaters, Storage 
215.006 265,000 66,250,000 312.000 78,000,000 103,000 93,496,000 475,000 122,075,000 Water Softeners 
682.000 110.484.000 702.050 119.000.000 728.000 23,400,000 788,000 130,000,000 775,000 120,125,000 Water Systems 
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Sell Best: 


WASHING MACHINES+ 


DRYERS, CLOTHES 


YOUR 199/ 
BUYING GUIDE 


Thirty-two utilities report on 1955 seasonal sales 
of 19 appliances in Electrical Merchandising’s 


sixth annual study 


N January, 1952, when ELecrricat 
| a pilot study into the seasonal buying habits of the American 

public little was then known of the periods of peak demand 
for various major appliances and housewares, Initially the study 
was based upon figures supplied by a relatively small group of 
16 utilities scattered throughout the United States, but prepon 
derantly located in the south and 
idditional studies have been 
CHANDISING, With the number of reporting utilities growing with 
each passing year. The study 
the continuing series, couples this growing numerical strength of 
reporting utilities with the comparitive normalcy of the American 
economy during 1955, a year in which the consumer was enjoying 
the benefits of an ever increasing income, 


portion. In short, a period when definitive cone lusions might be 


drawn as to thi 


The 


ixtl tudy of 


ist ol reporting 


representative 


southeast. Since that time four 
conducted by Execrricar Mer 


charted on these pages, sixth im 


monthly sales norm 
How and Why 


American buying habit (covering 


utilities has grown from. the 


Continued on page 


REPORTING UTILITIES 


... IN THE EAST 


Connecticut Light & Power Co. 
Pennsylvania Power & Light Co. 


Central Hudson Gas & Electric Corp. 


New Jersey Power & Light Co 

New York State Electric & Gas Corp. 
Electric Association of Philadelphia 
Pennsylvania Electric Co 

The United Illuminating Co, 

West Penn Power Co. 


... IN THE MIDWEST 


Kansas Gas & Electric Co. 
The Dayton Power & Light Co. 
Commonwealth Edison Co. 


... IN THE SOUTH 


Florida Power Corp. 
(Florida Div.) 
(Georgia Div.) 


Carolina Power & Light Co 

Electric Power Board of Chattanooga 
Florida Power & Light Co 

Nashville Electric Service 

Alabama Power Co 

Tampa Electric Co 

Kentucky Utilities Company, Inc. 


... IN THE SOUTHWEST 

Gulf States Utilities Co. 

Texas Electric Service Co. 

Dallas Power & Light Co. 

New Orleans Public Service Co., Inc. 
Southwestern Gas & Electric Co. 


... IN THE WEST 

Pacific Gas & Electric Co. 

Pacific Power & Light Co. 
Washington Water Power Co 
Nebraska-lowa Electrical Council 
Appliance Merchandisers Association 
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Residential & Urban Rural Non-Farm Farm 
Rural Electric Electric Electric Electric 
Customers Customers Customers Customers 
STATE Jan. 1, 1957 Jan. 1, 1957 Jan. 1, 1957 Jan. 1, 1957 
Maine 297,000 153,753 121,297 21,950 
New Hampshire 195,500 103,472 81,828 10,200 
Vermont 116,000 43,229 57,071 15,700 
Massachusetts 1,466,000 1,215,482 233,418 17,100 
Rhode Island 250,500 208 260 40,290 1,950 
Connecticut 694,000 536,807 144,593 12,600 
New England 3,019,000 2,261,003 678,497 79,500 
New York 4,577,000 3,917,891 555,609 103,500 
New Jersey 1,672,000 1,425,993 223,507 22,500 
Pennsylvania 3,018,000 2,206,081 687,519 124 400 
Middle Atlantic 9,267,000 7,549,965 1,466,635 250,400 
Ohio 2,603,000 1,921, 067 509 433 172,500 
Indiana 1,321,000 843,030 326,870 151,100 
Illinois 2,675,000 2,132,769 371,951 170,280 
Michigan 2,145,000 1,527,969 480,931 136,100 
Wisconsin 1,118,000 683,171 286,279 148,550 
East North Central 9,862,000 7,108,006 1,975,464 778,530 
Minnesota 924,000 534,927 231,773 157,300 
lowa 801 ,000 406 964 204,736 189,300 
Missouri 1,227,000 815,950 219,520 191,530 
North Dakota 162,500 49 668 60,192 52,640 
South Dakota 186,500 73,321 58,789 54,390 
Nebraska 411,000 208 533 107,617 94,850 
Kansas 645 000 368 634 167,016 109,350 
West North Central 4,357,000 2,457,997 1,049,643 849,360 
Delaware 111,000 72,825 32,125 6,050 
Maryland 736,000 : i ‘ — 
District of Columbia 163,000 118,733 149,617 30,650 
Virginia 931,000 529,050 275,100 126,850 
West Virginia 498 000 211,306 222,944 63,750 
North Carolina 1 162,000 491 867 412 633 257,500 
South Carolina 565,000 268 564 183,336 113,100 
Georgia 974,000 541,750 275,000 157,250 
Florida 1,209,000 871,996 284,804 52,200 
South Atlantic 6,349,000 3,706,091 1,835,559 807,350 
Kentucky 766,000 363 592 222 468 179,940 
Tennessee 950,000 518,251 239,759 191.990 
Alabama 810,000 440,614 206, 586 162,800 
Mississippi 503,000 189,102 125,648 188,250 
East South Central 3,029,000 1,511,559 794,461 722,980 
Arkansas 486,000 213,887 134,293 137,820 
Louisiana 782,000 500,293 174.957 106,750 
Oklahoma 678,000 408 610 161,120 108,270 
Texas 2,463,000 1,696 645 493,705 272,650 
West South Central 4,409,000 2,819,435 964,075 625,490 
Montana 187,500 92,174 66,276 28,450 
Idaho 186,500 89,164 59,166 37,570 
Wyoming 90,500 53,232 27,618 9,650 
Colorado 462,500 312,136 114,104 36,260 
New Mexico 194,000 124,203 52,097 17,700 
Arizona 254,000 165,006 80,794 8 200 
Utah 214,000 143,734 48,116 22,150 
Nevada 68 000 41,721 24,179 2,100 
Mountain 1,657,000 1,021,970 472,950 162,080 
Washington 809,000 538,527 206,323 64,150 
Oregon 512,000 297,097 161,953 2,950 
California 4,145,000 3 461,512 564,438 119,050 
Pacific 5,466,000 4,297,136 932,714 236,150 
UNITED STATES 47,415,000 32,733,162 10,169,998 4,511,840 
Totals estimated by Edison Electric Institute on basis of 8 months 1956 customer bills Farm fiqures projected from REA estimates of 
June 30,1956. The Urban customers and the Rutel Non-farm Customers follow ratios established in 1950 Housing Census. This term 
Domestic Electric Customers’ and this tabulation, issued annually, is presented in preference to the Census figures on Occuvied 
Dwelling Units Using Electricity because it maintains « continued yearly base for state as well as national market computatio These 


fiqures are used throughout all ELECTRICAL MERCHANDISING'S calculations of saturation 
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Radio & 
Sewing lrons Tele- Mixers Water Clocks 
Machines vision Heaters 
1956 Units 104,936 126,825 
Dollars 12,509,162 2,096,702 
8 Months TV only 
1955 Units 50,733 170,101 461,819 174,223 22,103 212,454 
Dollars 3,081,107 979, 969 20,233,723 2,876,553 1,172,613 1,017,061 
1954 Units 39, 465 168 660 444,716 164,808 19,919 169,736 
Dollars 2,522,578 1,066,790 25,726,295 2,704,321 1,105,388 884,068 
1953 Units 41,978 155,242 512,549 203,475 19,274 217,088 
Dollars 2,419,678 933,641 33,482 880 3,014,913 1,027,592 1,106,109 
1952 Units 57,300 158,475 514,492 134,777 13,691 174,818 
Dollars 3,438 284 888 413 27,005,616 2,175,009 153,222 868,130 
1951 Units 93,193 206,725 304 968 138,354 9 808 241,544 
Dollars 6,185,333 1,154,835 22 897,066 2,423 481 613,391 960 612 
1950 Units 50,829 241,471 422,958 94,736 5,803 315,303 
Dollars 2,844 209 1,095,984 15,830,662 1,403,925 319,947 1,094,432 
1949 Units 47,016 243,727 523,898 94,267 5,067 259,840 
Dollars 2,945,234 1,027,889 17,075,828 1,583,162 334,560 899 328 
1948 Units 58,902 354,964 110,490 192,831 
Dollars 3,854,363 1,580,783 28,132,276 191,928 
1947 Units 86,999 563,947 1,520,818 410,673 
Dollars 5,971,388 2,927 886 53,537,043 1,623,013 
1946 Units 38 565 286,454 832,377 140,134 
Dollars 2,117,089 1,331,820 23,232,973 495,134 
Washing Machines 
Refriger- Freezers Ranges Vacuum 
ators Auto- Conven- Cleaners 
matic tional 
1956 Units 246,004 42,986 19,069 38,125 23,836 55,589 
Dollars 39,364,930 1,944,912 2,348,511 5,441,774 2,170,240 2,059,509 
8 Months 
1955 Units 303 632 6,758 33,910 43,642 39, 000 69,061 
Dollars 49,072,973 11,568,622 4,127,716 6,558,011 3,255,068 2,582,265 
1954 Units 289,651 31,978 24,528 36,945 42,567 50,121 
Dollars 47,956,193 6,903,035 3179,152 6,072,069 3,735,700 1,807,831 
1953 Units 363,411 40,193 22,005 25,060 55,327 55,689 
Dollars 59,998 677 8,971,394 3,012,739 4,131,676 4,622,977 2,207,613 
1952 Units 373,626 21,776 15,383 34,816 25,842 26,273 
Dollars 60,810,193 4,921,315 2,159,530 5,013,178 2,341,359 1,160,722 
1951 Units 343 622 33,734 13,208 27,230 35,210 18,089 
Dollars 55,005,023 5,635,234 1,859,652 2,585,510 5,007,182 688,752 
1950 Units 199,558 5,841 25,548 27,034 19,966 
Dollars 29,736,971 169,360 2,212,596 3,799,508 691 900 
1949 Units 166,242 6,496 27,092 29,7195 27,841 
Dollars 26,814,489 978,196 2,279,458 3,709 464 841 610 
1948 Units 271,353 13,469 < 710,594-> 51,511 
Dollars 41,469 892 1,955,840 < 7,308,072> 2,161,647 
1947 Units 273,624 15,508 + 118, 821> 14,221 
Dollars 39, 628 246 1,767,755 €410,984,534> 2,799,209 
1946 Units 102,798 4,663 < 30,304-> 14,124 
Dollars 11,639,487 451,263 < 2,052,329-> 488,745 
Prepared by Market Analysis Department, ELECTRIC AL MERCHANDISING from Series FT-410, Part Il, U S. Department of Commerce 
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Washer 
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First 8 Months 


1956 


lroner 
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First 8 Months 
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S. Total 


Dryer 


Shipments 


First 8 Months 
1956 
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S. Total 


Refrigerator 
Shipments 


First 9 Months 
1956 


How The Appliance Market 


% of 


U.S 
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Total 





Maine 

t le w } lampshire 
Vermont 
Massachusetts 
Rhode Island 
Connecticut 


New England 


New York 
New Jer ey 


Pennsylyv mia 
Middle Atlantic 


Ohio 
Indiana 
Hlinors 
Mi hi ian 
Wisconsin 


East North Central 


Minne 

| wa 
Missouri 
North Da ota 
South Dal 
Nebraska 


Kansas 


West North Central 


Delaware 
Maryland 
District of ¢ 
Virginia 

West Virginia 
North Car 


South ¢ 
{ 


jumbia 


| 
ine 
arolina 
seorgia 


} he i ida 
South Atlantic 


Kentuck y 
lennesse¢ 
Alabama 
Mississips i 


East South Central 


Arkansas 
L oulsiana 
Oklahoma 


lexa 


West South Central 


Montana 
Idah 
Wyoming 

( olorado 
New Mexi 
Arizona 
Utah 


Nevada 
Mountain 


Washinaton 
( Jreqon 
California 


Pacific 


UNITED STATES 





29/1 QO0O 63 
195,500 41 
116,000 25 
1 466 000 4.09 
250,500 53 
694 000 1.46 
3,019,000 6.37 
4,577,000 9 65 
] 672.000 5 53 
$018,000 6.36 
9,267,000 19.54 
2? 603, 000 » AD 
1,321 000 2.19 
2 675,000 ) 64 
7,145,000 452 
1.118.000 2.36 
9,862,000 20.80 
924 000 19° 
BOT OOO 169 
2277 000 2.59 
162,500 14 
186.500 9 
411 000 87 
645 000 1.36 
4,357,000 9.19 
111,000 24 
136,000 1.55 
163,000 14 
931,000 1.96 
498 OOt 10° 
1.167 OOO 2.4 
6 QUO ] go 
974 000 2706 
1 209 000 7 59 
6,349,000 13.39 
166 000 162 
950 000 2700 
810,000 1.71 
503 000 1.06 
3,029,000 6.39 
486 000 103 
182 000 1.65 
678,000 143 
463, 000 19 
4,409,000 9.30 
187.500 40 
186.500 19 
90 500 19 
4162 SOC 97 
194 000 Al 
4 000 54 
214 OOF 45 
68 OOO 14 
1,657,000 3.49 
BO9 OO! 1.71 
»12 OO 1.08 
4 145 000 874 
5,466,000 11.53 
47,415,000 100%; 


Institute 


13,854 
9,026 
5,266 

85,184 

12,450 

42,245 


168,025 


225,125 
90,826 
207,522 


523,473 


166 006 

16,071 
156,359 
129.120 


»7 478 
585,034 


45,383 
37,220 
16.55 

6.106 
6,169 
20,030 
29 864 


222,529 


6571 
16 B9O 
22 627 
1,364 
10 61% 
64.691 
96 615 
67,460 
12,237 


379,067 


40 67 

9 3721 
49,272 
93 600 


172,868 


23 606 
6.103 
33,428 
159.141 


272,278 


917 
9 33 
1688 
29,166 
11,423 
16,944 
13,199 
4591 


97,521 
46.278 
26 462 
271,982 
344,722 


2,765,517 


13.71 


15 
18 


6.25 


203 


» 715 


$3 
14 
13 


41 
61 
48 
1/7 





4,169 


2,477 
1,024 
1,316 
3,046 

389 


8,252 


1,104 
444 
1119 
13 
147 
150 
7152 


321 

29716 
84 
28 


709 


29 
205 
492 

1,723 


2,449 


270 
892 
80 
834 
267 
594 
1,441 
193 


4,771 
750 
541 

2,809 

4,100 


31,050 





1.98 
3.30 
4.24 
9.81 
1.25 


26.58 


1.43 
3.60 


4] 
48 


12.20 


18 
1.38 
66 
66 
48 


07 
80 


5.61 


1.03 


87 
2.87 

26 
2.69 

86 
191 
464 
1.26 


15.36 
2.41 
1.74 
9.05 

13.20 


100% 
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3,191 
1,985 
1,014 
14,386 
2,068 
8,643 


31,287 


50,282 
19,171 
69,386 


138,839 


719,311 
36,875 
53,586 
59, 3193 
21,232 


250,397 


16 455 
12. 648 
19,837 
2,527 
9 095 
7,819 
8,646 


70,027 


1,864 
7,011 
6,611 
7,039 
10,216 
4,508 
1863 
6,138 
9 606 


55,456 


7,717 
10,234 
5 119 
2,161 


25,831 


2,129 
10,324 
7,013 
23,205 


42,671 


4,143 
4,532 
1,485 
7,371 

2,229 
1,434 
4195 
1,013 


27,002 
29,809 
17,149 
78 366 
125,324 


766,834 





42% 


26 
13 


27 
1.32 


4.08 


6.56 
2.50 
9.05 


18.11 


10.34 
481 
6.99 
7.74 
2.77 


32.65 


2.14 
1.65 
2.59 
33 
27 
1.02 
1.13 


24 


7.23 


1.01 


5.57 


62 
59 
19 
96 
29 

iJ 


13 


| 
| 


Prepared by Market Analysis Department of Electrical Merchandising, on Basis of Figures Compiled by Edison Electric 
the National Electrical Manufacturers 
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10,144 42% 
6,314 26 
4191 18 
65,300 2.73 
11,388 48 
33,521 1.40 
130,858 5.47 
199,102 8.32 
145,484 6.08 
140,389 5.87 
484,975 20.27 
133,785 5.59 
79,531 3.33 
139,985 5.85 
123,997 5.18 
43,613 1.82 
520,911 21.77 
38,207 1 60 
26,497 Ae 
18,534 2 44 
4,269 18 
4,478 19 
16.265 68 
25,349 1.06 
173,599 7.26 
4952 21 
35 061 1.47 
28,723 1.20 
49,219 2.06 
23,198 97 
90 955 2.13 
24,733 1.03 
714 2.33 
85 045 55 
357,600 14.95 
15 969 1.50 
40 6719 1.70 
19,2719 1.64 
21,731 91 
137,658 5.75 
23,370 98 
43 622 1.82 
34,371 1.44 
126,957 5.30 
228,320 9.54 
6 549 27 
6,527 27 
2 464 10 
21,699 91 
9,803 41 
15,184 64 
10,277 43 
31478 5 
75,974 3.18 
31510 1.3% 
18 607 78 
232,392 9.71 
282,509 11.81 
2,392,404 100% 


Association, the American Home Laundry Manufacturers’ Association 
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ls Divided 


Freezer 
Shipments 


First 9 Months 


1956 


% of 


U.S. Total 


Appliance, Radio and Television Shipments by States, in Units 
and Percentages, Compared with Number of Electric Customers 


Range 
Shipments 


First 9 Months 
1956 


% °o f 


U.S. Total 


First 9 Months wif 


Water Heater 
Shipments 


1956 


Television 
Shipments 
of First 9 Months | % of 
U.S. Total 1956 U. S. Total 


Ra 
Shipm 


First 9 Months 
1956 


dio 


% of 


U.S. Total 


STATE 


ee 


1,689 
391 
678 

3,484 
313 

3,270 


11,881 
11,695 
19,508 


43,084 


21,691 
15,956 
22,712 
14,457 

8 940 


83,756 


10,758 


8,512 
14,716 
2,774 
1,945 
4,121 
5,511 


48,337 


918 
5,464 
4,539 
9,824 
4,772 

17,351 
7,237 

16,862 

12,200 


79,167 


8,835 
15,742 
11,890 

9,688 


46,155 


7,068 
13,155 
5,109 
28,897 


54,229 


2,174 
2,640 
740 
4,370 
3,087 
2,395 
1,713 
591 


17,710 
10,812 

5,909 
24,128 
40,849 


423,112 


ELECTRICAL 


_ 
@i wywuwu 
° Lead 
wo “hws 
Co “Nsw 


wnn) 
a2ov'} 
os) 


4.19 
l.o2 
1.40 
5 70 
9.65 


100% 


ang 


only those manufacturers reporting on a state basis 


33,357 
57,254 


217,943 
17,571 
36,051 


25,881 
7,521 


117,875 
1,005,228 


1 Radio-Electronics-Television 


1.11 
7.47 


26 
91 
71 
2.70 
1.23 
4.78 
2.08 
3.32 
5.69 


21.68 


1.75 
3.59 
2.57 

75 


8.66 


43 
62 
75 
3.42 


61 
68 
15 
1.19 
37 


5 
a) 


82 
23 
4.40 
3.45 
2.05 
6.23 
11.73 


il ; 
100% 


+ 
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Manufacturers’ 


1957 


Association 


3,431 92° 
1'698 45 
1'376 37 
5896 1.58 
1329 35 
5052 1.35 
18,775 5.02 
16,062 4.30 
6113 163 
24755 6.62 
46,930 12.55 
18,678 5.00 
14,786 3.95 
8/702 2.33 
15/914 407 
11/532 3.08 
68,912 18.43 
7907. +2212 
6183 1.65 
7/003 1.87 
2'059 55 
9.404 64 
9'338 63 
829 22 
28,723 7.68 
926 25 
5,550 1.48 
2'119 57 
15/082 403 
6.605 1.77 
39044 10.44 
13,441 3.59 
10/854 2.90 
27,663 7.40 
121,284 32.43 
5,253 1.40 
14678 3.92 
71515 2.01 
1516 Al 
28,962 7.74 
847 23 
1,032 27 
1 19 
5,602 1.50 
8,192 2.19 
1,799 48 
3'194 85 
176 05 
2,938 78 
775 21 
671 18 
2,341 63 
1'880 50 
13,767 3.68 
16803 4.50 
9/805 262 
11.822 116 
38,430 10.28 

373,975 100% 


+ 














%, 26,726 58% 
15,230 33 
11.794 26 

136,521 2.98 
23,953 51 
73.557 1.61 

287,011 6.27 

| 510843. 11.16 

157,882 3.45 
311.127 6.19 

979,852 21.40 

~ 955832. + 5.59 

115,050 2.51 

252.157 5.50 
183,130 4.00 
84.147 1.84 

890,316 19.44 

+ ~"68 695 | 1.50 
51.836 1.13 
108/097 2.36 
14,633 39 
15,645 34 
38.273 84 
50,993 114 
348,102 7.60 

2 es a 
12,203 97 
60,522 1.39 
40.444 88 
85,601 1.87 
51.679 1.13 
98.835 2.16 
43.956 96 
100,648 2.20 

148.970 3.25 
642,858 14.04 
—-75.900 | ‘1.64 
83.755 1.83 
13,643 1.61 
43,183 94 
275,781 6.02 

+ —_— + 
46,538 1.02 
86.989 1.90 
61.351 1.34 

251.813 5.50 

446,691 9.76 
15,102 33 
17,305 38 

4934 1 
36,973 81 
16,291 35 
31.075 68 
17,036 37 
8.344 18 

147,060 3.21 

| —14908 | 4.57 

51790 1.13 
437.614 9.56 
561,312 12.26 

4,578,983 


100% 


+-- -_ 





+ 


29,428 
18.851 
11,519 

220,895 
32,275 
85,264 


398,232 
855,559 
204,809 
377,481 


1,437,849 


303,820 
93,009 
414,494 
231,354 
98,885 


1,141,562 


75,377 
52,118 
121,047 
11,999 
12,028 
32,731 
42,093 
347,393 
10,291 
92,374 
48,078 
80,975 
33,119 
81,605 
33,831 
84,368 
100,923 


565,564 


70,604 
66,316 
61,785 
31,308 


230,073 


28,467 
74,020 
41,293 
218,540 
362,320 
14,944 
11,157 
6,274 
39,054 
16,285 
29,273 
17,343 
7,068 


141,398 
~ 80,272 
45.108 
566,250 
691,630 


5,316,021 
4 ia 


+ 


"The state sales figures represent the volume of 
They do not represent Industry, nor even full association figures 


55% 
35 
29 


1.33 
1.25 
1.16 

59 


4.33 
54 
1.39 


18 
4.11 


6.82 
28 

21 

12 

13 

5 5 

13 
2.66 
1.51 
) 
10.65 
13.01 


100% 





Maine 

New Hampshire 
Vermont 
Massachusetts 
Rhode Island 


Connecticut 
New England 
New York 


New Jersey 
Pennsylvania 


Middle Atlantic 
Ohi« ? 


Indiana 
Illinois 
Michigan 
Wisconsin 


East North Central 


Minnesota 
owe 

Missouri 
North Dakota 
South Dakota 
Nebraska 


Kansas 
West North Central 


Delaware 

Maryland 

District of Columbia 
Virginia 

West Virginia 
North Carolina 
South Caroline 
yeorgia 


Florida 
South Atlantic 


Kentucky 
Tennessee 
Alabama 
Mississippi 


East South Central 
Arkansas 


Louisiana 
Oklahoma 


exas 
West South Central 


Montane 
Idaho 
Wyoming 
Colorado 
New Mexico 
Arizona 
Utah 

Nevade 


Mountain 
Washington 
Oregon 
California 

Pacific 


UNITED STATES 
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Freezers 

Refrigerators 

Ranges 

Washers 

lroners 

Vacuum Cleaners 
Water Heaters 
Television 
Dishwashers 

Room Air Conditioners 


Dryers, Clothes 


Replace 


ments 


14.1 


59.7 


76.8 


oF et 


59.7 


43.6 


52.2 


7.4 


3.9 


12.5 


T 


1955 


Replace 
ments 


rade 
Ins 


6.7 


453 


35.1 


47.7 


1.9 


27.7 


iP 


24.5 


2.5 


0.9 


4.4 


12.6 


72.1 


63.6 


71.3 


12.7 


64.1 


38.8 


5.9 


2.4 


8.3 


1954 


Replace 
ments 


Trade 
Ins 


+ 


49.0 


40.8 


49.0 


2.6 


32.7 


10.2 


22.7 


1.2 


0.5 


3.1 


9.0 


69.9 


53.3 


67.0 


6.9 


58.9 


49.3 


40.3 


5.0 


2.0 


12.9 


1953 


Replace- 
ments 


Trade 
Ins 


4.2 


47.0 


27.8 


54.5 


2.2 


26.7 


6.0 


17.6 


15.7 


74.6 


44.1 


71.6 


12.8 


72.1 


37.2 


26.1 


1952 


Replace 
ments 


Trade 
Ins 


3.2 


59.3 


30.0 


62.3 


2.0 


30.0 


re 


12.3 


The big and consistent jump in the percentages 


7.0 


73.4 


44.2 


13.2 


69.4 


18.9 





of Himme-ins to total sales proves that now we're in a 


Trade-In Market 


Figures from 337 dealers show a rise in trade-ins even more ote Senet THE C eee Be = : 
(i Cre Ho OVC ( 1OST OTH 1 
consistent than the gain in replacement sales but indicate the order to make as many dollars on iabcauent 
number of dealers willing to handle trades hasn’t kept pace ee ng ~¢ on aes ae : — 
with the changing market must rely on his resources as a sharp buyer 
du hea ind a continuation of 
big volume 
Competitive p u uN ipplied too, im 
B rikkR t th ut of e four villngly or unwillingly, behind the time other war Her just one example: As mor 
’ ld this last vea re iid t nad, im som the ipphiance ire at the vd mv fre tanding ipplia ices reach th 
peop! vb) lacn thi ol int of nearl perpetual breakdown. So trade-in point, more and more built-in unit 
ish ul t ut of th f th ind mor ile ire 1 pla ement sal going to be sold to r place them, whicl 
nent d trade-in more and more sales involve a trade-in vill put the “plug-in” dealer at a distinct di 
Phat f t tu ft toda lor the retailer, this change in the mark dvantage to the retailer who ha t up and 
market tremendously significant, It apples u prepared to sell and install newer typ 
It t f i replacement eased competitive pressures to both the di unit 
1 t 1 th unter who never takes a trade-in and to th Ih ca Repla ent d ‘Trade-In $ 
In ten t nd of traditional dealer who must match discount vey vhich went to 000 apphanc in 
World War I t me fi vith his trade-in offers. In the long run ahio- TN ile in hich licited 
Ih ost i frigerat ind the traditional dealer may have the edg« pon from 7 I ¢ D if t 
I th ly 1 find wavs of disposing of his trade-in everal aspects of the m landisin 
tradition ‘\ th ipensate for th f profit th Some of the tab t 1 
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tance of newer appliances in the retail 
picture, the declining importance of r 
f itors as the standard bread-and-butter 
tem and the generally lower level of sales as 
| d with 19 5 
\s in previous surveys, this one establish 


i ise for all succeeding que stions by first 
dealers which appliances they sel 
lable 1). Although this table reveals som 


versal of the 1955 trend, it is obvious that 


there has been a big change in the merchan 

dise handled since 1952. In that year, fo 

impk 92.3 percent of the responding deal 

d refrigerator In 1955, according t 
ponses from a different group, only 

ent were carrying refrigerators. And 55.9 

ent of 1956's respondent ell them 


1) pite the slight recovery in 1956, there ha 
1 a decided decline which is reflected in 

rures for all but the newer item \n 

ns for the change must be conjectural, but 


; 


inybody in the industry can make several 
d guesses. One would be that more dealer 


ire broadening their lines to an extent that 


educes the importance of major appliance 
n their inventori Another would be that 


builders and discount houses are playing a 


important role in appliance distribution 
Who Takes Trades? 


Despite the growing importance of th 
de-in market, there was no across-the-board 
crease in the percentage of dealers willing 
to handle them in 1956, although it 1 


quickly apparent that there has been a sub 


tantial change since 1954 


Percent of Dealers Handling Trade-ins 


1956 1955 1954 
tefrigerator 81.80 81.7% 79 9) 
bree zet 21.6 26.5 15.3 
Aur Conditioners 11.9 1105 1.7 
Range 691 73.3 ises 
Water Heaters 24.0 20.6 26.1 
Washers B01 74.5 -. 
lroners 6.5 5.9 7.4 
Dryer 24.7 16.0 10.9 
Vacuum Cleaners 28.7 25.3 51.5 
Dishwashers 10.3 11.8 5 
Television 73.6 71.5 4 7 
Lhe group hich report from year to 
year are not statistically comparable, but it i 
bvious that the newer appliance uch a 
I'V, dishwasher ind freezers ha 
made the biggest increas¢ his is parallell 
by the percentage of thes« appliance ictuall 
epted in trade. In 1955, for exampl 
ide-in was accepted in le than one per 
ent of air conditioner sal By 1956 th 
percentage wa 1.5 In the ink period 


thes dryers jumped from 4.4 to six percent 
nd television from 24.5 to 36.6 percent 


[his last year many of the older ipphanc 


ncreased the percentage of trade-ins to 
tal sales, reversing the 1954-55 trend. R 
frigerators, for exampl vhich had a trade-in 
ntage of 49 in 1954 and which dr pp 
to 45.3 in 1955 jumped way up to 54 
56. Range vashers, ironer ind vacuum 
iners followed a similar pattern—al t 
vhich substantiate nee again the in ising 


mportance of the trade-in market 
What dealers do with their trad 
va 1 good index of the market. If th 
ink most of them it is a sure sign that 
Continued on page 
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Product 
Refrigerators 
Freezers 


Room 
Air Conditioners 


Ranges 

Water Heaters 
Washers 

lroners 

Dryers 

Vacuum Cleaners 
Dishwashers 


Television 





Percent Dealers — 
1956 1955 195 
85.9 78.2 92.3 
70.0 68.1 83.3 
67.4 68.1 — 
79.8 769 84.6 
53.1 61.6 69.5 
86.4 79.2 94.3 
27.6 33.0 57.3 
78.0 69.4 

68.2 67.1 72.4 
43.0 38.8 

77.4 78.8 61.0 


TABLE 3 Replacement Sales, Jan.-Aug. 1956 


No. Dirs 
Reporting 


266 Refrigerators 
230 Freezers 
200 Room Air Cond'rs 4,127 


Total Units 
Sold 


11,321 
1,967 


252 Ranges 4,517 
161 Water Heaters 1,228 
272 Washers 13,935 
81 lroners 368 
24) Clothes Dryers 4,732 
212 Vacuum Cleaners 3,551 
137 Dishwashers 786 
236 Television 15,789 


TABLE 4 Trade-in Volume 


Number 
Dealers 
Reporting 


281 Refrigerators 
236 Freezers 
227 Room Air Conditioners 
261 Ranges 
178 Water Heaters 
287 Washers 
93 lroners 
261 Dryers 
226 Vacuum Cleaners 


145 Dishwashers 


250 Television 


Total Units 


TABLE 5 What Dealers Did With Trade-ins 


Product 


Refrigerators 


Freezers 


Room Air Condit 


Electric Ranges 


Water Heaters 


Washers 


lroners 


Clothes Dryer 


Vacuum Cleaner 


Dishwashers 


Televisior 


1956 
1955 
1956 
1955 
1956 
1955 
1956 
1955 
1956 
1955 
1956 
1955 
1956 
1955 
1956 
1955 
1956 
1955 
1956 
1955 
1956 
1955 


No. Dealers Number of 
Handling Trade-ins 
Trade-ins Accepted 


222 6,136 
170 .. 4,143 
57 132 
46 108 
26 70 
22 49 
176 1,930 
147 1,572 
4\ 158 
34 135 
224 7,7\4 
155 3,810 
6 1 
6 9 
62 294 
3) 102 
127 1,144 
103 789 
15 23 
14 22 
174 5,425 
150 3,131 


TABLE 2 Avg. Number Sold — 


No. Dealers 
Reporting 
Sales Figures 
Product 1956 1955 
Refrigerators 286 238 
Freezers 236 209 
Room 
Air Conditioners 227 207 
Electric Ranges 269 235 
Electric 
Water Heaters 179 188 
Washers 291 241 
lroners 93 «+101 
Clothes Dryers 263 202 
Vacuum Cleaners 230 202 
Dishwashers 145 119 
Television 261 239 


NEW Sales 
(to homes without) 


2,557 (22.6% 
1,690 (85.9% 
3,965 (96.1% 
1,821 (40.3%) 
692 (56.4% 
3,235 (23.2% 
305 (82.9% 
4,142 (87.5% 
1,432 (40.3% 
728 (92.6%) 
7,547 (47.8° 


Average 
Units Sold 
Per Dealer 
8 Months 
1956 1955 
42 AA 

9 y 
20 26 
17 24 

8 10 
50 38 

4 5 
18 14 
7 64§ 

6 7 
63 6! 


REPLACEMENT Sales 
(to homes with) 


8,764 (77.4% 
277 (14.1%) 
162 3.9%) 
2,696 (59.7%) 
536 (43.6%) 
10,700 (76.8%) 
63 (17.1%) 
590 (12.5%) 
2,119 (59.7%) 
58 7.4%) 

8,242 (52.2%) 


Trade-ins versus Total Volume (Jan.Aug. 1956) 


% Trade-ins | 
to Unit Sales 


54.2% 
7.1 
1.8 

427 

12.2 

54.8 
2.8 
6.0 

Ng 
2.8 
36.6 


Sold Accepted 
11,705 6,345 
2,011 142 
4,493 80 
4,549 1,942 
1,316 160 
14,265 7,823 
390 1] 
4,939 294 
3,816 1,216 
836 23 
15,649 5,723 


Number Trade-ins 


Disposition of Trade-ins by Percent 


Rebuilt 
junked & Resold 
25.5% 34.9% 
28.7 28.6 

76 27.3 
74 29.6 
12.9 17.1 

32.6 
37.7 25.4 
34.2 27.0 
734 44 
84.4 6.7 
419 27.7 
41.8 24.2 
36.4 36.4 
44.5 22.2 

8.5 55.4 
7.8 37.2 
57 6 16 6 
56.3 237 
43.5 17.4 
59.1 9.1 
21.4 43.8 
16.5 549 


Resold 
As-\s 


27.9% 


30.5 
50.0 
50.9 
47.1 
429 
22.2 
246 
15.2 
67 
18.6 
20.6 
9.1 
22.2 
18.4 
27.5 
14.6 
12.3 
8.7 
4 5 
yg 
14.1 


On 
Hand 
11.7% 
12.2 
15.1 
12.1 
22.9 
245 
14.7 
14.2 
7.0 
2.2 
11.8 
13.4 
18.1 
1.) 
17.7 
27.5 
11.2 
77 
30.4 
ai 
13.46 
14.5 








Laundry Equipment... 





v jersey 
ennsylvania 


Middle Atlantic 





Industry sets all-time record as volume climbs 12 percent over 




















1955. By product lines, automatics and dryers register gains, 






















wringers hold even and ironers continue to fall 


I" 1956 the American home laundry indu total of $1,140,703,000. This « ym pare vith 
try | ill previous records for sales in the previous year’s figure of 4,391,000 tota 
ts half century history. It also established inits with an average price of $235 with a 
tself as one of the three giants of the appli total dollar volume at retail of $1.0 } 
dio TV busine vith a dollar volume UUU 
nparable to the refrigeratortreezer indu Automatic and semi-automatic models out 
f ina il litly behind the radio-T\ Id the conventional wringer pinner typ 
risinve by a ratio of roughly three to om Automat 
In 1956 4 total of 6.4 100 units of wash washer sale vere 3,460,000 units at an ar 
dryers and One! ré iid, a gain of we retail price of $ 75 for a total dollar | 
nine and a half percent ove the +700 ume of $951,500,000, Conventional wring 
unit kd in 19 The dolla lume at re pinner model old 1,253,000 units at an 
tail of these units amounted to $1 33 iverage price of $151 at retail for a tota 
a i] |" nt inh ¢ r the 19 ng dollar volume of $189,203,000 
f $] ) 100 lor those interested in comparison th 
Breakin lown these heus lets first tab pl ious vear of 19 iv 123.000 (revised 
i look at the washing machine total iutomati old at an average price of $ | 
\ total of 4,713,000 wash VCTE ld at giving a total dollar volume of $845,407,00( 
ice of +2 for a dolla um Automatic washer busin therefore, was uy 
Continued on page } East South Central 
AUTOMATIC & SEMI-AUTOMATIC: 1956 1955 1954 


West South Central 


















Units Sold 3,460,000 3,123,000 2,401,000 
Average Retail Price $275 $271 $272 
Retail Value $951,500,000 $845,407,000 $653,816,300 









WRINGER & SPINNER: 


Units Sold 1,253,000 1,268,000 1,209,400 
Average Retail Price $151 $148 $149 Mountain 
















Retail Value $189,203,000 $187,030,000 $179,741,000 


Jan. 1957 Jan. 1956 Jan. 1955 
Homes Owning 41,175,000 38,700,000 36,418,000 Pacific 









Homes Without 6,240,000 7,300,000 8,359,000 UNITED STATES 
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.. SALES BY STATES - 1947 to 1955 


































































































WASHERS DRYERS IRONERS 
1955 Total Average % 1955 Total Average % 1955 Total Average % 
1955 % 9 Years of Market 1955 % 9 Years of Market 1955 % 9 Years of Market 
Unit Sales | of Market 1947 1955 1947 1955 Unit Sales | of Market | 1947 1955 1947 1955 Unit Sales | of Market 1947 1955 1947 1955 
20,761 0.49% 159,590 0.48% 5,540 0.40% 14,781 0.31% 180 0.22% 10,359 0.41 % 
12,711 0.30 88,780 0.27 3,324 0.24 9,680 0.21 107 0.13 5,412 0.21 
8,050 0.19 59,227 0.18 1,939 0.14 4,830 0.10 AY 0.06 3,400 0.13 
131,347 3.10 1.053,780 3.20 27,839 2.01 91,729 1.95 1,319 1.61 71,526 2.78 
18,643 0.44 183,842 0.56 4,016 0.29 17,486 0.37 319 0.39 13,148 0.51 
72,877 1.72 482,934 1.46 15,651 on 56,265 1.20 901 1.10 63,795 2.48 
264,389 6.24 2,028,153 6.15 58,309 4.21 194,771 4.14 2,875 3.51 167,640 6.52 
344,044 8.12 2,864,198 8.68 86,978 6.28 313,197 6.66 5,087 6.21 214,060 8.32 
140,245 3.31 1,008 524 3.06 38,365 2.77 112,228 2.38 229 0.28 66,080 2.57 
315,657 7.45 2,557,004 7.75 118,140 8.53 407 482 8.66 7,503 9.16 210,580 8.19 
799,946 18.88 6,429,726 19.49 243,483 17.58 832,907 17.70 12,819 15.65 490,720 19.08 
265,236 6.26 2,070,159 6.28 148,749 10.74 541,079 11.50 9,231 11.27 219,565 8.54 
124,992 2.95 912,311 2.76 73,266 5.29 240,905 5.12 2,048 2.50 73,520 2.86 
234,306 5.53 1,851,353 5.61 103,183 7.45 368 679 7.83 3,637 4.44 162,826 6.33 
212,697 5.02 1,496,883 4.54 118,279 8.54 402,735 8.56 13,614 16.62 203,399 7.91 
85,164 2.01 673,593 2.04 42,381 3.06 151,301 3.21 1,040 1.27 49,159 1.91 
922,395 21.77 7,004,299 21.23 485,858 35.08 1,704,699 36.22 29,570 36.10 708 A69 27.55 
71,182 1.68 594,218 1.80 35,179 2.54 136,768 2.91 2,269 2.77 59,019 2.30 
58,047 1.37 547,697 1.66 28 808 2.08 111,363 2.37 1,532 1.87 51,846 2.02 
111,857 2.64 1,012,639 3.07 35,733 2.58 131,810 2.80 3,547 4.33 80,512 3,13 
10,169 0.24 116,223 0.35 6,925 0.50 33,455 0.71 393 0.48 12,457 0.48 
12,287 0.29 131,570 0.40 6,509 0.47 31,717 0.67 524 0.64 12,370 0.48 
32,201 0.16 300 ,482 0.91 17,590 1.27 63,932 1.36 786 0.96 28,954 113 
47,454 1.12 357,275 1.09 16,343 1.18 46,259 0.98 1,196 1.46 28 908 1.12 
343,197 3.10 3,060,104 9.28 147,087 10.62 555,304 11.80 10,247 12.51 274,066 10.66 
11,016 0.26 75,659 0.23 2,908 0.21 11,030 0.23 238 0.29 5,373 0.21 
60,589 1.43 437,059 1.33 11,357 0.82 33,714 0.72 1,220 1.49 30,572 119 
31,354 0.74 343,886 1.04 13,158 0.95 50,717 1.08 926 1.13 29,410 1.15 
76,266 1.80 535,437 1.61 10,249 0.74 26,673 0.57 352 0.43 21,561 0.84 
40,675 0.96 438,614 1.33 15,374 1.11 50,202 1.07 475 0.58 29,161 1.13 
94,909 2.24 729,076 2.21 7,202 0.52 23,512 0.50 426 0.52 23,657 0.92 
41,946 0.99 286,372 0.87 2,631 0.19 9,019 0.19 90 0.11 8,425 0.33 
94,485 2.23 104,409 2.14 10,803 0.78 31,732 067 688 0.84 29,098 1.13 
100,841 2.38 651,609 1.98 11,634 0.84 34,529 073 573 0.70 29,204 1,13 
552,081 13.03 4,202,121 42.74 85,316 6.16 271,128 5.76 4,988 6.09 206,521 8.03 
55,928 1.32 410,262 1.42 12,880 0.93 35,893 0.16 393 0.48 19,942 0.78 
83,893 1.98 781,402 2.37 15,374 1.99 44 423 0.94 606 0.714 30,810 120 
74,571 1.76 490,536 1.49 6,925 0.50 20,447 0.44 139 0.17 13,307 0.52 
33,472 0.79 271,225 0.82 2,631 0.19 9,620 0.21 14 0.09 9,390 0.36 
247,864 5.85 2,013,425 6.10 37,810 2.73 110,383 2.35 1,212 1.48 73,449 2.86 
30 930 0.73 294,068 0.89 2,908 0.21 10,102 0.21 131 0.16 11,810 0.46 
77,961 1.84 614,737 1.86 11,357 0.82 35,759 0.16 461 0.57 24,120 0.94 
48,725 1.15 355,047 1.08 9,972 0.72 24,173 0.51 942 1.15 28,982 1.13 
244,899 5.78 1,773,147 5.38 32,548 2.35 94,389 2.01 4,218 5.15 103,973 4.04 
402,515 9.50 3,036,999 9.21 56,785 4.10 164,423 3.49 5,758 7.03 168,685 6.57 
15,253 0.36 123 590 0.37 9,141 0.66 28,272 0.60 7186 096 14,709 0.57 
14,830 0.35 115,852 0.35 7,894 0.57 27,867 0.59 1,401 1.71 11,434 0.44 
5,932 0.14 49,190 0.15 2,770 0.20 9,509 0.20 57 0.07 4,385 0.17 
46,183 1.09 334,755 1.01 14,543 1.05 34,526 0.73 844 1.03 28,3716 110 
19,066 0.45 112,819 0.34 3,462 0.25 7,106 0.15 393 0.48 8 894 0.35 
27,964 0.66 177,725 0.54 1,939 0.14 5,963 0.13 254 0.31 10,704 0.42 
21,185 0.50 177,186 0.54 8 449 0.61 25,727 0.55 2,392 2.92 23,281 091 
7,627 0.18 58 265 0.18 1,523 0.11 9,365 0.20 434 0.53 5 886 0.23 
ii 1,142,382 2.48 49,721 3.59 148,335 3,15 6,561 8,91 _107 469 4,19 
84,740 2.00 602,772 1.83 63,572 4.59 214,459 4.56 1,351 1.65 60,985 2.37 
47,031 1.11 411,146 1.25 36,564 2.64 137,447 2.92 1,139 1.39 43,398 1.69 
414,802 9.719 3,048,180 9.24 120,495 8.70 372,580 7.91 5,390 6.58 269 641 10.48 
546,573 12.90 4,962,098 12.32 220,631 15.93 724,486 15.39 7,880 9.62 374,044 14,34. 
4,237,000 100.00% 32,986,307 100.00 1,385,000 100.00% 4,706,436 100.00% 81,910 100.00% 2,571,463 100.00, 
(Manvefacturers’ Shipments Projected to Industry Totals by ELECTRICAL MERCHANDISING from State Figures Re 


ELECTRICAL 


ported by American Home Laundry Manufacturers’ Assn., 


MERCHANDISING—JANUARY, 


1957 


Based on Sales by Distributors & Manufacturers 


; 


ranches) 


PAGE 


117 











SALES BY STATES - 1947 to 1955... 







































































REFRIGERATORS FREEZERS 
| 
Total Average Total »- <rae 
1955 1955 9 Years % of Market 1955 1955 8 Years Yo of Marke. 
Unit Sales % of Market 1947-1955 1947 1955 Unit Sales Jo of Market 1948-1955 1948-1955 
Maine 16,426 043% 182,578 0.52% 4,598 0.44% 33,463 0.46% 
New Mampshir 10,696 0.28 113,683 0.32 1,568 0.15 17,393 0.24 
Vermont 4.966 0.13 61,919 0.18 1,358 0.13 12,621 Q.17 
Massachusett 91,192 2.56 945.415 2.68 8,256 0.719 96,055 1.33 
Rhode Island 27,504 0.72 279,872 0.19 1,149 0.11 16,687 0.23 
Conne 60,138 1.59 490,790 1.39 11,495 1.10 14,154 1.02 
New England 218,122 5.71 2,074,317 5.88 28,424 2.72 250,373 3.45 
y 424 402 11.11 3,836,199 10.88 43,577 4.17 403,994 5.57 
131.408 144 1,224 892 3.47 17,033 1.63 145,475 2.01 
244 862 641 2,321,036 6.58 63,954 6.12 424 041 5.85 
800,672 20.96 7,382,127 20.93 124,564 11.92 973,510 13.43 
221,290 95 1,905,798 5.40 62,596 5.99 449,291 6.20 
1274.53? 126 971,326 2.75 35,739 3.42 252,751 3.49 
212,010 . 1,939,243 5.50 43,995 421 377,543 5.21 
213,920 5 60 1,521 887 4.32 34,380 3.29 258,311 3.56 
11.059 1.86 676 892 1.92 23,617 2.26 182 401 2.51 
848,804 22 22 ; 7,015,146 19.89 200,327 19.17 1,520,297 20.97 
9914 1.57 609 369 1.73 28 006 2.68 186,228 2.57 
51.570 13 571,972 1.62 28,529 2.73 209 364 289 
111.544 2.979 1.120635 118 37,725 3.61 251,552 3.47 
10,314 027 140 864 0.40 11,390 1.09 18,997 1.09 
11,842 0.31 142,707 0.41 12,122 1.16 16,827 1.06 
41,324 0 89 132,549 0.94 18,079 1.73 144011 1.99 
32 O88 084 360,504 1.02 15,361 1.47 111,250 1.53 
__ 308,656 = s.os | 3,278,600 9.30 151,212 14.47 1,058,229 14.60 
_ —————* 
10.314 02) 86,948 0.25 2,403 0.23 16,857 0.23 
51,952 136 514,288 1.46 14,003 1.34 88 339 1.22 
59,974 1.57 469 248 1.33 14,107 1.35 76,909 1.06 
59.210 1.55 590 898 1.68 21,005 2.01 120, 489 1.66 
41 638 1.09 445 669 1.26 15,152 1.45 86,016 1.19 
14,490 195 810,271 2.30 37,098 3.55 196,891 2.72 
19,728 104 187,787 1.10 20,168 1.93 89,107 1.23 
83658 2.19 159 406 2.15 40,233 3.85 174,172 2.40 
129.880 3 40 953,832 2.70 28,529 2.73 139,409 1.92 
South Atlantic ___ $50,844 _ 14,42 5,018,347 14.23 192,698 18.44 988,189 13.63 
50,424 15% 544 452 1.54 19,750 1.89 109,913 1.52 
12,580 190 820 648 2.33 33,754 3.23 164,670 2.27 
56.918 149 567,138 1.61 29 469 2.82 122,685 1.69 
13.616 0 88 382 812 1.08 23,512 2.25 109,780 1.52 
East South Central 213,538 5.59 2,315,050 6.56 106,485 10.19 507,048 7.00 
17054 097 417954 118 18 392 1.76 102,608 1.42 
62,266 163 627,690 1.78 31,559 3.02 189,657 2 62 
46 986 1.23 507,394 1.44 11,495 1.10 109,773 +.59 
195.209 5.11 1.942.374 5.51 64,790 6.20 488 845 6.74 
West South Central 341,508 = 8.94 3,494,812 9.91 126,236 12.08 890,883 12.29 
Montana 11 460 Q 30 115 033 0 32 1210 069 60 143 8 
9 932 O 2¢ 102 817 0.29 5 748 0.55 44153 0.61 
4,202 11 49,399 0.14 2,508 0.24 22,859 0.32 
$6,290 Os’ 436 BOO O95 12 958 194 99 371 1.37 
11, 84% OQ 31 111,745 0.32 148 0.55 35, 842 0.49 
22.938 059 190 090 054 3135 030 37,395 0.52 
14,134 0.37 151,923 0.43 4,598 0.44 56,623 0.78 
6,494 )17 58,550 0.17 1,776 0.17 16,141 0.22 
Mountain 116,892 3.06 1,116,417 3.17 43,681 4.18 372,527 5.14 
aattatnatite a ——— - + — 
4/ ) 464 SH. 1.39 16 093 154 113.620 157 
12 O88 84 350,588 099 15.779 1.51 114.418 1.58 
41 196 i9 919 182 39 501 378 460 106 6.34 
Dacilic 420,964 11.02 3,571,109 10.13 71,373 6.33 688,144 9.49 
, - — +~— - —_——_—_—__-_-— ——- 
UNITED STATES 3,820,000 100.005, 35,265,995 100.00% 1,045,000 100.00° 7,249,200 100.00°% 
—S ee - — — — ———e oe 
ta e r f ected nd Tota by ELECTRICAL MERCHANDISIN from State Figures Re 
f ed t the Nat s| Electrical Manufacture A Based < Sales by Distrit & Manufacture Bra 
JANUARY 1957 ELECTRICAL MERCHANDISING 



























Refrigerators and Freezers 








Eleven percent decline in refrigerator and freezer sales and pre- i Phe past year’s figures b ought electri | 
. . oe . ‘. ngerator saturation up to 96,0 percent ane 
dictions for 1957 indicate stabilization for refrigerator sales at home freezer saturation up to 18.0. percent 


omnes ° We remarked tl spit last ye that 
3.5 to 4-million units, for freezers at 1,000,000 leedece sabiiuniie ui Gas We 


ile of complete freezer unit nnong the 


17 million wired homes of the counts bu 


] SPITE about a eleven percent decline O00 done in 1955 Average home freeze the figure might well be considered higher a 
) » both unit ind dollar volume of prices declined from $400 in 19 to $390 in increasing number of retrigerator-freezet 
th electri frigerator and hom n 1956 combinations are sold As the popularity of 
ne in 195¢ ompared to 195 Last year’s refrigerator busine vould seem frozen food continues to gain-—especially pre 
the two industries demonstrated their in to indicate that the industry has fairly well pared dinners—-the demand for more and 
rain last year Combined ttled down to an annual volume of between more freezer space im refrigerato 
the tw industri ind the S$ and 4 million units because, with the Conversely, as the frozen food space increase 
NS) 1 increasingly imseparabl xception of 1950, when over 6,200,000 unit the refrigeration space decrease eversing 
t] trend toward retrigerator-freez VCl old, these averages have been main the trend of many years to larger and large: 
mM ited to 4,675,000 unit tained. Home treezer busine on the other cubic foot storage capacity in the refrigeration 
ume at retail of $1,585 hand, seems to have stabilized at around ica 
t] ynbined industric the million unit annual clip for the past six Ihe 1956 Annual Replacement and ‘Trad 
i total dollar volum«e i in Survey of Eveerricar MErrcHanpisine 
+ (Continued on page 
al ¢ t refrigerator sal on 
irat umounted to 3,700,000 
cd iccounted for in th Cu 
rage p f refrigerators stood 1956 1955 1954 
that 7 ty | ; “ : | ’ Units Sold 3,700,000 4,200,000 3,600,000 


nounted to $1,202,500,00 Average Retail Price $325 $315 $305 
= ee Retail Value $1,202,500,000 $1,323,000,000 $1,095,865,000 


I , Aen pe. 
; ff from th Jan. 1957 Jan. 1956 Jan. 1955 

the hom Homes Owning 45,500,000 43,300,000 41,400,000 

4 Homes Without 1,915,000 2,700,000 3,377,000 
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ELECTRIC RANGES 


ELECTRIC WATER HEATERS 


SALES BY STATES — 1946 to 1955... 














































































Total Average Total Averag 
1955 1955 10 Years Jo of Market 1955 1955 9 Years To of Mar 
Unit Sales % of Market 1946-1955 1946 1955 Unit Sales Jo of Market 1947-1955 1947 195 

7,981 0.51% 719,441 062% 6,387 0.73% 56,441 0.13% 

5,790 0.37 54,401 0.43 2,975 0.34 29,511 0,38 

2,347 0.15 25 669 0.20 2,012 0.23 16,833 0.22 
48 046 3.07 374,874 2.94 16,713 1.91 153,797 1.99 
13,146 0.84 95,812 0.75 2,450 0.28 24,771 0.32 
35,839 2.29 231,798 1.81 11,988 1.37 119,262 1.54 

113,149 7.23 861,995 6.75 42,525 4.86 400,415 5.18 
88,266 5.64 685,927 5.37 40,163 4.59 349,025 4.52 
29,422 1.88 224,295 1.75 14,437 1.65 144,744 1.87 

100,473 6.42 874,721 6.86 58 363 6.67 586,796 7.60 

218,161 13.94 1,784,943 13.98 112,963 12.91 1,080,565 13.99 
97,187 6.21 782,673 6.13 49,613 5.67 453,421 5.87 
44,915 2.87 409,128 3.21 40,950 4.68 345,217 446 
46,631 2.98 486 821 3.81 21,350 2.44 306,651 3.97 
67,171 5.57 639,325 5.01 34,388 3.93 305,997 3,96 
36,934 2.36 305,660 2.39 27,212 3.11 283,445 3.67 

312,844 19.99 2,623,607 20.55 173,513 19.83 1,694,731 21.93 

C+ 2 
25,353 1.62 235,430 1.84 15,925 1.82 200,027 2.59 
19,563 1.25 202,764 1.59 17,413 1.99 223,323 2.89 
32,709 2.09 315,856 2.47 16,275 1.86 208 489 2.70 

8.138 0.52 81,459 0.64 5,950 0.68 50,858 0.66 

6,729 0.43 69,715 0.55 6,300 0.72 63,316 0.82 
15,337 0.98 147,454 1.16 6,387 0.73 90,216 1.17 
15,806 1.01 121,495 0.95 2,012 0.23 39,011 0.50 

123,635 J 7.90 1,174,173 9.20 70,262 8.03 875,240 11.33 

a a lt a al Ce oh J - 

4851 0.31 34,368 0.27 3,500 0.40 22,926 0.30 
14,085 0.90 125,698 0.98 12,512 1.43 96,625 1.25 
15,180 0.97 112,050 0.88 5,775 0.66 47,730 0.62 
39,125 2.50 316,145 2.48 33,338 3.81 238,208 3.08 
22,067 1.41 203,131 1.59 12,075 1.38 96 683 1.25 
70,738 4.52 577,987 4.53 86,975 9.94 467,057 6.04 
34.274 2.19 271,507 2.13 33,338 3.81 216.268 2.80 
49 454 3.16 420,330 3.29 24,937 2.85 255,448 3.31 
84,197 5.38 543,503 4.26 68,950 7.88 452,460 5.85 

393,971 | 94.34 | 9,604,719 20.41 281,400 32.16 1,893,405 24.50 
25,822 1.65 212,461 1.67 10,850 1.24 105,242 1.36 
59,001 3.77 580,353 45 24.675 2.82 250,664 3.25 
40,064 2.56 320,740 2.51 16,538 1.89 153,213 1.98 
11,268 0.72 102,439 0.80 2,712 0.31 35,659 0.46 

136,155 8.70 1,215,993 _ 9.53 54,775 6.26 544,778 7.05 

6.103 0.39 66,290 0.52 1,400 0.16 29,398 0.38 

8138 0.52 50,759 0.40 2,275 0.26 20,140 0.26 

9,390 0.60 68,017 0.53 1,050 0.12 14 646 0.19 
51 802 3.31 324,357 2.54 13,387 1.53 112,458 1.46 
75,433 4.82 509,423 3.99 18,112 2.07 176,642 2.29 

9,703 0.62 77,821 0.61 4,287 0.49 34.192 0.44 
11.112 0.71 117,868 0.92 8 400 0.96 75,914 0.98 

2,660 0.17 23,315 0.18 525 0.06 7,225 0.09 
18.937 1.21 114,291 0.90 4,725 0.54 68,719 0.89 

5.164 0.33 30,142 0.24 1,575 0.18 11,924 0.15 

4 069 0.26 31,330 0.24 ‘37s 0.18 20,584 0.27 
13616 0.87 124,477 0.98 5 863 067 60,850 1.05 

4538 0.29 42 486 0.33 4.987 0.57 40,570 ) 53 
69,799 4.4% 561,730 4.40 31,937 3.65 sail 339,978 4.40 
59.157 178 515,190 4.03 41,738 4.77 267,208 346 
19,751 2.54 367,502 2.88 23,275 2 66 194 630 2 
82,945 5.30 546,125 428 24,500 2.80 258,908 3.35 

181,853 11.62 1,428,817 11.19 89,513 10.23 720,746 9.33 

a 
1,565,000 | 100.00 % 12,765,400 100.00”, 875,000 100.00 7,726,700 100.00% Jj 
(Manufacturers’ Shipments, Projected to Industry Totals by ELECTRICAL MERCHANDISING from State Figures Re 
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0.13% 


0,38 
0.22 
1.99 
0.32 
1.54 


5.18 


4.52 
1.87 
7.60 


13.99 


5.87 
4.46 
3.97 


3.67 
21.93 


2.59 
2.89 
2.70 


0.82 
1.17 
0.50 


11.33 


0.30 
1.25 
0.62 
3.08 
1.23 
6.04 
2.80 
3.31 
5 85 


24.50 


1.36 
3 25 
1.98 
0.46 


7.05 


0.38 
0.26 
0.19 
1.46 





ELECTRICAL 
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Built-in units help ranges match 1955 volume, but slump 


in home building depresses water heater sales. Built-ins 


account for 24 percent of range sales and 88 percent are colored 


PT NWHANKS to th ! f built-in units 
| electric ranges had just about as good 
ear in 1956 as in 19 lotal sale 
5,000 units just missed th 1955 
tal of 1,600,000, but there was a world of 
ference im the composition of the figures 
Standard unit iccounted for 1,400,000 of 
19 total—only 1,200,000 of the 195¢ 
t-in units, on the other hand jumped 
from a total of 200,000 in 1955 to 358 000 
1 195¢ 
be electri torage water heaters ther 
1) uch youthful prodigy as the built-in 
ill them out of a slight lump. Home 
ulding declined—and so did water heater 
m 900.000 in 1955 to 870.000 in 1956 


\part from the growing gains in sales of 
lt-in ranges, there were no new and start] 
iy developm« nts in either the product or 
marketing of water heaters and ranges 
Klectronic range and quick recovery water 
heaters have been on the market for over a 
ear. Color has already established itself a 


dominant feature of built-in ranges. And 
hile new developments, such as a combina 
n water heater-softener may be just around 


the corner, 1956 wasn’t the vear of their 


llowever, the jump of the built-in range 
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ill by itself and proves that 


STANDARD TYPES: 
Units Sold 

Average Retail Price 
Retail Value 
BUILT-IN TYPES: 


Units Sold 
Average Retail Price 





Retail Value 


STANDARD TYPES: 


Homes Owning 


Homes Without 
BUILT-INS: 

Homes Owning 
Homes Without 





external conditions (such a 


ing start may damage the 


lished ipphan ( like 


i fall-off in hou 
iles of old estab 


water heater new 


roducts write them own rule 


Any gam a 
thre qu tion how 
ent of Inanufacturer 


tartling PRICAT 


while naximum share of the 


ubstantial 
much 
isked thi 
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is thi prompt 


further? Most 


question by Enme 
put the built-in’s 


range market some 


Continued on page 292 


1956 1955 
1,200,000 1,400,000 
$255 $262 
$306,000,000 $366,800,000 
385,000 200,000 
$277 $285 
$106,645,000 $57,000,000 
Jan. 1957 Jan. 1956 
13,780,000 12,965,000 
33,635,000 33,035,000 
ae oes 
ade eam nIpRRCR Raa 


1954 
1,250,000 
$260 
$325,000,000 


100,000 
$289 
$28,900,000 


Jan. 1955 
12,086,000 
32,691,000 
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TELEVISION RADIO 
Total Average Total Average 
1955 1955 10 Years Yo of Market 1955 1955 5 Years % of Market 
Unit Sales % of Market 1946 1955 1946 1955 Unit Sales % of Market 1951-1955 1951-1955 
Maine 51646 0.10% 227,943 0.53G 33,845 0.48% 218,846 062% 

New Hampshire 27,106 0.38 148 548 0.35 25,444 0.36 99,249 0.28 
Vermont 23,010 0.31 75,692 0.18 21,715 0.31 77,828 0.22 
Massachusetts 209,843 2.84 1,657,906 3.85 285,495 4.03 1,199,027 3.41 
Rhode Island 36,442 0.49 266 ,323 0.62 43,751 0.62 189,431 0.54 
Connecticut 106,108 1.43 741 694 1.72 130,560 1.84 518,828 1.48 
New England 454,815 6.15 3,118,106 7.25 540,810 7.64 2,303,209 6.55 

« ————-——---4 ———---4-—- -. - —- — ~—---—- 
New York 678,187 9.17 5,432,487 12.63 1,034,577 14.62 4,662,816 13.26 
New Jersey 230 692 3.12 1,895 545 4.41 379,426 5.36 1,404,101 3.99 
Pennsylvania 483,391 6.53 3,596,248 8.36 532,461 7.5 2,654,214 7.55 
Middle Atlantic 1,392,270 18.82 10,924,280 25.40 1,946,464 27.50 8,721,131 24.80 

- ; Canta ; J = 
Ohio 395,395 5.35 2,988,373 6.95 42,241 6.25 2,126,900 6.05 
Indiana 202,427 2.74 1,231,889 2.86 $2,279 2.01 194,175 2.26 
IHinois 415,332 5.61 2,903,079 6.75 5,752 7.15 2,387,452 6.19 
Michigan 311,032 4.20 1,993, 345 463 39 666 4.80 1,505,483 4.28 
Wisconsin 168,040 2.27 892 509 2.08 125,892 1.78 108 529 2.01 
East Narth Central 1,492,226 20.17 10,009,195 23.27 1,555,830 21.99 7,522,539 21.39 
Minnesota 128,170 1.73 101 332 1.63 92,239 1.30 540,299 1.54 
lowa 112,875 1.53 617,992 1.58 74,810 1.06 469 426 1.33 
Missouri 197,310 267 1,115,971 2.59 148,079 2.09 857,920 2.44 
North Dakota 29,233 0.39 85,969 0.20 19,497 0.28 136,673 0.39 
South Dakota 10,875 0.42 80,028 0.19 20,926 0.30 136,308 0.39 
Nebraska 68,091 0.92 346 967 0.81 50,527 0.71 273,705 0.78 
Kansas 95 875 1.30 406 098 0.94 65,078 0.92 395,760 1.12 
West North Central 662,429 8.96 3,414,357 7.94 471,156 6.66 2,810,091 7.99 
Delaware 17,425 0.24 126,270 0.29 18,839 0.27 98 322 0.28 
Maryland 101,677 1.38 733,480 1.70 129,300 1.83 558,352 1.59 
District of Columbia 64,459 0.87 415,633 0.97 80,958 1.14 374,700 1.07 
Virginia 138,334 1.87 694,830 1.62 116,034 1.64 572,809 1.63 
West Virginia 82,967 1.12 380,700 0.88 41,316 0.58 327,196 0.93 
North Carolina 193,982 2.62 749 069 1.74 115,366 1.63 118,672 2.04 
South Carolina 98 820 1.34 324 288 0.75 58974 0.83 313,696 0.89 
Ocorgia 165,995 2.24 725,159 1.69 124,364 1.76 721,332 2.05 
Florida 257,611 3.48 811,860 1.89 141,000 1.99 183,517 223 
South Atlantic 1,121,336 15.16 4,961,289 11.53 826,211 11.67 4,468 ,596 12.71 
Kentucky 123,589 1.67 550,994 1.28 103,857 1.47 493,935 1.41 
Tennessee 150,060 2.03 611,834 1.42 91,073 1.29 565,049 1.61 
Alabama 129,423 1.75 491,112 1.14 89,180 1.26 496,878 1.41 
Mississippi 10.718 0.95 217 669 0.51 54,085 0.76 286.129 0.81 
East South Central 473,790 6.40 1,871,609 4.35 338,195 4.78 1,841,991 5.24 
Arkansas 83,882 1.13 963,744 0.61 38,040 0.54 273,636 0.78 
Louisiana 153,767 2.08 544931 1.27 85,409 1.21 531,330 1.51 
Oklahoma 105,754 1.43 518,303 1.20 55,359 0.78 394 282 1.12 
Texas 400 640 5.42 1,766,884 4.11 288, 830 4.08 1,663,768 4.73 
West South Central 744,043 10.06 3,093,862 7.19 467,638 6.61 2,863,016 8.14 
Montana 23,357 0.32 62,753 0.15 19,365 0.27 128 407 0.37 
Idahe 32,861 0.44 103,156 0.24 11,049 0.15 95,614 0.27 
Wyoming 1,786 0.10 22.997 0.05 9,715 0.14 60,588 0.17 
C 6lorad 54,401 0.74 285,780 0.67 47,354 0.67 278,378 0.719 
New Mexic 24 466 0.33 91,234 0.21 23,935 0.34 128,104 0.37 
Aritona 19 014 0.53 162.939 0.38 35,180 0.50 187,231 0.53 
Utah 28,989 0.39 185,206 0.43 25,593 0.36 138,878 0.40 
Nevada 9 620 0.13 30,280 0.07 9,015 0.13 43,114 0.12 
Mountain 220,487 2.98 944,345 2.20 181,206 2.56 1,060,314 3.02 
W ashington 124,845 1.69 617,574 1.44 86,125 1.22 513,709 1.46 
Oregon 89,198 1.20 307, 674 0.71 49,184 0.70 318,680 0.91 
iin 621,811 8.41 3,751,730 8.72 613,903 8.67 2,739,266 7.79 
Pacific 835,854 11.30 4,676,978 10.87 749,212 10.59 3,571,655 10.16 

we ooo 
UNITED STATES 7,397,250 100.00% 43,014,021 100.00% 7,076,722 100.00% 35,162,542 100.00% 
— . — a 
(Rad and Television Set Shipments to Dealers As Reported by Radio-Electron Television Manufacturer Associat 
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achieved in 1955 and 1954; radio moves up strongly for the 
best showing since the boom days of 1948; portables strong 


rrHoucnu th have omimon parciitage 
A th idio and television industries be 
} | 


haved in sharpl liffering tashion an 


lor the radio industry the vear was a lhighh 
ful one, If u disregard auto radio 

h have parate distribution channels 
wim ) to the highest figure nce 

suit ft t| television industry 1956 wa 
f reckoning, particularly at the manu 
turing level. Volume, measured either in 
of tactor production or retail pur 

a dropped below first of the vear esti 


I 


iat ind well i low 19 ) level Nor wcre 


IV industri headache over b thi 

end. Th problem vhich plagued 

facture! listributors and dealer during 

th vcar remain unsolved and at least one 

) manufactur i rie imnot see any pro 

f nprovement until the second quat 
Television 

It important however, to put last vear 


1'V performance in its proper perspective 


It wasn t a ““disastrou r even a “poor 








It’s an up and down year as TV production falls below levels 
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However, in terms of output, 1956 wa 
only the fifth best vear in industry histor 
Output of 7,200,000 units was below the 

75-million turned out in 1955, the 16 
millon in 1954 and 
Another headache wa 


car progr ed invento 


million in 1950, the 
> million in 195 
the fact that as the 
iv. But it was a tryin period for the im nes at all levels had climbed to a record high 
dustrs On November 
Nevertheless. th problem besetting thi 


| inventones had reached the 


6million level. Barring heavy Cliristrna 


industry as the year ends should not be al ‘les, industry experts were afraid that a cari 
lowed to obscure the fact that at retail 1956 wer of this magmtude might have a= de 

the third best vear in industry histor pressing effect on busin in the first half of 
Slightly over 7.l-million sets were sold as 195 


mpared to 7,421,054 in 1955 and 7,317,034 
in 1954. Last vear 
far better than the 6.l-million level problem ol portable television 


ed in the boom of 1950 and 1952 


You can't get very far imto inalyzing 1956 


performance however performance without coming up against the 


Continued on page 29 





; 
1956 1955 1954 
Units Produced 7,200,000 7,756,500 7,346,700 
Average Retail Price $190 $225 $230 
Retail Value $1,368,000,000  $1,745,212,000 —$1,689,741,000 
Jan. 1957 Jan. 1956 Jan. 1955 
Homes Owning 38,400,000 * "35,000,000 32,106,000 
Homes Without 9,015,000 11,000,000 12,671,000 


"NBC estimate 
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QUESTION: \W’:/! 


and active upport 


ipphi ice 


manufacturers give LBE. real 


QUESTION: What good doe 


do the appliance dealer? 








1 promotion like this 


This LIVE BETTER ELECTRICALLY 





What's In It For the Appliance 


| 11 ka i il ot preparato mid Hil 
onal vork, the industrywide Lave 


Bett electricall program | now 


in the words of project manager RK, bk, Bown 
ibout read to ask th ipphiance mdust 
for the rad 

hor Live Better Electricall that mean 
pel uading ipphance IV manutactures ind 
through them their distributors and dealer 
to contobute acti upport to this biggest 
t-all sales-building promotion yas to mul 
tipl its effect and make it pay off 

Because LBE is so big and so broad in 
ope, that’s a large orde: \nd the muinute 
ilesman Boian and other tart asking tor 
t they're going to get questions back betor 
thre ret any answel 


Some of these question Boian is now read 


to answel KkecectRicaAt, MERCHANDISING 


isked him eight that are almost sure to pop 
up mn the minds or on the tongues of the ap 
Some of them poh 
it what might be sensitive area 


don't vet admit of full answers 


| 
bluntl 


Other 


because only 


phance industry, 


tirne ind expenenc can provid the answe! 


One of the first-—and most delicate prob 
lems that Bown and Live Better ha had to 
face 1s doubt of the altruism of G-l pon 
ol hip Starting with it losed circuit tele 
cast to industr people in som cities last 


lebruary, which cost in the neighborhood of 
> 300,000 LB ha pent i lot of Gl 


EESULED NS inagazin Kl 1 ow 


Meet Mi Swenson 
. 7a pag msumer booklet, a national net 


work ‘T\ how, TV comm i busine 


money on 


imimute color film 


124 


ind the salanes and maimt 
h-powered staff Historic illy, 


in the rough-and-tumble world 


publi ition ad 
nance of a hi 
manufacture 

chandi iy ha ( 


' ' 
ot ipphan ( iL edulous! 


ivoided spending their own money for the 
benetit of npetition Any industry pro 
notions have been left in the hands of non 
ronht oup 11k the National Electrical 
Manufactures \ ation and the Edison 
electric Institut 
L here no doubt that G-k has r 

the historical pattern, but it equally obviou 


that Live Better ofhcials have had to worl 
to prove if 


Better Electrically been 
i Gl | 


originated 
Are other manufacturers SuSpICcIOU 


QUESTION: ! Jas Liv 
hurt by the fact that it wa 
project 


or withholding 


BOIAN: [Is 


Sure, we've had some 


upport because of this? 


elf-evident 


resistance 


been a problem 
from util 
ties as well as from manufacturers 
just couldn't believe 
that altruistic 


utility mdustry 


that the program was 
But we've ridden it out in the 
ind we're making such good 
progress with manufacturers that we expect 
m eventual 100 percent understanding 
Behind G-b. sponsorship of LB is the 
imple fact that the need for such a program 
evident Residential 


been keeping pace 


has been imereasingly 
hasn't 


ippetite for the new multi 


wiring capacity 
with the publ 
plicit ind big current 
G-E, like 
could see that 


market foi 


of appliance products 


cating items lke aw conditioners 


many anothe manufacturer 


} tl 


Th he devel pment of a 


JANUARY, 


Some 


ipphiance ould be pecded up the whol 


industi productive potential would be tied 
artificial limitation What was 
i program that would sell elec 


o thoroughly that 


down by 
needed Wa 
' 


trical living 
by 1960 th 


o well and 


iverage residential consumption 


of electricity would jump from 2,900 to 
+,500 kwh a year 

Such a program would have to be just 
ibout thi biggest thing that ever hit the 
ippliance industry l'o get it started would 


equire a push so hefty that only a limited 
could even Con ide 


the fu 


number of manufacturer 
it. G-E could and did, hoping as 
Dig hecks were wned that othe 
would join in. By late fall of 195¢ 
ome 39 manufacturers (including Westing 
Admiral, Sylvania, 
had indicated a willingnes 
though at thi 
Westinghouse had really gone 


hdd 


facture! 


house, Philco, Frigidaire 
ind \\ hirlpoo! 
to tie in to some extent 
vriting onl 
illLout with a fully cooperative program 

QUESTION: Are other appliance manufacture: 
merely giving lip service to LBE or are they 
going to give it real and active support? Do 
any of them have concrete plans ready for 
promoting LB: at the retail level in 1957 
BOIAN: In 1956 the objective of Live Bet 
ter Electrically was only to announce the 
program to manufacturers and enlist their 
moral support, but on their own initiative 
a few of them formulated detailed program 


Many 


other appliance manufacturers are now devel 


for their segments of the retail trade 
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QUESTION: Wha 


t form should manufacturer 
parti ipation take 





Program, Mr. Boian 


Dealer? 


‘tai fo promot LBL: 


| 
durmg 1957 and will announce thes plan 








through their normal distribution channel 


Some tf th upport LBI ot im 195¢ 
irprisingly extensive inticularl in 
f the fact that man ther manuf 
t 1} hae hei d t ! ind 
not 1 plan vrapped Ip by th tin th 
nrst | ird of Li r Bette | | tricall \\ 
inghou ror example plu | ith 
ft con ner magazine ads and I\ nim 
luring the political convention 
| n though LBE ha ilread ittcen b 
tantial evidence of real Iipport trom: man 


f the most powert il names in ipphia wees and 
television, Boian thinks that if the promotion 
to attain its goal ery nearly all manu 
facture will ha to participate \t th 
moment t loo I rst t thy Wn wil 
He A ctl | hie \ | thi th Hall 
r il] in the it iotl 
} } | 


LBE manager R. E. Boian has spent a year sell- 


QUESTION: /f LB! expects manufacture te ° efe.e . . . 
sitiste aud. diet setail procettion, wheal ing utilities on the biggest promotion in the 
rm sh ld this take 
ele: 00 TAM mitasdin dis se eae history of the electrical industry. Now he’s 
to dictate to manufacturers how to use th ° . * 
sad ints ie dah aoc ready to start selling the appliance industry— 
Ideally, the materials should be used more 


reatively than merely as drop-in element an activity that is certain to raise some of the 


1 advertisement Manufacturers will want to 


se their own ingenuity to make the symbol questions asked in this interview 
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STOCKING STEREO COSTS YOU NOTHING 
WITH V-M MATCHING STEREOMATES ... 


... Complete Tape Recorder, Complete Hi-Fi 
V-M TABLE MODEL STEREOMATES 
Phonograph and Stereophonic, Too! 

‘Celeste’ Table Model Tape Recorder teams with the 
V-M, first to bring stereo to the at-home, mass music “Wy r) “. p é Se aes 
Fidelis’" Hi-Fi Phonograph or any other amplifier 
lover market, today offers the only popular-priced, dual 

speaker system to play stereophonic tapes. Optional legs 
purpose stereophonic equipment actually sales-proven 


: convert both units to easy-to-sell consolettes. 
over the counter, year after year. Yet, stocking V-M 


stereo doesn’t cost you a dime. What’s more. V-M en ‘Celeste’ is a complete, top-quality tape recorder. It has 
joys an overwhelming consumer acceptance. Stocking three hi-fi speakers, external amplifier and speaker jacks 
V-M means profit and more of it. Sell V-M STEREO . all the top customer-wanted features. Styling matches 
MATES together! They’re terrific sellers separately, too! ‘Fidelis’. Model 750 in fine-furniture Blonde or Mahog 
Sell one now, the other later! However you sell them, any finish, $259.95 List’ 

you'll be a lot of profit ahead with V-M! ‘Fidelis’ is a smartly contemporary hi-fi table model with 


three speakers and exclusive V-M Siesta-Matic that pro 


- = Save Storage Space . . > . wees 
v-mM pe pair an tects hi-fi performance for years. Model 560: Blonde or 
Save isplay Space ‘ 4 ik i p . 
STEREOMATES ... @ Save You Money Mahogany, $149.50 List*; Walnut, $154.50 List*; Ebony, 
@® Satisfy More Customers More $159.50 List wf 


A. 

V-M PORTABLE STEREOMATES 
\ portable pau that sells people who like to take their stereo ple sure 
with them 
fape-o-malte 18 a complete, prot sional qu ility t ipe recorder with 
hwo speakers external implifier ind speaker jacks ind all 
famous V-M features. Model 711 in two-tone gray, $209.95 List* 
Monaural Model 710, $189.95 List* 
V-M Hi-Fi Portable is a distinguished and matching travel companion 
for tape-o-matic. It has Siesta-Matic, two speakers, and it plays 
everything on records. Model 556 in two-tone gray, $119.95 List 

ational advert pre-sé your customers. Ti for even more profit! See Your V-M tributor today 


the oice 





of Music 


V-M CORPORATION, BENTON HARBOR, MICHIGAN . WORLD'S LARGEST MANUFACTURER OF PHONOGRAPHS AND RECORD CHANGERS 
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Dishwashers & Disposers 





Dishwasher sales top $100-million for the first time in history 


as both appliances set new unit records. Further gains are 


expected in 1957, but builders will get half the volume 


RAND me il cord vere estab 
B lished in 1956 by both dishwashers and 
cisposers [TO th econd year in a row 
the most 


remarkable thing about them 


] 
t th Vili almost surel be broken in 


biecrrRicAL MERCHANDISING’S estimate of 


ie! ile 400,000 unit 35.59 pel 
t better than the 1955 record of 295,000 
lhe onl ritical comment that can 
ibout this progr that the gain 
is big percentagewis 1 the 
nt gain made in 1955 ilthough it wa 
lightly greater in unit 
lor dishwashe this was the fourth straight 
from a 195 low of 175,000 unit 
\\ " f 0) | )5¢ i} 
} i ta itl f $116,000.00 th 
ICK ta that i hy i 
t ed «th mill 1 ngu 
1) vil j out lishwashe 
ASU, didnt I 
But hi t p rit i ! 
iit i » ft j At an 
th t ! \\ 
i i itl i ta 1 yt ( + 


Reasons for a Rush 


ime factor vhich were fr pon ible 


in both these ipplan 
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in 1955 were at work again in 1956. So r 
markably effective have they been that the 
Wall St. Journal of November 20 attempted 


to analyze some of the basic causes, conclud 


that, for dishwashers, they were (1) low 
turation tepped up merchandising 
cftorts, and (3) new models and detergent 
Ihe paper also pointed out that most hous: 
vives have already bought such things as auto 
matic washers and, with plenty of money to 
pend, are looking around for the next logical 
VOTR iVihy ai 1c 

Manufacturer 


nf reason 


themselves offer some differ 
I] tpoint, for example, attribute 


consumer and dealer a 


the mcrease to | 


ceptance of portable models which opened the 
door to thousands of dishwasher sales which 
would not have been made with permanenth 
installed model ( the increased number 
of higher priced homes which builder to 
make these homes more saleabl equipped 
with dishwashers,” (3) “growth of consume: 
and (4) “the trend to lowe: 
prices of leader models advertised in 1956 
Another maker also attributes it to portabl 
model risihy 


by builder 


icceptance, 


onsumer acceptan wd 4 


Role of the Portable 


\pparently the portable dishwashes ilse 
called the rollaround or mobile) is responsi 
ble for more of the increase than some manu 
facturer vould have predicted a vear ago 


| 
Qf course, maker 


opinions on the po table 


Continued on page - 


1956 1955 1954 

Units Sold 400,000 295,000 215,000 
Average Retail Price $290 $306 $300 
Retail Value $1 16,000,000 $90,270,000 $64,500,000 
Jan. 1957 Jan. 1956 Jan. 1955 

Homes Owning 2,201,000 1,838,000 1,572,500 
Homes Without 45,214,000 44,162,000 43,204,500 
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The 
RIVIERA 


One of 16 
Jitra-Modern Ree 
and Rotary Model 
eature and 


to Close 


The Right Mower Line— 


the Right Profit Plan— 
for the Appliance Field! 


Moto-Mower is a line you can display proudly alongside the finest of 
modern appliances the leading name in the mower industry with the most 
1957 Moto-Mower Profit Plan is a plan 
This combination 
it will make 


exclusive selling features! The 
designed to fit perfectly into appliance merchandising 
is making money for leading appliance dealers everywhere 


money for you! 


Here’s Why— 


© Longest Discounts in the Industry— 
Throughout the Year! 


® Non-recourse, Non-reserve Consumer Time 
Payment Plan* 


® 50-50 Co-Op Advertising Plan (unlimited) 

® Factory-paid Local Newspaper Ads 

® Factory-paid Local TV Spots 

® Free Displays and Selling Helps 

® Big National Advertising Program Including 
LIFE and POST, etc., reaching 17 million readers 

® Prospect Coupons from National Ads 


Nation-wide Service Organization 


MOTO-MOWER-—often copied but 
never equaled! 











See Your | Moto-Mower Division, Detroit Harvester Co. 


Distributor or 1 625 “G" Street, Richmond, Indiana 


Send Coupon 


4 Please send me complete Preferred Dealer Plan and full 


for Details of color descriptive literature on the 1957 Moto-Mower Line 


Moto-Mower's 


4 
Sensational | Name 


PREFERRED Si Seni 
DEALER PLAN im 


| Address 


"Available in most states | City State 


Everything Adds Up to a Record 1957 





CONTINUED 


More money to spend 


ne inrving the econ 
j fon high the consumer 1 
x pe ted to prosper ilso. And pro 
CTOU isummMe4#rs pro ice i read 
market for appliances. According 
to a recent survey by the Surve 
Research Center in Michigan, con 
umer Optimism has never been 
higher 

Phi fecling of 
created by the fact that consum« 
micomne ha never highe: 


And be ILiSsé ot 


ha ( ilso if 


well-being i 


been 
this, 
cumulated 


consume! 
more 


while 
ame time making bigger r 
their debt Thu 
their financial position is extremeh 


ings than they’ve ever had 
it the 


payment mn” 


good 
after taxes 
should reach a whopping $300-bil 
lion in 1957. This would be an 
increase of about $15-billion over 
last year. ‘Thus there 
on for consumer optimism 


Consumer imcome 


is good rea 
With 
in incomes if 
there will bo 
in ut im personal income tax 
rate this vyé Instead, the Ad 
ministration will try to 


uch a great increase 


ecms unlikely that 


| 
i 
balance 
the budget and reduce the federal 


lebt his position would be r 


ersed if there were a serious down 
turn m= busine vhich now scem 
im unlikely prospect 

Bit Mi higan Surve' il 


pointed out another fact significant 
There is ne 
saturation of de 
mand for a particular 
OSU! \s long a 
tecl well off, the 


t ipphan ce dealer 
uch thing 1 
product by 
OUSUuTel 
continue to want 
ind better good I hie 
their standard of 
their incom 
rating—will allow 


more good 
vant to 
I} 


! 
up radi 
hi’ i itl h i 


md credit 


Retail sales should go up 


Thu consumer we expect 
te pend a total of S250 billion fol 


FROM PAGE 104 


of ippro 





ices thi it 

| unately $15-billion over 

156. And of their total expendi 

tires. about $36.3-billion will be 

for dural goods—cat ind uppli 
ince 

Lhe rest of thei 

be for nondurabl 

ices. Nondurable good 

ount for about $1 


hould 


pen ling will 


good ind CI 
hould d 


38.5-billion and 


ervice imount t SYS 


billion. 
Thi hould 


push total retail 


iles up another five percent in 
1957. With 1956 Christmas sales 
breaking all records, this would 


make 1957 a good year indeed. 
What they can’t or don’t want 
to buy for cash, consumers will get 
on credit. Last year total consumer 
credit outstanding hit an alltim« 
high of over $40-billion. ‘There is 
likelihood that consumer 
will continue to push the amount 
on the cuff still higher during the 
coming year. Installment credit 
has become an accepted method of 


every 


onsumer hnancing 
At the same time that consume 


ir pending » freely, the il 
ilso tucking away money f 
rainy da Last year onsuime 
vere saving about seven pel ent of 
their income—compared with onh 
ix percent in 1955. But with con 
ulcer mcomes rising, if 1 expected 
that onsumel vill continue t 


ibout seven percent of 
during the 


put wa 
thei noom ming 
Cdl 

In the unlikely event of a decline 


Hh COMSUMICT MmCOTN the ComMSstuine 


ia mone in the bank to dra 
ipon to mtinue repayment on 
installment purchase ind onl 
temporarily interrupt hi Vill 
More people to buy 

In addition to these plus factor 


for the economy, there is the ad 
ditional factor that there will be 
Continued on pa 

















AND THIS |S OUR FINAL TEST DEPARTMENT 
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“a 


This Speed Queen is the 
most dependable and trouble-free 
automatic washer you can buy! 


Bow!l-Shaped 
Stainless Steel Tub 


Guaranteed for a lifetime 















































All-Porcelain 
Drain Tub 


Assures complete rust-proof 
protection to washer interior 


Double Ball Bearing 
Assemblies 


Give solid support to spin 
tube shaft, top and bottom 


Fluid Drive 


Eliminates friction and 
mechanical strain, Prevents 
off-balance spinning 


Arc-cuate Drive 
Transmission 


Guaranteed for 5 years 


Wlus 


Automatic 
Lint Remover 


Operates 
automatically- 
no screen to 
remove, no 
attention 
required. 





With the increasing number of automatic appliances playing 
a daily role in modern living, cost of upkeep has become a 
major item of user concern. 


That is why the assurance of DEPENDABILITY is one of 


your most powerful automatic washer sales tools .. . 
... IF you've got it! 


And your best answer to that big IF is Speed Queen ... 
America’s best-built, most dependable automatic washer. 


SPEED QUEEN, A Division of McGraw Electric Co. 
Ripon, Wisconsin 


SPEED | & | QUEEN 


J 


Visit Space 11-103 -Mdse. Mart, Chicago 
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Spring Selling Spree gives you a honey 


” SPECIALS 10 


UNIVERSALS 


= 2 


>” UNIVERSAL 


yw hh 
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* 
7 





the Bargai America’s No. | Coffeematic is a bargain 


at any price. Chrome on solid copper for 
: quality, automatic convenience without 
that brings ‘“*" 
an equal and styling that makes every 
’ in! “ , »e¢ 
em in: other a “‘last year’s model.” Stock the 
Universal Coffeematic that sells on sight. 


From $26.95 








Add to your Boost your profit margin on every toaster 
profit with with this Baker's Dozen Deal. Companion 
to the famous Coffeematic, fast toasting with 
1 FREE Reflector-Control that toasts any bread 
to the same degree without adjustment. 
for every 12 It's featured to please and priced to sell. 2 
Only $19.95. 


UNIVERSAL foe iu’ Dy ow 
BONUS-EXTRA 
DEAL! Here's your chance to boost your 


profit on every one you sell, Featured 


FREE to do better, faster, easier ironing with 
big over-all steam pattern, Jiffy- 


Switch change from steam to dry 
and the switchover cord for left 


handers. Only $16.95. 


with every 12 





Universal is “laying it on the line” this Spring to make more sales . . . more profits for every dealer carrying 
Universal housewares. And we're letting every consumer know you've got these specials with a barrage of dds in top national 
magazines starting with a big double-page spread in the April 2 issue of LOOK, on the stands March 19. Be sure you're 
stocked up with a full line—put ‘em out front, and watch that Spring Selling Spree take hold. 
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of a promotion... 


SWEETEN YOUR SALES! 





) ‘ 
universat. Ailonatc, Frying 
get fast turnover with a Offer this big 11'/2-inch automatic frying pan for only $22.95 


FREE $300 COVER with the cover it needs, FREE. Here's a package price that 
_ beats ‘em all. Universal gives you all the frying pan features 
. that women look for, including accurate controlled heat 
and a new low Price ind with sealed-in unit that lets pan and controls be immersed 


of $22.95 for easy washing. Here's a bargain you can bank on to bring 


in customers and sell ‘em quick. Stock up now. 











ina clei sigue ¢" ue 3 


+ 05DAZEY Ie ERUGHER 
FREE! 


with every Mi / i | 
A sure-fire bargain no one will pass up. They save 
$9.95 on this perfect combination . . . you double your sales, Stock up 
now for the summer drink season ahead. Put it out front . »w— 
housewives will want this big extra value. A UNIVERSAL 
MIXABLEND, the handiest helper you can own PLUS 


the famous DAZEY TRIPLE ICE CRUSHER — FREE! 
A $57.90 value for only $47.95. 











Make More in’57.... 


GO UNIVERSAL! 





LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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I summers around as the yea 
goes on. By the end of 1956 tot 
population was over 169 million 
With th urrent rate of birth 

) population should increa mothe 

° 1.5 percent in 1957 

; New members will be added t 
the labor for too—although at 
lower rat because of the low 

: birth rate during the '30s. Addi 

s tions to the labor force have aver 

‘ ied about $00,000 in the past 
tew years and should amount t 
iround this figure this year 

With new people coming int 
the labor force and with continued 

: increases in productivity (more efh 
cient utilization of labor and ma 
j chines) the prospect is that unem 
i ployment might increase slightly in 
; 1957. In the final months of 195¢ 
: uncmployment dropped below 
? 2-million for the first time in three 
years. However, this level will be 
’ difficult to maintain, particularly in 
icw Of seasonal lavoffs in some in 

j dustries 
Thus, all kinds of consumers ar 
: expected — to prosper—even — the 
‘ farmer. For the first time since 
1951 farm incomes showed an in 
= crease—rather than a decline. Cu 
i. rent estimates indicate that net 


; farm mcome in 1957 may be up a 
, i) much as five percent. ‘The prospect 
bees Fs tke Wis ee is for improvement in the one ek 
ment of the economy which ha 
been consistently gloomy for th 
past hve year 


And because farm income ha 
e been down for so long, farmer 
heating hould have i backlog ot demand 


for good I\ ct radio free7 
ers et 


more 
elements in more appliances — 2"!!! 


ihead, the other important element 








in the econom picture rovern 


from more manufacturers a Eger Pole 


tate and local level 





Government spending in 19 
; 


than ever before: vn OES 


ments will spend ili idditional ‘4 





to $6-billion during the omin 
vear. lederal defens« expenditure 

ire rising, and state and local 
— ‘ ernment purred by the new high 
It’s breaking all previous records for the Driver-Harris Co.! And you're bound to way progrem—will set more int 
profit too... because Nichrome* can help you make more sales—and more extra- construction. Thus the govern 
profic sales! It’s so easy. Your customers trust Nichrome quality. So tell them ment, too vill be helping to su 
é. 1” tain a high level of economic a 

“This appliance is equipped with Nichrome Heating Element’. These few words 


tivity 
speed the sale of electrical appliances at every level of distribution. 


Ihe outlook for the economy in 
general, and for appliance dealer 






in parti ular, is strong for the vea 
ihead Increasing il ot uci 
Sichrome \ Nac"orrunened growth products such as hit | 
IV and air conditioner t the 
ee a . vith sale f th Id stand 
#, a V1VeCrV- aAVVIS COMPANY hould add up to total sale I 
plian i mounting to i 
HARRISON, NEW JERSEY mately $9.0-billion in 1957. It 
7 would amount to a un of 
“ta aig 8 million th ] 
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— WESTINGHOUSE TV 
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eon octets eae” 


“UNG MINE / 


... the selling-line you can use 





to close more TV sales! 









— 


>. 


















meme WESTINGHOUSE 


For the profitable 


“second set market... PERFORMS AND SEL, 











No other Portable TV is so easy to sell! Here’s the one 
athndacssitsscnecpbimnibasacalvwioenumnaiaasens Portable TV you can literally “sell on sight!” In side-by- 
side tests your prospects can see it has all the brilliance 
and contrast of a full 21" console—no weak, washed-out, 
fuzzy pictures! In side-by-side tests they can see its 
outstanding “Taper Trim’”’ styling by Raymond Loewy! 


And, look at all these other quality selling features too! 





Full picture power for maximum brilliance! 


Full “big set’”’ tube complement—nothing left out! 


Silver Safeguard Chassis—80% printed circuits! 


Cool horizontal chassis—easiest to service, 
lasts longest! 


90° Aluminized picture tube! 
Lightweight all aluminum cabinet! 








hn 
| Un WESTINGHOUSE PORTABLE TELEVISION 
vie 


14-inch over-all diagonal, 105 sq. in. viewable area. 





147171: Turquoise & Sand 





17T178 


Ss 


moke Gray 





OV ONS eee 


WESTINGHOUSE PORTABLE TELEVISION 


17-inch over-all diagonal, 141 sq. in. viewable area. 


177176: Turquoise & Sand 177177: Terra Cotta 


ONLY PORTABLE TV STYLED BY 
RAYMOND LOEWY! famous for 
pace-setting automobiles, farniture 
and interior design. Striking “Taper 
Trim” design is a totally new con 
cept in portable television styling 
and beauty! 


«+. and! for your biggest 
profits of all! 














. NEW WESTINGHOUSE | 
chp giv. 22 MOF 


Every 1957 W 
sends! Actuall 


pin-point shary 


= ad SF 4 a a 


Now! You can : 
wants—a sharp 
FCC standards, 
band signal. To 
every 1957 Wes 
amazing “Broa 
show prospects 





Availabl 





ll —— 
| —— rh si 
wit %) 
ie 
aesign 
incnore 
ORDINARY “NARROW BAND” SETS WESTINGHOUSE “BROAD RAND” TV and moi 
wide Dal is built to reproduce everything the T\ tation j ‘“ 
blurry deta end! See crisp, sharp detail. Full range of 
wel “middle tones’’ add new life-like realism. 








9E BROAD BAND TV 
AORE PICTURE DETAIL! 


y 1957 Westinghouse set is engineered to receive ALL the TV station 
is! Actually reproduces 22% MORE detail for clearer, crisper 


yoint sharp pictures! 


Now! You can offer a feature every TV prospect 
wants—a sharper, more detailed picture! To meet 
FCC standards, TV stations transmit a full wide 
band signal. To receive all of this wide band signal, 
every 1957 Westinghouse set in the line has 
amazing “Broad Band”’ reception! Now you can 
show prospects pictures that are breathtaking in 





their realism—pictures ordinary ‘narrow band” 
sets simply can’t reproduce! Detail that’s pin-point 
sharp instead of blurred! Tones that are beautifully 
modeled instead of harsh and contrasty. But, 
that’s only the beginning! Westinghouse 1957 TV 
features every advance known today to give you 
the hottest line in TV history! 














JUST A TOUCH AND WESTINGHOUSE POWER TUNING CHANGES CHANNELS NO FIDDLING WITH VOLUME 
quietly, instantly . . . by-passes unused channels automatically! every time you turn set on. 
Operates independently of 
Volume Control. Just push, it’s 
“on”... push, it’s “off!” 


WESTINGHOUSE REMOTE TUNING... 
controls volume, changes channels, 
fine tunes from any place in the room. 
Available as an optional accessory. 











EXCLUSIVE WESTINGHOUSE 
SILVER SAFEGUARD CHASSIS! 


The most dependable. trouble-free cha 


90° Aluminized Picture ibe. Advanced | 














New “Short Line’ 
..- only the 
fastest-selling 


models... built-in 





. > step-ups... 
no inventory 


headaches! 


MER aR 
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Featuring for 





THE ALDINE 
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M ode } 






B 


TV station 
, 


band”’ 
pin-point 
beautifully 
But, 

1957 TV 
rive you 








} WITH VOLUME 
yu turn set on, 
~pendently of 

rol. Just push, it’s 
h, it’s “off!” 


x 
J 
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a 
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New “Short Line’ 
..- only the 
fastest-selling 
models... built-in 


step-ups... 








no inventory 


headaches! 


THE BELMONT: Salk tarting Table Model with “Broad THE CLAREMONT: Gleaming Table Model with “Bri 

Band" receptior Pu Button On/Off. Mahogar Band" reception Power Tuning Push-But 

Finish. (Model 21T180 On/Off. Mahogany (Model 21TR181) or Limed-( 
Model 21TR182) Grain Fir 





Pee tie as ike bey, ee 
WSS RIS OS: ee 


Featuring for today’s more compact, functional living... 


WESTINGHOUSE SLIN 


Brilliant new table models and consc 








THE ALDINE triking Console wit! sroad THE ARDMORE: Luxurious modern console THE FRANKLIN: Dazzling “Slim-Trim” © 
Khand receptior Push-Button On Off vitl Broad Band” reception, Power Tur ole wit! Broad Band” re eption Po 
Mahogar y M ode kK 1S or med-Oak ng, Push-Button On Off Rich Limed-Oalk luning Push-Button On Off Mahoga 
Model K1s Grain Fu ! Grain Fu Mode IK R189 Grain Fir M ode PIKRI&S 





Now, Westinghouse, in keeping with today 
trend to smaller, more functional furniture 
styling, sets a new pace in television design. 
Lower, slimmer, smaller cabinets that fit 
tastefully into any room decor. 


—_ em 
ee ee 2 a a 
me 





THE MELROSE: Deluxe Table Model with “Broad Band” 
eception Power 7 ining Push-Button On/Off 


Mahogany (Model 21TR183) or Limed-Oak (Mode 
1T'R184) Grain Finish Ordinary Console >! 


New Westinghouse 


Buttor 


< 
/ze of 
“1- Oak 9/2 


“Slim-Trim"™ Styling 


“STYLING! 


f / "| 9: ‘i / . THE BUCKINGHAM: \alue packed Consol 
dels and CONSOle€Slover-al/ diagonal, 243 sq. in. viewable area. with “Broad Band’ reception Push 


Button On/Off. Mahogany (Model 21K1485 
or Limed-Oak (Model 21K 194) Finish 


eo oe ee ee ee ee ee ee ee ee ee ee 


a me ee 





THE BEVERLY: (Console Beaut ith 
Power Tuning Push-Button On/Off 


21K R190) or Maple Finish (21K R191 


you can Be SURE...1F rs Westinghouse 


Television Radio Division, Metuchen, N 












BIGGEST NATIONAL AD PROGRAM 
IN WESTINGHOUSE TV HISTORY! 


Sending prospects into your 
store week after week after week! 








MAGAZINES! 











| PLUS! A PROFIT BOOSTING 
MERCHANDISING PROGRAM 


‘ 
boostir r direct and 
limt 


CALL YOUR DISTRIBUTOR NOW! 


Get full details on how you can cash in with Westinghouse TV! 
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original group of 16 (1951) to a 
total of 32, a 100 percent increase. 
The figures which are charted 
are thus strengthened numerically, 
and because of the fact that many 
of the newly reporting power com 
panies supply major service areas, 
reported sales figures are in propor- 
tion. Included among the latter 
are Commonwealth Edison (Chi 
cago) and Dayton (Ohio) Power 
ind Light. A complete listing of the 
reporting utilities broken down br 
United States regional areas will be 
found clsewhere on this page, a 
tudy of which will convey to the 
reader the national characteristics 
of the overall charting 
Since the inception of the stud) 
in 1951 two questions have ré 
peatedly arisen. How are these fig 
ures arrived at; and how accurate 
ire they? It is important to recog 
nize that the chartings do not rep 
resent an industry total. ‘They are 
computed from the reports of th« 
utilities as already outlined 
hese utilities report their own 
monthh ile if they merchan 
cise dealer iles in the territory 
they serve, or both. While th« hg 
ures are admittedly not all inclu- 
sive, the power companies in this 
veal tudy service portions of 
each of the nine geographical sub 
divisions of the United States, and 
report on 10 to 20 percent of to- 
tal industry sales, depending on 
the particular appliance. To illus 
trate, total sales of ranges during 
1955 amounted to 1,600,000 units 
Vhirty utiliti in the attached 
charting reported sales, month by 
month, totalling 306,315 units, o1 


19.1 percent of the year’s sale 


The Season for Majors 


Comes the chill blast of winter 
weather and consumer resistance to 
the purchase of a refrigerator or 
freezer increases proportionately. 
ELECTRICAL MERCHANDISING’S 
study revealed that during 1955 
refrigerator ink to 6.37 percent 


of the year’s sales total during Feb 
ruary while freezers registered a 
low of 6.55 percent for this same 
month. Refrigerator sales started to 
park in early spring with sales ri 
ing to 5.87 percent of the year’s 
total during May, continuing up 
ward to 9.78 percent in June, and 
limaxing vith a high point of 
11.09 percent during July. Freezers 
howed similar activity on the deal 
Cl mid-summer ledger sheet pe ik 
ing at 31 percent in July, level 
ing off to 10.63 percent in August 
ind maintaining a relatively high 
period of sales activit throughout 
Novembe kor the Septemb« r 
Octob ind November period 
freezer howed 25.83 percent ot 
innual sales for the vear 
Electri rang both tandard 
ind built-in types could be counted 


ELECTRICAL 


When Appliances Sell Best 


CONTINUED FROM PAGE 109 
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on to show a slight sales pickup 
during early spring and midsummer 
with a total for the months of May 
through August 35.12 percent. De 
mand for ranges throughout the 
year remained relatively stable at 
no time falling below 7 percent, 
an indication of then importance 
as a bread-and-butter appliance in 
the dealer's inventory 

Still another major aid to the 
homemaker, the washing machine, 
followed a fairly even sales plateau 
dunng 1955 with percentages rang 
ing from above 7 percent to just 
under 10 percent for the twelve 
month period. Greatest consumer 
demand occurred in the fall, 27.74 
percent, during the months of Au 
gust, September and October. 

Autumn’s entrance upon the sales 
scene brought with it an increasing 
consumer interest in the clothes 
dryer. September saw the start of 
this trend, 9.50 percent of the 
year’s sales concluded during this 
month alone, and the total rising 
rapidly through the following 
months to climax at 14.44 percent 
in December. Sales during this four 
month period accounted for nearly 
50 percent (49.73) of annual sale 
Low point for the dryer occurred 
in the summer months when the 
housewife’s task of facing up to an 
outdoor clothesline did not pose 
such a grim prospect 


The Personal Comfort Group 


Appliances dedicated to the job 
of bringing seasonal comfort to the 
buyer quite naturally followed a 
pronounced high-low cycle in their 
sales. Electric blankets, gathering 
dust on dealer’s shelves in June, 
July and August (4.69 percent), 
picked up speed as the weather 
turned colder and found their big 
gest sales vogue in December, when 
34.06 of °55’s sales were made 
Aside from the weather considera 
tion attached to purchase of an ele« 
tric blanket, this high point made 
it amply evident that this was an 
apphance highly thought of for gift 
giving 

Weather also played a large part 
in determining the sales season for 
ur conditioner Karly birds wer 
buying is ¢ irl 1 M lV, 12 77 pel 
cent of annual sales, and peak pe 
riods as determined by the study 
indicated percentages of 14.99 per 


cent in June and 28.24 percent in 
July Cumulative il total for 
the period May through August 
imounted to an IMMpressive 70.47 
percent 


Among the other major appli 
inces ironers and dishwashers found 
greatest favor during December, and 
sold at relatively stable plane ; for 
the balance of the year. ‘The former 
rose to a sales level of 13.)1 per 
ent during that month; the latte: 

Continued on page 144) 
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WHAT COLOR! 
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Vour Dearborn representative is on 


his way now to show you and tell 


you all about the completely 


new line of Dearborn air coolers for 


1957. Watch for him . . . he’s got 


a ‘story’ you'll want to see and hear 


OV) Ay 1 Ii(S - 


4 


Porborn 





SELLS THE SWEEPING NEW CHANGE IN 


J 
\ 7 0:00 SECONDS... 


Gibson automatic Air-Sweep louvers 
at full right. Outside manual louvers may be adjusted 


Gibson 


EASIER TO SELL WITH MORE TO TELL 





@ 17" Trimline Design fits all windows—flush 

inside or outside without unsightly overhang 

@ Dust Magnet electrostatic filter, Magneti 

cally attracts pollen and dust as tiny as 

1/25,000th of @n inch. Permanent and 
washable 


@ low Amp Models use 


circuit current 


regular household 
j 


EN 5 


take only 7.5 amps 


@ Auvtomati 


models 


Thermostat standard on all 


« 


@ Hushed Whisper quiet inside and out due 


to efficient twin wheel-type blowers. Gives 





super jet cooling 


@ High Power 


per kilowatt 


Factor delivers more coolin 
9g 


EUS ety DEM Gt BBS IO 


. Pushbutton controls for 


quick selection of 


cooling and ventilating speeds 


@ Dehumidifies up to 8 gallons of moisture per 
day 


@ Sliding Panel converts from maximum cool- 


Ee ae a - 


ing to maximum dehumidification 


ee ee ee See 


@ All intake 
| feature—outside air filtered before entering 


Trimline Models with Fresh Air 


room 
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SECOND 
DEMONSTRATION 


ROOM AIR CONDITIONING 








f ] 
\ , s7 0:02% SECONDS... 


Air-Sweep louvers snapped at mid- 
point in their sweeping motion 


4 J 0:05 SECONDS... 


full sweep completed! Louvers make 
12 side-to-side sweeps per minute 











> 








Yes, the first 5 seconds show your custom- 
ers the most sweeping change in air-con 
ditioning history! Exclusive automatic Air- 
Sweep ends the “closed-in, closed window” 
feeling keeps air in constant draft-free 


circulation increases cooling capacity 











speeds cooling time from a “hot room” 


start. With Gibson you sell air that’s fresh 


EXCLUSIVE AIR-SWEEP ACTION! 


Separate Oscillator motor drives louvers—sweeping side-to- 
side continuously, automatically. Can be stopped in any 
position when desired. Finger-tip bar adjusts outside louvers 
to any position up or down 


as all outdoors, converting air-conditioning 
objectors” into “takers”—and making old 


installations obsolete 


MORE PROFITS TOO! 


Faster selling is only half of your profit story. Gibson's factory 
pre-assembly and removable chassis lets your men install more than 
twice as many units per day by actual time-study tests. All electrical service 
in front and complete chassis removal without touching window mounting! 


7 
eee 


2hfbson 


See Gibson’s new 1957 line at SPACE 11-102 Merchandise Mart 


1957 





Gibson Refrigerator Company 
Greenville, Michigan 


DIVISION OF 


CORPORATION 
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Gibson Opens 





Model GTD-200C 


More women want ’em... 


so make 1957 your 2-door year, and go great with Gibson! 


Feature this 2-in-1 refrigerator-freezer . 


refrigerator and 912 cu. ft. freezer . . 


.a 10 cu. ft 


_ less than three feet 


wide. More usable space to sell, more features to tell. Get 


the full story from your Gibson Distributor. 





Your Doors 








r Market 








Model GTD-125C 


Now more women can buy ’em... 





because Gibson gives you this 2-door at the price of a 


deluxe single-door. Gibson packs in more usable space 


... 10 cu. ft. refrigerator and 74 lb. freezer with deep door 


storage convenience. Women want this true 2-tempera- 


ture design, and Gibson's low price whispers, “why not” 


") 








Go In 


Go Lihson 


You’re invited to 
SPACE 11-102 


Merchandise Mart 


ELECTRICAL 


MERCHANDISING—JANUARY, 


NEW 


“All-Feature” Gibson 


Refrigerators 


King-Size Freez’r Lockers Swing’r Crisp’rs 
Breakfast Locker Left-Over’’ Storage 
Deep Door Shelves Roll- 


Automatic Defrosting 


Containers 
Out Shelves 


NEW 


“All-Feature” Gibson 


Electric Ranges 


Automatic Roast Minder . . 
.. Tel-O-Matic Light Thermatic Kook-All 
. . Vertical Broiler . . . Circuit Protector .. . 
7-Speed Pushbutton Controls. 


High Speed Unit 





1957 








rity 














NEW 


“All-Feature” Gibson 


reezers 
Roll-Out 


Ice Cream Compartment Easy 
Loading Shelf 


Fast-Freeze Shelves 


Easy-Out Package Dispenser 
Basket 
Out Juice-Can Dispenser 
Adjustable Shelf 
3 upright, 2 chest sizes 


NEW 


“All-Feature” Gibson 


Room Air Conditioners 


Exclusive Automatic Air-Sweep . 17” Trim 
line Design Dust Magnet Electrostatic 
Filter . . . Low AMP 115-volt Models 


Automatic Thermostat 


Gibson Refrigerator Company 
Greenville, Michigan 


DIVIGION OF 


CORPORATION 

























































One lever moves all four wheels 


You can give ‘em what they want...a really easy way to change mower cut- 


ting height .. . with the new Huffy Hytamatic—(Pat. applied for). 


Squeeze, set, release... and you go from a 1” cut to 3”, or to any quarter-inch 


between... 9 cutting heights. In two seconds you change all four wheels. 


An arrow points to the setting. You see it as you set. And everything’s handy. 


Right on top. 


Hytamatic makes easy mowing easier. It’s exclusive with Huffy. And just one 


more reason why Huffy is the sizzling, selling brand for you. 


Huffy Key Dealers get special discounts and free listing in Huffy local ads. You 
can be one—if you sign in time. Better check with your Huffy wholesaler now. Or 
mail a card to The Huffman Manufacturing Co., Dayton 1, Ohio, and ask about 
the Huffy-Mower Key Dealer Plan. It’s the “key” to profits next spring, 


‘cause .. . Hytamatic makes mower selling easier. 


a AHUFFY s... 
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achieved a figure of 10.76 percent 


Service Appliances and the 
Holiday 


High volume sales of such house 
wares as coffee makers, mixers and 
toasters have all proven to be mat 
ter of course during the pre-gift 
giving Christmas season. Mixers, a 
an indication of their popularity for 
Mom’s Xmas stocking sold 42.5] 
percent of their yearly volume dur 
ing November ind December 
31.25 percent during the latter 
month alone 

Coftee maker following thei 
traditional pattern through the six 
years of the study rose to 26.09 
percent in December with a low 
point in July. ‘Toasters started thei 
yearly sales climb in September 
(7.57 percent), moving briskly for 
ward to December's 26.23 percent 
and ascribing sales during the four 
months period of a healthy 52.0 
percent. Balance of the year hewed 
to a relatively stable percentage of 
between 5 and 7 percent 


The Entertainment Media 


With the summer dearth of top 
flight hows on television iles of 
this commodity lumped — badh 
Nineteen fifty-five’s study, following 
the traditions of the earlier year 
showed sales for the months of May 
through July at a low 17.23 percent 
Fall, shortening daylight hours, and 
i new entertainment season brought 
i sharp sal purt; 44.82 percent 
of all television sale were con 
cluded in the four months of Sep 
tember through December, 14.27 
percent in the latter month alon 

Radio, a prime gift for the hom 
it Christmas, made its mark during 
December with 22.22 percent of it 
1955 sale Low pomt during th 
year occurred in February, when 
only 5.87 percent of the reported 
ile WCcTe COrlK luded 

It 1 important for the reader to 
realize that in any study of month] 

iles over the breadth of the con 
tinental United States certain 


nonal buying NOT irea wide 
weather conditions, and similar 
calized buving pressures must b 
onsidered \ir conditioners 
exampl vill be requ ted earli ! 
the southern | if the ount 
ynversel lectric blanket vill find 
fave in northerl linn it ame 
idvanced date than in oth 
Becau f this factor the nation 
vide character of the reporting ut 
iti i i ile bellweth« cann 
be tre d too strongly Nin I 
the utilities reporting in 1955 we 
from the East from the Midd 
West ) from th South: 5 from 


the South-West and 5 from the 
bar West. The figure vhich a 

hown in the attached charting 
can thus be fairly said to represent 
the norm for the count: end 
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URE PEOPLE ARE BUYING 








VER 


URE PEOPLE ARE SEEING 





M 
MORE POLISHERS THAN 
M 
M 


URE General ADS lH 


American Motel 

American School & University 
Annual 

Banking 

Better Maintenance 

Business Week 

Catholic Bldg. & Maintenance 

Factory Mgmt. & Maintenance 





Hotel Management 

House Beautiful 

Institutions 

Institutions Catalogue Directory 
Living—in 4 Colors 

Modern Hospital 

Modern Sanitation 

Nation’s Business 


MORE RETAILERS ARE SELLING 





MORE Generats IHAN 





AN EVER! 


Nation's Schools 
Newsweek 


N. Y. Times Magazine 


Sanitary Maintenance 
Saturday Evening Post— 


in 4 colors 
School Executive 
Thomas Registrar 
Time 


EVER 


AND Generar JEFERS THE 


NDUSTRY’S BIGGEST PROFITS! 


Be sure to see General’s new Lightweight 13” Single Brush Commercial Floor 


Machine (not pictured) and all the others, at the 
@ HOUSEWARES SHOW .. . Booths 836-838 . . 
Chicago . . 


Domestic Floor Polishers 
Commercial Vacuum Cleaners 


ELECTRICAL 
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. Jan. 17-24, Navy Pier, 
. or visit our New York showroom, or mail coupon! 


Gen er | | INC, 421 Hudson Street, New York 14,N. Y 


Established 1930 


Industrial Floor Machines 
World’s Most Complete Line 





1956 FLOOR POLISHER VOLUME MADE SALES HISTORY! GET YOUR SHARE IN '57! 


General rioorcrart Ofte: 


America '« 


Most Complete Line Of 


mlelelMemeliLiildame. tale, 


a ololMmalelialictalelalacmm tel llslasl tale 


GENERAL Twin-12 Deluxe 
Nothing finer! 





The New GENERAL 1-168 
Twin 16 inch brushes 





The New 

GENERAL KR-16 

Extra Heavy Duty 
16 inch brush 











GENERAL Wet and 


COMMERCIAL 
VACUUM CLEANER 
— 55, and 66 












GENERAL K-16 
Extra Heavy Duty 
16 inch brush a 





For DEALtails, see us or mail the coupon! von 
“stand pat.” Play your cards right and say, “I'll see 
you——1! want some of that new Floor Polisher volume.” 


information. 


(] I'm a Distributor 
[] I'm a Dealer 


Name 





Street ——s 





City 























GENERAL ELECTRIC FANS 
...WILL SELL EVEN 


WINDOW FANS-—LEAD ALL OTHERS IN DOLLAR VOLUME! 


lo » 3 
i oan : 
7 























Powerful 20" Exhaust Fan —W-2 Electrically reversible 









fe 3 speeds $ 95° 20" Window Fan—W-3 $ 95° 
*% Convenient controls — % 6 speeds (3 intake—3 exhaust) nal 
% Adjustable % Adjustable 
%® Rain-proof motor % Rain-proof motor 

. 4 . - - : '. r ' 











Portable Twin-Fan Ventilator—T-3 Deluxe Automatic 


® Fits casement or sash windows $ 9g 5" Window Fan—W-4 $ 95° 
® Reversible h lia ® Electrically reversible pth 
® Automatic thermostat control *® Portable 

® 3 speeds % Automatic thermostat control 


% Pushbutton panel. 3 speeds each way 





Promote General Electric Fans for fastest turnover AT FULL PROFIT! 


*Manufacturer's recommended retail or Fair Trade price 


General Electric Company, Automatic Blanket & Fan Dept., Bridgeport 2, Conn, 
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SOLD OUT FIRST IN 1956 
FASTER THIS YEAR! 


FOR HOME AND OFFICE 
LOW-PRICED FAN 


te Modern design 
% Tilts to any angle + Quiet, sturdy 


FAMOUS OSCILLATING FANS 


/, 















General Electric has the ‘‘most 
wanted”’ fan line in the industry — 
most wanted by consumers—most 
wanted by dealers because they 





sell out first. 





You’re just not in business this year unless you 
display, promote, sell your best bet yet—General 
Electric’s proved-successful line! 







5-YEAR WRITTEN 
WARRANTY 


is ‘oO ass 
. ur assurance of repair 
nt est air or 
placement of any part whic} 
roves defective in mater;,1 
P 8 defective jn material , 
workmanship, oon 





RC) 


% Oscillates or not 
at the twist of a knob 


10" $4799" 12! $9995 


$-107 -125 


*% For wall or table 
% Quiet—rubber mounted 





New All-Purpose Fan 
*% Broad, powerful air stream 
% Modern, safe design 

*% Versatile 





New! 
Roll-Around Fan 


* New sturdier design 
*® Powerful 20" fan 





Hassock Fan 
*& 2 Fans in I 


New! Special! Promotional Model 
Portable 20" Fan--W-6 


*® Portable—vuse on floor or in window 
*® Ventilates and circulates 

*® 3 speeds 

*% Safety designed 


‘oo 


* Cools entire room 
* 3 speeds—Safety design 
*& Rugged construction 





*® Adjustable from 45" to 62" 
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*® Three speeds 
% 


* Tilts full 360° 
Cy 
erm 
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NY gas heating appliance equipped with 

a basic A-P “Fifty-Five” gas control en- 
joys a four-way advantage . . . a four-way 
chance of being sold faster! At time of sale, 
customer has a choice of four automatic 
thermostats tailored to all budgets .. . all 
heating needs, A screwdriver is all that is 
needed to attach thermostat to basic con- 
trol .. . and there are only four screws. Non- 
electric types (MT and MTS) are com- 
pletely mechanical and require no wiring. 


COOKSVILLE, Ontoric 





Quick sale! 


Yours only on appliances equipped with Whatever the dealer docs with 


A-P CONTROLS division 


CONTROLS COMPANY OF AMERICA 


2541 N. Jind Street, MILWAUKEE 45, Wisconsin 
NIJMEGEN, Heollend 


Trade-in Market 





CONTINUED FROM PAGE 115——— 


sales are easy. If they resell a high 
percentage it indicates a_ tight 
money market, or a competitive 
concentration on improving a weak 
profit picture. If they are stuck 
with a lot of trade-ins on hand it is 
probable that they have to take 
trades but are having difficulty mov 
ing them 


lable 5 gives the picture for 
1956. With the exception of water 
heaters, ironers, dishwashers, and 


television there were few important 
changes in the percentages of trade 
ins junked and television was th 
only one of these to show an in 
crease. With the exception of wa 
ter heaters, ironer ind drvers, 
there were no significant changes in 
the percentage of appliances left on 
hand. ‘There were more water heat 
ers and ironers, far fewer dryer 

An easier way to chart the trend 
is to add up the percentages of 
units in the columns “Rebuilt and 
Resold” and ‘“Resold as Is” and 
compar them with the prior year. 
This will show, for example, that 
dealers resold (either rebuilt or as-is) 
62.8 percent of their refrigerator 
trade-ins in 1956 as compared with 
only 59.1 percent in 1955. It will 
show that they had an easier tim 
getting rid of their traded-in room 
air conditioners in 1955 than in 
1956 (75.5 percent in the earlier 
vear as compared with 64.2 percent 
in 1956). It will show that second 
hand dryers sold better in 1956 
(73.8 percent) than in 1955 (64.7 
percent). The significance of this 
excercise mM simple arithmetic for 
most dealers is that there will likely 
be some carryover of the trend into 
at least the early months of 195 
and retailers can make some judg 
ments as to which appliances will be 
most difficult to resell and should, 
therefore, be accepted reluctantly. 












his trades, he will probably have to 


A-P model “Fifty-Five’ gas control iccept even more in 1957 than in 


1956. And if he wants to make a 
profit he will have to get rid of 
Electric types (ET and EM) are furnished them profitabl End 
with complete wall-thermostat kits. 
There’s more — the basic control contains 
all six components necessary to assure per- sen 
fect performance on natural, manufactured 
or LP gases! In fact, no other 
gas control on the market offers 
more in comfort appeal or 
adds so many competitive / 
advantages. Write for new / 
bulletin. 


© 















“Flip-Facts” tell the Fifty-Five 
control story in your plant or 
office. Make an appointment. 





ABOUT MY WOVEN GLASS DRAPES 
WOULD | DO THEM IN AN AUTOMATIC 
WASHER OR A DISHWASHER? 
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CLOCK- 
RADIO | 
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S999 9898599898984 saa 
a4 





7959559995 99995959555 


35 
"995595 





’ 
’ 


Model C399— _ «= oO 


Canary Yellow ee 





Never before a General Electric Clock-Radio 
at this low price! 


sf Great January—February Traffic Builder! 
~ A Natural Opportunity to Sell Up! 
- New “Mix-or-Match” color—gay Canary Yellow 


ET the jump on January business with this General Electric Clock- 

Radio at the unheard of low price of $19.95!* It’s a real sales bonus 
to start the new year off right! In gay Canary Yellow, this General Electric 
Clock-Radio with its “wake-you-to-music” feature is bound to move fast! 
It’s a one-time special—only a limited quantity is available—so get your 
order in now. Call your General Electric Radio Distributor. Radio Re- 
ceiver Department, General Electric Company, Bridgeport 2, Connecticut. 


*Manufacturer's recommended retail or | r Trace Price. Includes 00-day written warranty—even on labor 
Price htly higher Weat and South 
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CCc-207 CUSTOM CHEST FREEZER 


terior light sll-alun jem tine jucti 


terior — tight 


*New Products 


Revco, specialists in refrigera 
tion, presents the Model CC-207 
big chest freezer, holds up to 
668 lbs. yet is only 5 ft. wide, 
smaller in outside dimension 
than many 15-ft. freezers. Also, 
a completely new Combination 
Refrigerator and Freezer. Now 
a complete line of chests, up 


rights and the new combination 


All-fast freeze | ntrally located 


breaker strip ve r t tree top of 


iV ) de }-way registered warrant 


*New Approach 


Get out of the rat race and go to 
the country. There, you, the in 
dependent distributor and dealer 
can breathe and live and grow. 
It’s in the countryside market 
where most freezers have been 
and will continue to be sold. And 

now—a great replacement 
market makes rural areas the 


best freezer market ever! 


. a - 
© 8. .b bs « 
wipr 7. hi ~ 

















CRF-1867 REFRIGERATOR AND FREEZER: 


Powerful 
Demonstration 


You sell freezers when you make 
the convincing exclusive Revco 
faster freezing demonstration. It 
proves the advantages of alumi- 
num tubing bonded to aluminum 
liner to provide the fastest, 
most economical freezer action 
known. Owners appreciate sav- 


ing on electricity—up to 39%*. 


Profit 
Protection 


The Revco franchised dealer di- 
rect mail program automatically 
defines the market and identifies 
you as a Revco dealer. Com- 


‘ 


pletely frees you from ‘“‘across 
the street”’ cut price competition 
on your Revco line. The Revco 
profit protection program will 


mean even more to you in 1957. 


*90°" room temperature test proved that Revco's 26 cu. ft. freezers use up to 39% 
fewer kilowatt hours of electricity per day, per cu. ft. than other makes tested. 


REVCO, INC., Deerfield, Michigan Setting Trends in Refrigeration since 1938 


see IYveo MERCHANDISE MART ELD / 
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we 
uring | 

\ ngthened out } 
tion | me hr id In ip 

ich to a i over imvento of sonny 

i near half a milhon unit vere all in 

preted as evidence of rowing maturity 


vithin the industri 
| hese development vould have been 


ttle more impressive if thev had taken pla 


during a poor yea Actually, almost ever 
tatist il mea ire iVatlable how that 195¢ 
is the best vear vet for the industi Retail 
ile oared to near the |.6-million mark and 
factory shipments were 1,765,000 


Still, these figure ire somewhat deceptive 
Ask any New York City dealer how the veai 
vas for air conditioner sales and he likel 

complain bitterly about a generally cool 
ummer. What happened in New York (and 

i many other areas) was that an early heat 
pe ll stimulated sales in June but that a cool 
July and August held sales in check during 
this normally productive season. It’s a defi 
ite sign of a maturing industr iv ob 
ervers, that dealers who put up with such 

unmer are already taking a healthy interest 
in 1957 unit One manufacturer who held 
i dealer preview meeting in New York in 


October called the turnout nothing hort 
" 


ELECTRICAL 





The year wasn’t a notably hot one as far as weather was con- 


of miraculous in view of the disco wing 
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& Dehumidifiers 























cerned, but air conditioner sales passed the 1.5-million mark 
. only 
and dehumidifier shipments almost tripled 1955 output anal till alt Re Die a iietiie lanai 


which periodically get hot mid requir 


idequate 


JUST A PREVIEW The material tl 
on this page is a condensed version of 
a greatly expanded and more detailed 
market study which will appear next 
month in Erecrrica, MeRCcHANDIS- 


inc’s annual February Air Condition the 


ing and Fan Issue. 


at iler 
the 


mimer these guys had put up with 


Inventory: A Problem? 


Lhe industn ittitude towards its inven the 
problem 4 ilso encouraging Nobod thie 
knows exactly how big the inventory figure Ce 


it all three levels of the trade but at the 


distributor and manufacturer level its thought 


1956 
Units Sold 1,765,000 
Average Retail Price $275 
Retail Value $485,375,000 

ers Jan. 1957 
Homes Owning 3,600,000 
Homes Without 43,815,000 


Air Conditioners 


ibout 3 OOO unit Most guess 
100,000 or slightly more for deales 

Manufacturers point out that this 1 
0 percent of estimated retail sales and 


idd 


iddition ivy manufactures ome oft 
mventory | 
production has been underway on 1957 mer 


chandise 


that the 
hands of big retailers who like it that 
Such stocks make it possible for thes 


to offer promotional prices early in 


mdustry manufacturer 

most desirable index of a vear's perform 

Neverthele they are just about the 
idequate statistical index a itlable 


































back up tock 
planned carry-ovet ce 


for some time now 
dealer level almost everyone agres 


largest share of the inventory is im 


idcw Goed Was 1956? 


nventors Haictuate »amuch a 


hiprne nts are not 


t 


(Continued on page | 





1955 1954 
1,270,000 1,246,000 
$300 $340 
$381,000,000 $423,640,000 
Jan. 1956 Jan. 1955 
2,585,000 1,800,000 
43,415,000 42,977,000 











Ih) ial prob ofa qu i 

| figu has been ce ipl if 
i the room a iditioner mdust 
by adoption b nein th lust 
f an lit 1} 
wns fron cept t rcpt 
iM mad thas t Ta t 
tuc of t th th 
model i (ft ellin 
cur But t " { fhoult ¢ 
ome up vith od th for th 
calendar yea 

The 195¢ hipment of over | 
million unit i dramat wn 
ver level I} lin both 1954 
mad 19 1 IY54 1,245,929 
unit VOTE hipped whi j Cu 
later | {),{ il iditioner 
vere moved trom. tacte tock 
These figur ire compiled by the 
Av Conditioning and lKefrigera 


tion Institute It should be noted 
that the 1954 Census of Manufa 

tures hows that | 594 unit 
VCTe hipped ibout 113,000 more 


than the ART figure indicat AKI 


however, | ticking with its own 
here 

The only other pernod in which 
| comparable Hic rC Ase Wi hown 
Wal in 19 vhen hipment 


i million unit 


1) C0) oat had 


oared to just over 
im 9 oul 
been sold 


The 1954 and 1955 fheur cited 


ibove have been revised hightl 
mal there ir respondin 
changes im the madusts estunated 
retail volume Phi figure Wal 
123.5 milhon m 1954 106.4 
mitlhon im 19 md S485 million 
in LOSE 


As is usual in these studi the 
hgures above include both window 
md console unit It readily 
ipparent that the imdustr out 
tanding growth has been m win 
dow unit Onh 


vor hipped n 1956; this is actu 


Q O00 console 


illy a decrease from 13,000 a vear 


carher 


The Retail Picture 


listimate of retail ile var 
newhat but the consensu " 
ters on |.6-million. It is interestin 
to note that reports from | util 
tic ind projected to national to 
tu how that 1,544,781 unit 


vere sold at retail during the vea 
These utility estimates have not al 
wavs in the past corresponded ‘ 
closely with imdusti tinnat if 
retail sale 


Phe utilitv surve ndicates tha 
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on a national basi units were 
1,000 utility cus 
1956 Naturally, 
this varied widely bi geographic re 
gion Once gain the West South 
Central area led with 84 sales per 
1000 customers (up from 73 per 
1000) in 195 Second once again 
vas the Kast South Central (54 
followed by the West North Cen 
tral + ind the South Atlanti 
4). The Middle Atlantic region 
vas the only one to show a loss in 
ile per 1,000 during 1956. ‘he 
fact that there were about 1|.4-mil 


hon additional utility customers be 


sold to every 


tomers during 


ing served b power compani 
help make the projection of 
| 10.000 ited above) bigger than 


thre 19 projection of 15) YUU 


Hot Weather Helps 


ycusona clling hart Var 
itly in the indust because of 
weather 
igure ir et available for 
think that 
vo developments will be evident 


t dependence on hot 


1956 but most expert 


vhen the figures are available 

| her vill be better earl 
mc late elling performance nce 
the industi ecms to be learning 


mething ibout off-season selling 


Ihe May and June figure 

vill be high than usual thanks to 

the early hot weather and the gen 
crally cool late summer 

Similar charts for 1955 are now 

ulable Here how they com 

pure with earlier year higure 


ire percent of mnual sal 


Month 1952 1953 1954 1955 
Jan 1.00 1.31 3.32 2.37 
heb 1 2.9% 91 a i 
Nlarch 1.92 6.78 7.15 6.18 
April 1.28 10.61 946 8AB 
Muay 12.60 20.94 10.61 12.77 
June 12.48 26.77 22.36 14.99 
July 6.89 16.55 25.86 28.24 
\ug 16.43 688 9.69 I4.47 
Sept 2.18 248 3.39 2.87 
Oct KO 1.84 1.52 1.36 
Nov 8 217 103 2.11 
Lex 99 1.69 1.67 2 69 


While the 
tinued to dominate the busine nh 
19 there wa omewhat better 


tired pe ik con 

















fall selling activity Ihe trade is 
hopeful that this trend will con 
tinus 

There seems to be a decided 
reluctance, however, to indulge in 
expensive pre-season selling activi 
tics. In previous years all sorts of 
bonus arrangements have been set 
up to encourage early selling but 
these plans have been soft-pedaled 
or eliminated by many firms in 
1957. Manufacturers explain that 
these plans are simply too expen 
ive in view of the limited result 
the produce 


Saturation: Going Up 


Record sales last year did a good 
bit to boost Ee LECTRI 
CAL MERCHANDISING now estimate 
that 3,600,000 million homes have 
room air conditions for a saturation 
of 7.6 percent. ‘The fact that 43 
$15,000 million house till do not 
have uch unit good evidence 
of the market still ahead of the in 
dustr 

['wo manufacturers have pro 
ected 
years alicad and these studies show 
that by 1960 


range between 16 and 


ituration 


ituration§ rate for som 
ituration should 
“) percent 
One of these firms has projected 
its figures to 1966; by that time 
hould 
have room air conditioner Phi 
would mean that over 17 


Q percent of wired homes 


million 
vould have 25 mil 
lion units in use 


wired home 

Ee LECTRICAI \IE RCHANDISING 
mnual replacement and_ trade-in 
urvey indicate 


ditioning 1 


that room air con 
still largely an initial 
sale busine: I'wo hundred deal 
ers reporting said that 96 percent 
of their sales were to homes with 
out a unit. Twelve percent of the 
dealers said they accepted trade-ins 
on room air conditioners but trade 
ins were involved in only 1.8 per 
Almost two-thirds of 
the units traded-in were resold 


cent of sale S 


The Changing Product 


Quite naturally for a growth in 
dustry there were a number of 
product changes 


Lhe tendenc 


during the year 
to biggct units con 








ay 
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YOUR VESTMENTS WILL COME OUT HEAVENLY 


JANUARY, 
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tinued with one company estimat 
ing that almost 80 percent of its 
volume in 1957 would be done in 
two models of one hp capacity 
Most firms now include a two hp 
unit in their line. 

I'wo product innovations during 
1956 enjoyed tremendous accept 
ince and most 1957 lines 
porate similar features. ‘They ar 
1) low imperage units to solve 
wiring headaches, and (2) “thin 
units for versatility in installation 
Last year the low amperage unit 
vere concentrated in the 3 hp ca 
pacity 


INCOr 


drawing 5 amps) but in 


1957 many manufacturer will 
offer 1 hp units which drav 


i} 


I dlip 


How Many BTUs? 


\ marketing innovation will be 
tried this vear by the industri 
vhen it attempts to use BTU rat 
motional literature and 
id cop\ Spr irheading this drive 

the ARI. For one reason or an 
other, however, several major fa 
busing have 
declined to go along with the BI 
ratings or ar 


tors in the either 
making extremel 
low progress in this direction 
Ihis has given rise to some sk 


p 
of the en 
tire rating program, but many 
manufacturers as well as ARI ofh 
ials feel that the 
ventuall ucceed 


ticism as to the succes 


program will 


Looking Ahead 

What’ 
in 1957? 
optimist 


ihead for the 
Generally, everyone is 
Retail sales have in 
creased vear after 


industn 


year and there 1 
every reason to feel the gains will 
continue in the vear ahead. ‘The 
carry-over inventory is perhap 
heavier than it could be but it 
isn't proving burdensome Ihe 
clling season has lengthened out 
omewhat and new products are 
increasing the versatility and appli 
ition of the unit. By this tim 
next year factory shipments may 
well have passed the two million 
retail sales will have 
gained iccordingly 

Manufacturers who have alread 
hown their lines and asked for 


distributor orders on the 1957 mer 


mark and 


chandise sav they are tremendousl 
pleased with the initial acceptance 
(ne firm savs its distributor ordet 
booked up to December ] wecr'e 
twice as heavy as in any previou 
omparable period 

Such a situation may be cither 
the cause or effect of a growing 
maturity within’ the = industr 
Whichever explanation you accept 
one thing remains clear: you can 
look for a good year in room ait 


conditioning in 1957 


DEHUMIDIFIERS 


I don’t know how to explain a 
vear like this,” a major manufa 
turer of dehumidifiers said last 
month 

He had good reason for bewild 


Continued on puag 1 5¢ 
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There’s a big difference 


in automatic cooking appliances! 








it’s Stainless Steel! 


American homemakers are more stainless steel conscious than ever! That’s why Farberware - _—_——oOoOooCOo oo - Oe Oe 7 
automatic cooking appliances are in bigger demand than ever... why Farberware sales are at We cordially ' , 

the greatest peak in history. | deegove y invi * you "— | 
ONLY FARBERWARE ELECTRIC COOKING APPLIANCES have stainless steel plus the important the new Farberware line for °67 at 
features of complete immersibility ... the original interchangeable heat control plug... and, BOOTH NOS. 729-731-733 
that wonderful aluminum clad bottom that spreads heat evenly. ' y | 
ONLY FARBERWARE AUTOMATIC COFFEE MAKERS are stainless steel, can make as few as 2 | NATIONAL HOUSEWARES SHOW 

cups of delicious coffee in 2!4 minutes—12 cups in a fast 10 minutes. CHICAGO | 
Feature America’s Quality Appliance line—Stainless Steel Farberware. Nationally advertised > fa ananee © RUM 8 E. J 


to pre- sell your customers. 


FARBERWARE 


EXCLUSIVELY STAINLESS STEEL 
S. W. FARBER, INC., New York 54, N. Y., Makers of Stainless Steel Cookware with that wonderful thick aluminum-clad bottom! 
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[ EASY|QUALITY NOW WITH THE “FABULOUS FIVE CONTROL”’—Here’s the biggest 
story in automatic washers today...and only EASY has it. Complete fabric flexibility; 





easy to demonstrate, easy to sell. Five separate controls custom tailor the EASY Regent 
for each and every load in a 1957 wash. See the line. See why it’s EASY TO SELL. 


GREATEST FABRIC CONTROL 











a. ee L E o.hUC«@w 


L040 S$/ZE RINSE TEMP 











WASH TEMP 





















































FABRICS 
PROTECTOR 


Fine Fabrics setting reduces 
wash and spin speeds by 
for extra-gentle handling of 
delicate and miracle fabrics. 
Normal Fabrics’ action for 
deep down cleansing of all 
regular loads 


IT’S [EASY] TO 





LOAD SIZE 
INDICATOR 


Dial Small, Medium or 
Normal, depending on load 
size. Automatically, Easy 
fills to exact water level 
(regardless of water pres- 
sure) to match load. Saves 
water and detergent. 


S-WAY 
WASH TEMPS 


Only easy has five...5 sep- 
arate wash water tempera- 
tures — Cold, Cool, Warm, 
Medium or Hot. A prom- 
ise of perfect care for to- 
day's sensitive fabrics—and 
tomorrow's. 


3 RINSE 
TEMPS 


Rinsing, too, requires a 
temperature that really 
cares for special things. Set 
dial for Cold, Cool or 
Warm rinses. EASY auto- 
matically, thoroughly rinses 
every wash load. 


SELL! Just demonstrate this complete flexibility! 











PARKER ERICKSEN SPEAKING: 





“Hot...New...with the sharpest styling we've seen yet on the market. 


All this on the outside, plus the most flexible fabric control story in the 


entire industry, make this new EASY line the best demonstrating 


merchandise we've offered in our 80 years. It’s only days away from its 


debut. Don’t miss a single selling minute of it!’ 


0) i BD Se AS = 81 



























































MASTER MIND 
DIAL 


Fine Fabrics cycle has shorter wash, 
rinse and spin periods. Truly an all- 
fabric automatic. Has new optional 
Suds-O-Matic Return System. Just 
push a button and easy does it 











TOP 


THE 
EASY 
REGENT 


THE 
EASY 
CAVALIER 





be > - Ws on 8B SO DE) 


THE 
EASY 
RIVIERA 


PRICING 


THE 
EASY 
HOLIDAY 


DON'T BE FOOLED 


Others claim a complete line, but only EASY covers 
all your laundry prospects from top to bottom. 





EASY LAUNDRY APPLIANCES 


Division of The Murray Corporation of America 
Chicago, lil 





Dehumidifiers 






at 


Give your store more \attraction Power “| 


; erment. Afte* four years of strugg] 
\ ing to reach the 100,000 unit level 
ind just missing it in 1955, the in 
dustry in 1956 took off like a 
rocket. Best estimates are that 
275,000 units were shipped. ‘That 
would just about triple 1955 out 
put of 96,000 units 

kvervbody expected a good veat 
n 1956. In 1955 the industry had 
a sell-out and by mid-summer cus 
tomers were being turned away. 
Dehumidifiers were at a premium 
(his virtually guaranteed a good 
eason for 1956—but the industry 
was well aware of its dependence 





CONTINUED FROM PAGE 152———— 


on weather and nobody envisioned 
good is 1956 
ictually turned out to be 

Weather helped sales in 1956; a 
vet spring stimulated sales although 


me manufacturer complain that a 


invthing nearly as 








dry fall held volume down. Several 
iree that in 1956 the industry 


: 
found a price level which Ippe iled 








to onsure one manufacturer 
thi n the $90 to $100 
ranve 

Vhere 1 cautious optimism in 





the industry for the year ahead 
One major manufacturer is budget 

; ee ing for a 50 percent increase al 
ae PP RAE TIRE 4 aa te 4 Z aR ete. though thi a» be high for th 
Fey pel , industry as a whole. One firm says 
1 sizable though hardly danger 
ou inventory remains; other man 





ufacture iy inventory is no prob 
lem 


. . 
This is an industry of individual 
. . = 

--- with a Pittsburgh Upen Vision Store Front! ot Bees Rane waged: ienareen 
oO 1 icr¢ ire no mM 
dustry meetings and manufacturers 
ire generally unaware of what's 

happening to each other 


Some firm hope that a degree 
M ANY A GOOD RETAIL STORE, doing a steady average busi 
lit 


of consumer acceptance has been 
has developed into a real money-maker—after reached. But one major manufac 


i thorough modernization with a Pittsburgh Open-Vision Free turer quickly adds that “I don’t 
Store Front. Modern-thinking people are more apt to shop really believe that.” ‘There is more 
th Gath itmosphere which is also modern They are attracted Booklet! igreement however on the fact 


that two good vears such as 1955 
ind 1956 will go a long way to 
build dealer acceptance. Although 
the industry had existed as such 
ince 1949, it wasn’t until the 1955 
clling wave that dealers began to 


by bright, up-to-date shops where they expect to find the 
latest merchandise. All of which adds up to greater profit 
for.the merchant who keeps in step with the times 


Chis smart-looking establishment, Bower & Son, Shelby 





ville, Indiana, is a good example of modern store front r “| really accept the product. Carn 
design The big display windows of Solex Heat Absorbing | ove! from. ¢ irlier adi ippointing 
’ ° . ! le 
Plate Glass give the passer-by a good clear view of the in | ears had disillusioned some and 
terior and of the ippliances on display The entranceway is | | other vere unconvinced that th 
rl ; ly 
finished with two Tubelite® Doors and a Tubelite Frame | : market actually existed 
( rket 1 il] biect to 
which contribute to the over ill open-vision effect Pittco" : bcs ren . u i¢ | 
rAtinVe Tighe FCOPTApPHICAL r¢ Tk 
Store Front Metal comple tes the installation | Pittsburgh Plate Glass Company | tion One large a ws it con 
lor more information on Pittsburgh Store Front Prod : an cmp 632 Fort Duquesne Bivd. 7 icle the primary market to be 
Pitt 22, Pa. ' ’ , 
ucts and Pittsburgh Store Front design, just send in the | ites , | ; of and including Omaha and 
ort of and including isville.’ 
convenient coupon, We will send you our free store front | ieee ceed ee OO copy of your | } 2 1 on ding Lou re 
: ou Titi rhai\¢ i I y 1 With 
booklet Hlow To Give Your Store the Look That Sells | store front booklet | } which hav } and 
| | ron vhich have basements an 
There is no obligation | | 1 region in which mean tempera 
| NOMO «6 oie cere eeeeeereeeeees | ture differential ire quite “DI 
| | nounced. Given these cial and 
: EN tal necausbieceronnienel climatic factors to put up with th 
industri find it difficult to 
PAINTS - GLASS + CHEMICALS - BRUSHES - PLASTICS + FIBER GLASS SOF vo svsevecescccreeveseerecers broaden its potential market 
But the experience of the last 
ITTSBURGH PLATE GLA | 
oS £ Om eae Y SHON «sees cere eeeeeeneseeenens | two years shows that the market 





IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED a ie a = even so limited is substantial. End 
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see these Special 
Features in the 
DORMEYER 


Cotfee-Well 





























Big 4-10 Cup capacity. Balanced handle. Here's 
Thi big coffee maker one electric coffee maker 
quickly brews delicious that’s pleasant to lift. The 
coffee e. ; ime And in handle is « arefully bal 
Model 690! rior is clearly marked for anced to eliminate all 
Ue 1 to 10 cup levels. Easy strain, even when co 
2 to wash, too! pletely full 











SATURDAY EVENING POST APRIL 6 « McCALLS MARCH 





/QORMEVER [ $189 


-6 
-) BEAT Mode! 9500 
-f @) 
se 9 WHIP 
































| | 
= [ ' | 
4 @.. s <7 
yO 9 9T8 ! 
sw Ya 2 “il 
7 BEA 4 . 
It's a totally new hos nd of Dormeyer exclusive—9 Convenient — Stands Up Senge in a drawer. You 
—— It’s the new 1957 speeds! It’s the first port ght “8 when you it to put it « 
a *y pletely able mixer that gives you stop m ig to add r of. ' ‘ight ‘bn isn'toit on 
- sig! 7. vr sty - d like as many useful speeds dients. Dormey stands on to know th compa 
i new car! Comes in whit« as a Standard mixer, the end beaters drain into light weight, portable « 
targus or yellow biggest, fastest whipping mixing bowl. Has aut be tucked away it 
th yme trim beaters of any portable! matic beater release drawer. It's just # 
—- 





DORMEYER Matched Appliances DORMEYER CORPORATION, CHICAGO 10, ILLINOIS 
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Kite ddan Sam 728) OR UY 
You can SEE the Difference ina DORMEYER ! 








” Model 4300 
“ Cy 











eg i 


bis itt iF 





All-Chrome mixer beats to perfection ou need Stainless steel bowls. 2 big mixing Food grinder included! ‘his use 
Ege whites beat higher, cream whip bowls come in polished stainless fi “4 $15.00 meat and senestelilie 
faster. Head snaps free for portable n ite beaters won't slow steel. Handsome enough to use as ider comes with your Silver 
mixing, has automatic beater release down even in thickest batters salad bowls,. or for food storage C Phe f at no extra cost ! 




















DORMEYER Matched Appliances DORMEYER CORPORATION, CHICAGO 10, ILLINOIS 
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Model 9300 













Cook right at the table! I'ry, bake, or You get a cover with this skillet! No 
. stew this easy new way This big extra to buy when it Dormeyer 
te these S Ecija Features family size skillet is of polished (Coppertone dome cover is included 
iluminum — looks good with any in purchase price. Dormeyer alway 
table setting gives you more for your money! 





inthe DORMEYER 
Fri-Way Electric Skillet 





“ 
Dial the heat you want! You cook Easy to wash! ‘The Dormeyer Fri 
electrically with thermostatically Way skillet is immersible lich 
controlled heat. Use the recom into your dishpan right up to the 
mended heats on the cooking guide signal light. Or, fill it with sud 
you'll have perfect results every time will soak clean in second 

















DORMEYER Matched Appliances DORMEYER CORPORATION, CHICAGO 10, ILLINOIS 











you can SELL THE DIFFERENCE in the Dormeyer line 
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MODEL 9700 MODEL 16 MODEL 6802 MODEL 6300 
““MIXMAID" MIXER STAINLESS STEEL COFFEEMAKER BROIL-WELL POP-UP TOASTER 
- ‘ 
é — = 
_ st * 
fe - a 
mooEL 5100 MODEL $300 : MODEL 9500 
“MIX-WELL” MIXER FRI-WAY SKILLET “DORMEY"’ PORTABLE MiXER “SILVER DORMEY”’ PORTABLE MIXER 
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MODEL 6700 MODEL 6901 ~ MODEL 5962 MODEL 14 
HURRI-HOT ELECTRI-CUP COFFEE-WELL BLENDWELL EDGE-WELL SHARPENER 
ii 
Las 
. =" os 
“a. 
“& % MODEL 4201 MODEL 4300 MODEL 6200 





FRI-WELL “POWER-CHEF”’ MIXER *SILVER-CHEF"’ MIXER DEEP-FRY COOKER 
















Vacuum Cleaners 
& Floor Polishers 
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woe 
Floor polishers establish a new sales record and cleaners write As a result of lower prices,” one industry 
: ; ot spokesman claims “several million new cus- 
second biggest year. Bitter competitive struggle forces some tomers in lower income brackets have becom 
° ° ° ° ( ospects.’ 
cleaner prices under $30, alters the distribution pattern marti rs ae : 
Another executive confirmed this opinion 
by stating “The drastic reduction in retail 
Is been a big cleaning and polishing year est possible prices, backed by (2) stron prices on national brand cleaners of good 
= Annaiien dvertising to promote retail sales quality did stimulate dealer sales and is largely 
Not iInc¢ 1947 have vacuum cleaner | pCO ible for the industry's increased sales 
oared so near the 4,000,000 mark. ‘Thi Price Shift if 1956 over 1955 
ond higwe f veal ile ymounte d to in Phi popularity ot the low priced mode ls 
sasieaail ee ae ite ot SSO eee. wal In 1956 the vacuum cleaner industry reeled ilso affected the average price of cleaner 
or 1000; thiahGdemet sins ; lineal under the impact of standard cleaners listing old by the industry. One spokesman feel 
Another 77.000 unit cates and te 1947 * tor $49.95. This major pricing shift is cred that the average, calculated on list price b 
\ Cotman enn fae tate comme ited with making the year a banner one a VCMA and pegged at $54 per unit, is un 
‘otal retail volume for these boom is sales go calistic Continued on page 164 
me to $304,630,500, for a unit averag 
based on list of $81.75 Thi om pare vith 
1947 record volume of $25 ( UUU and 
VCTagve or 5 75 
I loor | polishes meanwhile continued FLOOR TYPE: 1956 1955 1954 
their unbroken sales climb. Retail sales of hey aaa ; 
#15,000 units in 1956 at a total volume of Units Sold 3,725,000 3,270,000 2,658,100 
, 3 3 5 2 5 { t } i new dt t j { si ng amen - 
“d 06,700 iblished a n —— Average Retail Price $82 $87 $96 
Average cost per unit for the year wa Retail Value $304,630,000 $285,702,000 $254,459,900 
egged at $57.50, compared with last year er 
54 HAND TYPE: 
Uhree major shifts in wee handi ing hit Units Sold 75,000 106,700 133,600 
uum cleaners the past year The major ee 
1¢ was in pricing. This in turn forced (1 Average Retail Price $32 $32 $31 
iteration in the spending of promotons! Retail Value $2,400,000 $3,384,500 $4,145,600 
oni ind (2) solidified promotional out » Reco : a 
let " ose whi com ded the ost 
th nich commanded the m Jan. 1957 Jan. 1956 Jan. 1955 
In floor poli hers no such major shifts o *Homes Owning — 31,600,000 29,586,000 27,865,000 
irred. But the d t factors — et iia meconeee ‘tog 
: | : 3 apy tt ; ar! wt — *Homes Without 15,815,000 16,414,000 16,912,000 
Nnanaising remaines xCTICT Ulll i OW = iatametias . . oe os . 
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orate 1ocal program favoring thi ile i 70 pr recent of total O! thie di ount house ind depart 











yproach over concents iting the to-door at percent Another ment store followed by large ap 
"i hare in national advertising pegs dealer sak it 664 percent pliance dealers, and the continued 
bhi tered promotional phiilo One other preter to let the growth importance of small ipphance d 
oph is reflected by one manufac in retail outlet prove the poimt rs in outlying community 
tures optimist ook at what 1 Our dealer hip increased ) per pattern rep ited in floor p lish 
ypenin ent in 1956 over 19 IVS On merchandising 
\ cw price and luc-aV naker. However, one manufactures Ihe absence of door-to-doos 
t! manufacturer maimtan weters to stick with an estimate of ing of poli her pit only retail out 
cncrated im the mind of percent of iles done at retail lets against one another 
umer by an unprecedented Kiven this lower figure is still fi rom a promotional standpoimt 
lume of local and national adver percent higher than the lo t no shift in adverti ing expenditur 
risin \iert deal i following timate given b my of thes has vet hit poli her Manufactu 
hl tting up more attra iufacture in 19 ers continue to equal or exceed p 
pla im tngh = trath wea \ ain nufactures Lou d budget 
ar loping trathc-building pro thi iiiulative etiect of tron But th me lament made about 
notion [he consumer is learning ler promotions on national brand ic dealer inertia, something tha 
rT , mn that the dealer is offering genuime i it low price is toughening finally led in 1956 to a le , 
mv he $a That ild tab uu Hhis educational program the lot of direct sellet High oncentration On money spent I 
into account both actual ret she vhich reall sot underwa manufacturing cost md mo ( ill to pre d dealer participation 
" Souel aes indy in ) IS GalIning more nturm expensive door-to-door peciali t is heard from floor poli her ma 
aieatiit ae nae id will continue through 195 nust teed on higher list prices on CI 
: Qne manufactur iuidgc th il Yet the dealer is armed with Among icuum cleaner mam 
an ed ean , on , , I ’ pr drop of ys yf mo}! ( lowe pr ed hi rhy qualit unit fac turer for imstance the COLNSCI 
adoor-to-doot Wesmecn . : 
nt cl hose in the know insist it mean us is that loo many dealers 1 
Hl another spokesman Lhe history of vacuum cleanet rough going for direct sellers, and fuse to promote vacuum cleaner 
innate erages even lower, at about , 
‘n ¢ low for th “sho ling is a promotional on , ( mis of some door-to-door agen Phey just point at them 
S Cetithend seeds , this manufacture A hive-vear pat i drifting awav into other busi Similarly floor poli her 1 
, tern of biw ad budget i topped 1} I the ime thing this wa \t 
Both cite mst here $49.9 ald in 1956. ae ' he polis! 
aoe ik ' RM gs Ssh old in ational advertisin ihe 6 i pre ent most of the polish T 
hrank. Wath margins closer, you being ‘bought’ by people who, p 
part t thn tnt 15 1OM ituist mone omewhere, And Manufactures wree that th hap because of need and adv 
a | on 3 ¢ ; a | . cn if you believe strongly in ad dealer is playing a starring role in tising, want one and buy it. I 
anid we See Eee SOURISE SEE t ne the no more ror it elling cleanet but at the Wh il bemg old If more dealer 
P the oat 4 Ih ubscribed to b f time acknowledge some are becom particularly the smaller ones woul 
A\s ¢ in harpenin ! i least ¢ the: = the mallet ng more important than other learn more about the poli her and 
elitive  pricin a ¢ Ost manufacturer hurt Ihere is even Vlost report discount houses and its uses, then would set up to dem 
— turers feel if can hardl yne talk that two manufactures department stores dominate ile mstrate and sell them, the busin 
hd Sd ett read to discontinus Larger ind pendent lugging it out vould double in the next. tv 
: at ; ; ; : —_ . ; ra unl prices edge upward in vith the first two outlet yyy 
~~ i 15 to where the in show a next. Thi ippli they say, toma What might conceivably bust 
dustry lead ums it up profit in this product jor metropolitan market this situation wide open in 1957 
The recent upgrading b 2 Most manufactures feel th Ihe picture is slightly different the reported entry of a new mak 
9) lean ems | minien veight of this trend, on the other in communities under 20.000. Her vith a promotional twin unit, plu 
thi hand, is making a dent in door-to the traditional ipphiance dealer plent of promotional mone te 
loor polisher pri 1 Ul loor busine till the ke outlet, many tim back it in the market 
other hand vith ed on ha | Ih) leading manufactures ic till selling at list or near list. On In that case 1957 for the floc 
lash in 195¢ Retail P farted stance ho m 195! iw dealer thi metropolitan fringe th olisher uuld be a rep it of the 
it >27.90 Tor at least " ing! win 1 door-to-door ilesmen point out malier ci ilers wh om histor f the vacuum cleaner 
brush unit and hit a peak of till see the dealer as the kingpin pete on price a till able to hol 19 S¢ 
4139.50 for t brush job. Se | 
1 Va i Lhe best comparison their own 
eral twin-brush model priced Siieiie te ti hee GUN sane alka Tag ae eee . the cities of Sales and Styles 
it 9.9 md at rod Canister ontinue to pa 
For 19 however, pricing is ¢ ither types of vacuum cleaners. All 
pected te t sharpe pv ibly duy yp manufactures place ile f 
heating what happened price wi mister it () percent or bette 
vith ' mn LYSE On Phhaye (Dine put the total at 63 percent 
rianuractiur mtroducimn ime two at ) per ent. one at 
twinebrush unit at 9 iid it, and another at 50 percent 
plans an extra big ad push for th lank ire estimated anywh 
new item. Still another major m Mm 0 to 40 percent and 
producer is reported ready te ite hts from 20 to 30 percent 
the field with a stripped prom Canister models have graduated 
tional model to if bout $40 from the old pot’ tyle. They run 
If this happen vas on thi unut from square to barrel 
ction to the port, “it could | md include rectangular, round 
th pol her market wicl pen ind pheri il design some manu 
Ad Cuts fracture! have dropped horizontal 
tank model ind only those fe 
The currents unleashed by tl nakers who have made a name fot 
lower priced vacuum cleaners im . ; themselves with uprights continu 
1956 backlashed in two direction L_ , to make and push this type unit 
Advertising, for instance which C J iccessfull 
had followed a five-vear pattern of [ ] Continued use of col 
ver mecreasing expenditures im na wement of attachment 
tional advertising uddenly took a lrive te make il unit mo 
werve Promotional moni re . nobile still commands the atten 
maimed on a par with 1955 with a tion of all manufactur Ih 
few makers, but dropped as much ippearance of first the rolling bai 
is five percent with other \t cl cleaner, and more recently on 


that floats across the room on the 


exhausted air, pinpoints this trend 


least one manufacturer sank big 


0 
rans 
rsdn ott 
chunks of money into more eclab J 
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Simila the floor polisher MERCHANDISING 'S annual Utility 4 K 
held utilit lor tvling ind Survev the Pacific area shows up 4 
mobility emain prima oncern most favorab] iwainst the national 

ly if | ish domi iverage of | iles pel thousand ; 
nat ile 1 19 is much as ustome! Ihis area registers in ¥ 
1) percent th vy of on it 74 per thousand. East North 
manutactu Othe vere reluc Central follows with 67 ile per 

it t nt percentage hgur thousand The Middl Atlanti 

if nceded ther vas no qué irca Wa ile pel thousand. For 
t 1 ofr twi h ninance. But th Ca th Pacit irea_ thus 

nits a teadily gain noved into first from second posi 
neg n popul rit About $50 1 tion I'wo areas that declined in 
the estimated a ige a tuall paid 1955 taged i omeback West 

uta development in South Central advanced from 28 in 

ll concentrate « mobility, ease 1955 to 36 in 1956, while in the 

fi ind im nt of pickuy ame periods the Mountain area 
in floor t ttachment idvanced from 37 in 1955 to 51 in 
ill leading mah 19 5¢ 


With a saturation not exceeding 


Owners Are Sold 
even percent, floor polishers con 


























() f vacuum cleaners ar tinue strongest in metropolitan 
torn pom ut center New York heads the list, 
ture ind big citi along both coasts 
1} furthe nfirmed b ind in between account for a good 
ELECTRICAL VIE RCHANDISIN¢ proportion of the market 
19 Rep nent ind l'rade-In . 
- The Long View 
Su vith iturath l put it 6 
percent ) percent of the units Major manutacturers of vacuum 
old went to hom ilreadyv ha cleanel looking ahead at 1957 
in ' Ih drop from a project increases mn unit iles rang 
64.1. but i ing from six to 11 percent. Only 
f lian ive one sees a decline ind that up to 
ref it 77 4 vasher 76.8 10 percent 
:; t he Kloor polisher manufacturer 
ii} i tit 
| t of dealers handling look for a continued climb into Pt RES e CABLES 
tri is has rise teadilv in the 1957 of this product. One major 
| ca It stood at 51.5 manufacturer sets the increase in CORD SETS 
t in 1954, rose to pe 1957 over 1956 at 13 percent. Hi 
t i ) and to 58.7 percent is joined in hi optimism by one 
in 1950 However the percent of who believes the increase will be ‘ Why speculate? 
involving trade-ins has been percent 
111 fuati rol cal tO veal t If tl ] of 0 0 0 f 
| e027. EPs) etn Bonet coed ? Invest in the BEST, the BLUE CHIP 
tand al percent in 1954 ducer to plunge into the market wy 
dropped | percent in 1955 with a low-priced leader material Wires and Cord Sets that insure 
than ( un te 1.9 perce nt IZ i mother then the floor ‘ . better performance LONGER 
1] ercent f these trade-in polisher will really turn into. thi ‘ 
unit I h junked ha been sleeper ‘ Cl bod ha ud it wou i Buy CORNISH 
tead 1 ising It tood at be for the past three year ‘ , 
, it in 195 i | per He wa quick to add that if a gilt-edged investment! 
if ) r ] might make the industry reel 
Meanwhile, the percent resold And that means under the im 
1 ] dre pped more harplhy pact of price But pr ( looks like Complete Stocks 
from | ercent in 19 t the itrolling factor an way, both SS ae 
nt in 195¢ tor icuum  cleanes and = floor carried for your convenience at 
Lhe 16.( percent built-and poli hers, in 1957 ‘ 
ATLANTA BOSTON CHARLOTTE 
lean failed t ttain th If clea pri taper off at p 
» in 10 een EN Tal batalla n 19 ns ene CHICAGO CINCINNATI DALLAS 
, { han ich an all-time record high. and DETROIT LOS ANGELES MINNEAPOLIS 
, nost t manufacturer ' PHILADELPHIA ROCHESTER ST. LOUIS 
On i t that ) round to hare im health | SAN FRANCISCO LATTLE 
ret ‘ tal if ( ta ind ( If the aon t look for | | 
+} t thi j Hah if | 
1 of h \n f tal MAGE OY ENGINEERS FOR ENGINEERS” 
t in ft i} i I ile t 
! hi het pel 
it A 1 19 than in 195¢ 
1, f th , t to St But also look for some manufa 
ru t under the jolt, om | 
\ t n vhat lik ral manufacturers of 
bon RI I | n 195¢ kind 
THREE YEAR SALES SUMMARY — Floor Polishers 
1956 1955 1954 ye Oa ula % 
——— i CORNISH WIRE COMPANY 
Average Retail Price $57 $54 $60 rf INC. 





50 Church Street New York 7, N. Y. 


Creators and Manufacturers of 
CORDS AND CORD SETS FOR HOME, FARM AND INDUSTRY 


Retail Value $23,862,500 $20,250,000 $19,500,000 
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NEW DORMEYER PRE- 
SETS YOU UP FOR STEADY 


See how a strong, heartwarming theme 


gives your Dormeyer merchandise a highly 


Bring home a a5 TE | ie Bring home a 
= surprise! See tags sw [= surprise! 


° ” 
. ‘ + © Germeye 
‘ DORMEYER matched appliances 


NOVEMBER 11 NOVEMBER 18 





These Ads reach 25 Million Readers 
Including PARADE and THIS WEEK 


Now’s the time to stock in depth on featured merchandise. For 
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Kitchen Cabinets 








IIH total ile for 195¢ ibout + 
641,000 units, the steel cabinet in 










dustry found itself 10 percent under 
rd performance [his time last 
nost iutious estimate for 1956 wa 
bout a 10 percent gain. Obviously, the in 
ta kin zed roadblock 
\ ding to industry men, 1956 was a 
re ompetiti year than an © fal \ 
in put it [here were just too man 
trving to sell too few kitchen With 
, isin tarts down, and mon tight, a 
oductive industry coming out of a record 
ir found itself with too much product on 
< in In the third quarter, and the first part 
f the fourth quarter both the industry and 
firms in it started trimming the fat 
_ 


Fewer Manufacturers 





] 


langed onc. Some six names are gon 


mpletely and no longer market cabinets 







nal name ibout four, have retrenched 








The decline in home building cuts 1956 volume but forces manu- 
facturers to take a new—and more respectful look—at appliance 
dealer distribution and the remodeling market 

1 will market their cabinet 
trimmed down peopl 


ig distribution prob 






| 1 th teel cabinet industt vill 


’f these, three just quit, or went down with 
their parent companies, the rest, for the most 
irt, are tending other knitting. Some other 





ood years; one claims the best yet. In each 


case it was a good dealer structure that held 


them up or if wa diversification into allied 
ibinet lines that carried the burden. Where 


the cabinet makers went into 1956 without 


i heavy builder business, they did all nght, 
they say 

Another factor in the decisions of several 
firms to get out of the cabinet busine Wa 


vhat they consider the changing nature of the 
business—going from a production-line, over 
the-counter t pe of thing to a custom-built 
ustom-designed type of distribution Ihe 
omplhications of color and builtins were 
building up too fast to handle comfortabl 


nd some of the cabinet firms decided to get 


out from under while they could We were 
naking good profit one executive stated 
but the busine was taking too much time 
too much fooling around The big problem 
Va olor; kee ping inventory solid meant too 


big an investment, and dealers no longer can 


(Continued on page 168 


1956 1955 1954 
3,641,000 4,046,000 3,372,000 


$188,395,000 $209,328,000 $1 74,440,000 
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Color Broke the Ice 

Color sold itself to th 
m 1956 despil uplicati 
from the nvent nal tyli 
tandpoint Most feel ibinet 
nen regard wood as thew prima 
competition, and is the t 
that can beat wood. In Septembe 
iles of color cabin runny 
ibout 42 percent of th mdusts 
total. ‘This represents a one to two 
percent meres cach month | 
cal Vhere i ik ine fe 
color cabinet iriclust ’ 
but they don’t thin t whit 
yet 

As a result r ti rOUNISI 
howing, there ll | nore and 
bigger promotional guns backin 
up color in the kitchen in 19 
And with ipphan manufactures 
idding then th ibinet me 
think they'll ta bi f 
vhatever market 

There ar problem vith 
of course | ny vliuich 
colors? ‘This one seems to ha 
permanent solution Another ter 
der point: mvento \ minor on 
convincing the publ thr ’ 
hange color vithout onvincing 


them that cabinets need refinishing 


he inventory problem hits both 
the manufacturers and the distrib 
utors particularh the distribute 
Ihree years ago, one major firm 
distributors could be full tocke 
for $20,000 OOO: now t take 
60,000-70,000 to do th T 
ind the increase | it oan low 
These are mintnum figure 1) 


olor iit aown 


pite the fact that 


white needs, the final tab runs wa 
over whit lone Dealer of 
course, can't even consid 1 thre 
to-four fold increase in investment 
o the distributor ret the ball 
often with factory help t et then 
tarted 
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found 
busine 
onginating 
dealer 

The r 
took 
ifter 
the 
this year on 
its sales 55-45 


ing sale Industry 


market too 
luster in industry eye 
look at 1956. Where 
held the edge last vear, 
industry 


modeling 
on new 
1 good 
builder 
leader found 
in favor of remodel 
the best 
invone can estimate 1 l 
0-50 split for 6. Since 
retailers are selling remodeled 
iob rat tight 
vhere the next push lies 
timates there 1s $400 
nillion in kitchen remodeling job 
the for 1957 
tripling their ad budget to 
that mone 


VW ice 


most 

kit 
chen money 
that 


( rie 


pit 
firm ¢ 
ilread on board 
They're 

nay a big i picce of 
in handle 

HE LECTRICAI 
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tion, more emphasis im 

Thi iy they re 
dollars than 
thi for 
distribution The re 
\s one firm iles promotion man 
iid “You don t oct lovalty 
from builder I hie nice 


vhole jop put 


ting they CVCI 
did into 


better 


THOre 
Cal h 
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but vou have to give an awful lot 
to it 
Others point out that there ar 
14 millon homes over five cal 
old in) thi ountrs right no And 
the ivy that any home over five 
ears old is a pro pect for remodel 
ing Kitchen dealer ire the « 
iomical. th onl \ to each 
(= 
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the remodeling market 
Looking Dealers Over 

[he steel cabinet men are taking 
1 good look at the dealer pictur 
too. They've found out a lot of 
things about selling kitchen cabi 
net the basic one being that you 
don’t sell cabinet you sell kit 
chen Inc capably it i mor 
complicated type of elling than 


elling he 
abinet pt op want to interest any 


hey 


plug-in ipphiance 


one who'll go all the way in 


feel there just isn’t any half-way 
program possible 

lor thi reason the ibinet 
manufacturers dream of having 
enough kitchen special ts to han 
dle all the cabinets th« can put 
out. They like and want men who 


make their living solely off kitchen 
Phey’ re 
ot thi i ile 


in building that 


moimg to pend i DIY Ppa 


| 
promotn n mon 


ort of dealership 


But for nght now nd for 19 
that till a dream. Cabinet men 
idmit itll probably be a dream 
for some time 

Ihe have ome tact 
up their thinking. One firm in 
formal survey showed a large pr 
portion f apphan deales 
their sales picture ind a small 
proportion of kitchen e ialist 


The kitchen specialist out-sell th 
dealers by a wide margin, even 
taking into account the fact that 
the dealer ell wood kitchen 


too 


More Real Kitchen Departments 


Ilowever, most of the cabinet 
makers are already selling ippliance 
deal in large number Othe 
outlet uch as department store 
hardware ind building uppl 


tore plumber ind plumbing up 


ph houses, don’t number anythin 


like the appliance outlets do on 
most lists of dealer So, a_ big 
part of the sal push going to 
be devoted to putting honest 


kitchen departments in ipphian 


dealer establishment in 19 

Properh handled, the cabinet men 
think they can turn enough dealei 
into kitchen specialists to make 
the program pa\ And the would 


vith established 


cabinet pt opl 


be doing busine 


businessmen. ‘Th 


think that ipphance dealers will 
like the idea once they get a lool 
it the proht margins po ible \t 
least thev’re banking on it 

Some manufacturers are takin 
second looks at “pockets’’—part 
of their distribution picture, single 
cities, sometimes groups of smaller 
town In many of these area 
they hav tive, aggressive dealer 
rom 1) ket to pocket they 
In one place, it the ipplian 
men; in another, some oth ( 
tailer: in othe the pr ialist. The 
manufacturers figure that if it can 


be done in, sav. Philadelphia, OI 
St. Louis, it can be don 

or rm ile 
rome to 
the I rf imming im 
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nation 


wide promotion 
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monc put to wor 
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CASCADE OF NEW COLORS! 


DECOR — popular alarm. Blue, 
pink, ivory, beige—new decorator 
colors to harmonize with decor of 
any bedroom, desk or den. Wakes 
you for sure—alarm sounds for 45 
minutes unless it’s shut off. 6” wide. 
SUGGESTED DEALER PRICE: Less 
than 6, $3.49; 6 or more, $3.24 


$499° 


Ss. At this 


he lowest 


DORM LUMINOU 





$ As 














GENERAL @ 


| Bargain-priced Electric Clocks 


ALL UNDER 


$5 | 














wall or stands on 


shelf. 8” 


ELECTRIC 


i it’s t 
pared ghee alarm in ovr 
a New beige °F ivory mr 
hie A” wide. Electric, — CY al 
needs winding. acta “ ; 
DEALER PRICE: Less ~is 
$3.14; 6 or more, : 


ELECTRIC CLOCKS 


* Manufacturer's recommended retail or fair trade price, plus applicable taxes 


Clock and Timer Department, General Electric Company, Ashiand, Massachusettes. 


ARETE RENE TES SEE NEO 
ie 
YELLOW i 
~ TELECHOICE kitchen clock. Bright 7 
ae f new colors to match any kitchen: red, ve 
5 white, yellow, turquoise. Hangs on 


wide 


Electric, it keeps time to the minute 
SUGGESTED DEALER PRICE: Less than 
6, $3.49; 6 or more, $3.24 


$499" 







TURQUOISE (new) 





FREE NEWSPAPER AD MATS 


Order them when you order 


your clocks. Spark your sales 


ENHANCER alarm. Neat 


beige model for bedroom, 





on these value-packed bar- 
living room, desk or den 
5 wide SUGGESTED 
DEALER PRICE: Less than 6, 
$3.49; 6 or more, $3.24 


$499" 


gains. Tie in your ads with 
the big full-color ad appear 
ing in Sunday Supplements 


Feb. 10—from coast to coast. 
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BUTLER wall clock. Smartly 
tailored, red, yellow, white 

for kitchen or anywhere 
7%" wide. SUGGESTED 
DEALER PRICE: Less than 6, 
$3.84; 6 or more, $3.57 


$549" 





£ 


Fe 
II he em Ts eee MLNS Le TO OER 
MORE VALUE-PACKED CLOCKS AT BARGAIN PRICES! 





ORIGINALITY wall clock 
Unusual see-through design 
in red, yellow or white. 82" 
SUGGESTED 
DEALER PRICE: Less than 6 
$4.19; 6 or more, $3.89 


$599" 


diameter 


THESE BARGAINS BACKED BY BIG COLOR ADS IN SUNDAY SUPPLEMENTS—FEB. 10 
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Viking’s Plan * 
M *955 
to Help You ee* ‘ Electrically reversible 22” blades with 


pushbutton controls. Exhaust rated at 
3500* CFM. Largest, most powerful Fan 


Create Store Traffic made for windows. 
i etition 
Beat Price Comp Model #1020 
Move Inventory ... Thermostatically controlled for automa- 


tic cooling. An electrically reversible Fan 
| with 20” blades exhaust rated at 2500* CFM. 


a Adaptable for window, floor, roll-up or 


portable use. 








Check the “Viking Profit Package” before you buy! 








* All Viking Fans are 
rated according to 
standards set by the 
Propelior Fan Manu 
facturers’ Associa- 
tion as indicated by 
this seal 


) 


king 





AIR PROOUCTS 


Division of The National -U. $. Radiator Corporation 
5601 WALWORTH AVENUE * CLEVELAND 2, OHIO 
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Kitchen Cabinets 
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their hot retailing areas. 

They want dealers—dealers to 
move kitchens, take on the whole 
job of designing, selling, installing 
and following through. They're 
prepared to teach the technical 
details, assist with displays, provide 
how to help at the grass roots 
Industry men think they know how 
to sell kitchens profitably, and think 
they can teach any retailer who 
wants in how to do it. They're 
shooting at the big remodling mar 
ket—reached only at dealer level. 


Appliance Manufacturers Welcome 


“Come on in; the water’s fine,” 
is the attitude of the steel cabinet 
manufacturers towards the entry 
of major appliance firms into the 
kitchen business. Even firms which 
don’t want the cabinet-building 
business are happy to see the full 
line people coming in stronger 
I'hey like it for the increased pro 
motional impact those big adver- 
tising budgets will carry. “The 
more people talking stee] kitchens 


HOW 1956 KITCHEN CABINET 
SALES BROKE DOWN 


Percent of 
Item Units 
Sink fronts, undersink cabinets, 
and cabinet sink units 21% 
Base cabinets 33 
Wall cabinets 42 
Utility cabinets 02 


Oven cabinets 02 


the better off we all are,’ they say 

It will help on the dealer level, 
too, according to one sales execu 
tive. Where there’s been perhaps 
one man calling on a given appli 
ince dealer and talking kitchens 
there'll now be everal people 
With dealers as well as with con 
umers, the more people talking 
the better 

The possibility that the major 
ippliance manufacturers will take 
over the lead in the steel cabinet 
business has been considered, but 
discounted by most manufacturer 
Lhe appliance peopl ire a factor 
ilready, they admit, and will un 
doubtedly become more s0 as more 
firms jump in, but the potential 
market is so big and so complex 
that the cabinet men see everybod\ 
doing all right. According to the 
Steel Kitchen Cabinet Manufactur- 
ers Assn, the competition is wood, 
and that’s where the appliance 
manufacturer's sale will com 
from 


No Predictions This Year 


After the lessons of 1956, indus 
try men have decided that they 
don’t really know what’s going to 
happen in 1957. No one seem 

Continued on opposite page 
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to think that mon is going to 
loosen up, or that new construction 
will rise [hey all expect to do 
better concentrating on the re 
modeling market, and, of course, 
getting all the builder business 
they can 

Chere’s just one thing steel cab 
inct men will predict: any price 
increases in materials will be passed 
right along from here on out. Some 
firms held down 1956 increases as 
much as possible, but they're now 
it rock-bottom, and can’t absorb 
iny more, they say 

I'here will be increased emphasis 
on color, a lot of it coming from 
the appliance manufacturers. The 
square look” in the new appliance 
lines is another factor steel cab 
inet men are counting on to make 
it easier to give kitchens a built-in 
look. That’s another reason cabinet 
men like the appliance emphasi 
mn kitchen 

lor 1957, one leading steel cab 
inet manufacturer is putting m a 
line of small sliding door cabinet 
vhich hang between the wall cab 
net nd the base cabinet Thi 
illows the base cabinets to sit out 


ym the wall six inches, making 
“gee 

lumbing and wiring easier. ‘Thi 
aea 1 imed right it the remode! 
ig market 


Selling the Whole Job 


It's the full kitchen that every 
dy interested in, though no 
n ignoring the cabinet sink 
ine either The all-the-way 
iler who will put real sell into 

h ) Wm the manufacturer 
but they won’t be ignoring 

pable dealers in 1957. The 


ill be plent of opportunity fo 


il to get into the busine 
The kitchen busine that’s the 
irase ne et ill th 
t 1 talking about the f 
Uh ncept of over-the 
} It lost in 
( n the u 
preteren 1] 
lufact ’ } 
! | l tchen 
) th ; ‘ 1, ' 
Cant 
tch t lett ibinet fol- 
i ! rn 
} ) f ‘ 
; th of 
End 


IF YOU'VE WONDERED 


what’s happened to P. T. Brockwell’s 
series on Major Appliance Service, 
rest easy. Part 3, Repairing Automatic 
Washers, originally scheduled for De- 
cember, will appear in the upcoming 
February 





Model #920 
...a portable—reversible model with front 
and back grill and 20” blades, exhaust rated 
at 2500* CFM. Adaptable for window, floor, 
roll-up or portable use. 


Model #720 

. with 20” blades exhaust rated at 2400* 
CFM. Finger safe grills on both sides. 
Adaptable for window, floor, roll-up or 
portable use. 








#1010 Traffic Fan 


ee ae 


Stock and Sell Viking...The Short Line That’s Long on Volume 





HAIN Viking Fans are 







Electrical Merchandising 
this seal 


Certified 
me @) he Pe D Ralings rated according to 
Oo GY C* 7 S standards set by the 
. Propelior Fan Manu 
Division of The National -U. $. Radiator Corporation facturers’ Associa. 
5601 WALWORTH AVENUE * CLEVELAND 2, OHIO ptMA tion as indicated by 
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Bed Coverings 





Sales climb 500,000 units to the 1.95-million mark and there’s 


little 


in building consumer 


produc t 


general agreement that sales will exceed 2-million in 1957. 


Appliance dealers get smaller share of sales 


SVERYTTHING ept 

4 tinued to spiral upward in the clectri 
bed covermg industry last year 

Both unit and dollar volume climbed to 


new highs and most people in the industry 


unit price—con 


ire confident that the increase will continue 
n the vear ahead. Warm fall weather last 
car puta mild restraint on the unbounded 
ptimism which ha haracterized the im 
lustry for two years, but many manufacturer 

confident that 1956 would ultimately 


) with sales heavy enough to clean out 
mventore If so, the stage would be set for 
i tremendous year in 19 1 year in which 
iit volun hould easily better the two 
nillion marl 

lhe discouraging pr utting which ha 
vuirked the industry for some time continued 


urnng 1956 with with some stores advertising 

t blankets for $9.9 In addition, the 
Te vas bracing itself for next month 
whitional white ile wher price will 
take mother beating One of the bigge t 


hunufacturer however, thinks that an end 


onstantly lower price may have been 
cached Ih OMpan has a pecial ready 
lor the bebruar ile but it will be the 


last time for the foresceable future when 
uch a price will be offered mpan officials 


6) (Commitment mad ionth won will 


172 


not destroyed its perspective 


But while such worri 
they 
the 


ire in no wavy critical 


onfidence in its 


are real enough 


The fact that 


industry is aware of these problems has 


nor have they 


damaged its extreme itisfaction with the 


permit next month’s lower price But price 
rise which have ilready taken place will ] 
make it impossible to duplicate such a sale in 

the future 


Not every manufacturer 1 quite so certain 


things which have been a 


two vedl 


omplished in the 


Looking At The Record 


eight post-war years the industry strug 


that an end to the industr liding price ied toward the million-unit mark. By 1950 
lk | has been reached but most feel that it appe ired well within reach when 800.000 
things can’t go much further units were sold But it wasn’t until 1954 

More reasonable prices are only one of the that sales edged over the million mark. Then 
problem vhich face the industry as it head the industr wild ile ride began In 
for its first two-milhon-unit vear Still an | iles increased more than 300,000 unit 
ther is the matter of creating wider ccep to 1,460,000 and in 195 he imcrease wa 
tance Paradoxicall manufacturer have timost half a million unit wing the total 
begun to talk about this problem even a to the 1.95 million level 


their sales figure kyrocket Many are con 


vinced that the industry has done preciou 


1956 

Units Sold 1,950,000 
Average Retail Price $28 
Retail Value $54,600,000 
Jan. 1957 


Homes Owning 6,261,000 — 


Homes Without 41,154,000 


JANUARY 


hould be noted that the 


1954 and 1955 


Continued on page 174 


1955 
1,460,000 
$30 
$44,530,000 
Jan. 1956 
5,351,000 
40,649,000 
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1954 
1,104,000 
$34 
$37,812,000 
Jan. 1955 
4,756,500 
40,020,500 
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INSIDE PAINTING ROLLER DRAWER GLIDES © PLASTISOL SHELVES 
An exclusive. All doors and Nylon rollers on slide and , Open view, heavy wire shelf 
drawer fronts painted inside as drawer combine to produce @ coated with plastisol protects 
well as outside finger-touch drawer action. @ dishes and glassware. 
. 
= ————————————e ~ 





CUSTOM SPECIALS SINKS CHOICE OF COLORS 
GENEVA'S large specials de GENEVA offers a complete line Six distinctive colors in soft, 
partment can produce any type in porcelain, plastic or stainless easy to live with hues plus 
of steel cabinetry required steel sinks of highest quality white 





FULL YEAR WARRANTY 
it's GENEVA'S way of backing 
up its dealers and GENEVA 


merchandise 


STOCKING DISTRIBUTORS 
Means prompt delivery to your 
jobs, prevents deloys and dis 
appointments. 


NO TRADE- INS 

To bleed you of profit and 
the headaches of service calls 
are gone. 


PP PTTTTTETETE Te Te 
PPT TTT Cd aes 


e@eeeeeeeceeeeeeseeseeeeeseeeeeeeee 








for complete details on the Geneva Kitchen line, write 


- 
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cou) GENEVA 


THE KITCHEN LINE...WITH 


BUILT-INS 


Units available for major 
brands of ranges, ovens, refrig 
erator-freezer combinations 


ACCESSORIES 

A host of work saving acces 
sories to delight the modern 
homemaker 





NATIONALLY ADVERTISED 
GENEVA has been extensively 
advertised in leading maga 
zines for years. 





MORE TO SELL 


Geneva puts more profit in dealer 
kitchen business. For good reason! 
From better construction to wider 
color choice, it’s the finest quality, 
most complete line available, 
And, more, the Geneva sales for- 
mula simplifies dealer effort .. . 
gives the customer unequalled lat- 
itude of choice—sound reasons to 
buy. Get the complete story—the 
increased sales—by learning why 
Geneva gives you “more to sell” in 
the fast growing kitchen market. 





SPECIAL PURPOSE CABINETS 
Designed to meet specific stor 
age or work problems... are 
standard with GENEVA 


peeeeeeeeeeeeeees 





EXTENSIVE LINE 
Permits tailoring a GENEVA 
kitchen to every preference 
every budget 





DEALER TRAINING 
Every possible help is given 
you, the dealer, by distributor 
and factory experts. 

EM 1-57 





GENEVA MODERN KITCHENS 


Division of Acme Steel * 


Geneva, Illinois 
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ina UHF 
Converter 


\, 28 


@ 


UL approved 


® 


OFFERS TOP 
PERFORMANCE 
AT LOW COST 


only $4995 


@ Tuned Input — 
tracks with oscillator 


@ Precise Impedance Match 
@ One-Knob Tuning 


@ Drift-Free Performance 


@ Check with your supplier 
today. Also ask about 
the Deluxe Ultraverter 

or write Dept. XA-15 


Dealers 


B-T Labs backs up your UHF Con- 


verter sales effort with colorful 


window streamers, ad mats and 
an aggressive coop program. For 
details, see your local distributor, 


or write direct. 


BLONDER-TONGUE LABORATORIES, INC 


Newark, New Jersey 
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omewhat 


Hcen revised 


The 1954 total of 1,104,000 now 


totals have 


corresponds with the Census figure 
for the industry while the 195 
total has been upped 110,000 unit 
from the | 0 .U00 publi hed her 
last year 

Dollar olume ha increased 


steadils ton though the gain 


here have been le pronounced 
since the industry's price level ha 
been shifting downward In 19 


» million and in 
$54.6 million 


retail value was $44 
1956 this climbed to 

Saturation has increased, too 
ilthough second blankets sold for 
horn ilre id hold 
thi increase below the rate if 
tained by unit ile \ 
of the basic tools needed to estab 


OWwWnInNg One 


numbe 


lish a reall iccurat saturation 
figure ire omissing but in the 
ibsence of thi information 
Ee LecrricAL MERCHANDISING’S est 
mate of | percent ituration 


the most reliable figure availabl 
his means that some 41,154,0 
till do not have an 


wired horn 
electric bed 


A Challenge and Its Problems 


Manufacture i vell a f 
th nerchandi ind market 
pl em hich must yet be | 
in j thi 1 h 
ngu 

( 1 t th nost ditt 

uit t easonal rature f th 

i j | ul my 
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utilitic indicate that in 1955 al 
most 80 percent of clectric bed cov 
winter 
months with over 70 percent in the 
final three months of the year. Over 
a quarter (25.65 percent) were sold 
better than a 


rings were sold in the 


in November and 
third (34.06 percent) were moved 
in December. Less than 10 per 
cent were sold in the six months 
from March through August. 

A partial (and unsatisfactory 
imswer to this problem has been 
for off-sea- 
on selling but the pricing prac- 
tices throughout the rest of the 
room for 


ought in lower price 


year don’t leave much 
maneuvering on this score 
It po ible, too, that a 
ind more bed coverings are sold 
blanket and soft 
that the seliing curve may 
ened out One 
manufacturer who sells large quan 
titic of electric bed 
through appliance dealers 
plains that the appliance dealer 
regards it as a fourth quarter prod 
nothing with it in 


of the 


Thanu 


more 
through good 
outlet: 
be e somewhat 
coverings 


com 


uct and doe: 
the remaining nine month 
vear. ‘The avs thi 
facturer, is for the appliance dealer 
to treat the blanket as any other 
lectric houseware and to push it 
is a bridal or shower gift or as a 
uitabl other gift 


ving occasion 


olution 


present for an 


The Appliance Dealer's Role 
| hi hy ny? 


isofar as the ipphiance 
hvidence 
ling up that the appliance retailer 
has lost his early dominant role in 
electric bed covet 
blanket department 
mcrea ingh LINpor 
tant outlets for this merchandis« 
Manufacturers agree that although 


up another problem 
trade i 


oncerned cems to be 


merchandising 
ings. Instead 


have becom 


the apphance dealer's unit volume 
nay not be suffering his percentags 
f industr l most certainly de 
lining. It seems unlikely that thi 
trend A I] 1 CVCI ed But blan 


ket manufacturers who distribut 
ducts through hard goods chan 
| irc mterested im minimizn 


d | ul hy l de imopimcnit 
I 





WHY NO, | THOUGHT YOU HAD THE KEY 


JANUARY, 


Hy 


1957—ELECTRICAL 


There were few 
vations during the year but som« 
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Build sales leadership with 













decorator-styled 


fan-selling year! 








Ultra-Twenty (Models 2057-U, UB, 
UT, UP)—Four decorator colors! Re- ° 
cessed panel Saf-T-Eye, 3-speed 
switch, thermostat, electric reverse. 
Complete with spacers. Big 20” blades 
move 3950 cfm.* 





Super Sixteen, Super Twelve (Models 
1657-S, 1257-S)—Portable air circula- 
tors, complete with Tilta-Breez stand. 
“Comfort Grip” handles. Sixteen: 18” ; 
x 18” x 5%"; 3000 cfm.* Twelve: 16” + 
x 16” x 5%"; 2300 cfm.* : 


ELECTRICAL MERCHANDISING - 


Lau scoops the field again by 
offering every fan... every fea- 
ture ... your customers want! 
Here’s the new Ultra Twenty, the 
selling sensa- 
tion...the handy Porta-Breez, 
best-looking fan on wheels... 
the portable Supers, Twelve and 
Sixteen. Here are all the fans 
you'll need to give you a banner 











Twin Twelve (Model 1257-T)-—Slim, 
trim, with new automatic thermostat! 
3-speeds. Lightweight, portable; hangs 
on casement window in seconds. 16” 
x32" x5%". Twin 12” blades move 
3120 cfm.* 


























Special Twenty (Model 2057-RW)— 
Powerful low-cost fan, Electrically re- 
versible! 5 position control, Built in 
adjustable spacer panel, Fits windows 
30” to 38%” wide. 20” blades move 
3950 cfm.* 
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Super Porta-Breez (Model 1657-SPB) 
—New mobile air circulator; easily 
moved on non-scuff wheels. Height ad 
justable stand, Full 360° tilt. Popular 
Super Sixteen fan, Shipped complete 
in One space-saving carton, 











Powerflow Twenty-Four (Model 2454- 
WR2)— Cools an entire home. Quiet, 
belt-driven, 2-speeds, electrically re 
versible. Fits windows 31” to 36” wide 
26%" x31" x10". Moves 5500 cfim.* 

*( Equiv. NEMA) 
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Lau! 











Super Twenty (Model 2057-S)-—-Pop 
ular 20” portable air circulator, Auto 
matic thermostat. 3-speeds, 22” x 22” 
x 5'4". Spacer panels for window in- 
stallation available, Big 20” blades 
move 3950 cfm." 


World's Largest Manutacturer 
of Air-Conditioning Blowers 





LAU FANS 


THE LAU BLOWER COMPANY 
2007 Home Avenue, Dayton 7, Ohio 
Azusa, California. In Canada 
The Lau Blower Co. of Canada, Litd., 
Kitchener, Ontario 


44 
ay Remember, “See Us At 


The HOUSEWARES SHOW, Navy Pier— 


r 4 Chicago, Booths 529-531, January 17-24 
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Sales once again run well over the billion dollar level but 


intense competition produces chaotic marketing conditions and 


profits do not keep pace with overall volume 
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However, to a question whether 
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1956 
Number Retail 
Sold Value 
BED COVERINGS 1,950,000 $54,600,000 
BLENDERS 465,000 16,250,000 
BROILERS 750,000 29,962,500 
CLOCKS 9,750,000 65,812,000 
COFFEEMAKERS 5,100,000 98,685,000 
COOKER-FRYERS 1,350,000 20,925,000 
CORN POPPERS 640,000 3,168,000 
FRYPAN-SKILLET 6,300,000 113,085,000 
HEATERS, ELECTRIC: 1,811,000 52,124,000 
Fan Forced & Fan Htrs 976,000 19,032,000 
Non-Fan Forced” 290,000 6,960,000 
Wall Type 545,000 26,132,000 
HEATING PADS 2,215,000 13,179,000 
HOTPLATES 760,000 6,042,000 
IRONS: 8,715,000 122,743,500 
Automatic 2,130,000 21,193,500 
Steam 6,150,000 98,092,000 
Travel 435,000 3,458,000 
MIXERS, FOOD 4,245,000 119,332,500 
Standard 1,600,000 70,400,000 
Portable 2,645,000 48,932,500 
ROASTERS 225,000 9,000,000 
SHAVERS 6,900,000 145,600,000 
TOASTERS, AUTOMATIC 3,625,000 68,693,000 
WAFFLE IRONS — SAND. GRILLS 965,000 19,250,000 
TOTAL SMALL HOUSEWARES $ 958,451,500 
FANS: 
Desk & Bracket 2,400,000 47,850,000 
Hassock or Floor 135,000 6,682,000 
Window Ventilating 2,525,000 119,937,000 
Portable Roll-Abouts 270,000 18,090,000 
Ventilating, Wall & Ceiling 1,150,000 40,192,000 


TOTAL FANS 








GRAND TOTAL 


* Includes Radiant Glass Panel Portables 
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$ 232,751,000 


$1,191,202,500 
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1955 1954 
Number Retail Number Retail 
Sold Value Sold Value 
1,460,000 $44,530,000 1,104,000 $37,812,000 
405,000 14,415,000 296,000 11,825,000 
1,545,000 77,172,700 1,550,000 75,950,000 
7,200,000 50,040,000 6,900,000 47,955,000 
3,675,000 71,662,500 3,269,000 65,053,000 
1,925,000 33,687,000 1,693,000 37,077,000 
780,000 4,040,400 815,000 4,605,000 
2,660,000 50,540,000 1,100,000 26,400,000 
1,680,000 50,113,500 1,432,000 37,452,500 
880,000 17,160,000 850,000 16,787,500 
270,000 6,480,000 257,000 6,040,000 “— 
530,000 26,473,500 325,000 14,625,000 
1,980,000 12,177,000 1,672,000 10,450,000 
950,000 7,362,500 946,000 7,180,000 
7,930,000 112,871,000 6,536,000 95,869,000 
2,495,000 25,575,000 2,215,000 22,748,000 
4,995,000 83,666,000 3,921,000 68,421,000 
440,000 3,630,000 400,000 4,700,000 
3,240,000 103,151,500 2,865,000 94,142,000 
1,615,000 71,464,000 1,591,000 70,000,000 
1,625,000 31,687,500 1,274,000 24,142,000 
330,000 13,183,500 350,000 13,982,500 
4,750,000 121,125,000 3,957,000 106,839,000 
3,250,000 59,312,500 3,105,000 58,840,000 
995,000 18,905,000 928,000 17,354,000 
$ 844,289,100 748,786,000 
2,525,000 50,373,000 3,924,000 93,195,000 
250,000 10,464,000 406,000 17,052,000 
1,645,000 82,168,000 1,425,000 79,643,000 
165,000 12,787,000 175,000 12,775,000 
860,000 30,100,000 825,000 30,937,500 
185,892,000 233,602,500 
$1,030,181,000 982,388,500 
MORE> 
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_ 
NEW q fighlamler AUTOMATIC SETS SALES RECORDS IN 52 CITIES! 


Now Maytag covers the washer front with models for the upper 


9% of the market that delivers all the real profit to dealers! 








_ LOWEST 
“ PRICED 


Lf] (s 


> 4 AUTOMATIC WASHER ou DRYER 
y IN MAYTAG HISTORY! 





























Now! Get a full-profit margin 
even after a *50 trade-in! 


Now Maytag Dealers invade a new price class with the perfect step-up from the 
stripped-down price leaders of other makes. And it’s a natural stepping stone 


to Maytag’s SUPERMATIC or top-of-the-line All-Fabric Automatic. 
TWICE THE FEATURES OF ANY OTHER AUTOMATIC IN ITS PRICE CLASS! 


he new Maytac “Highlander” was designed to offer famed Maytag features, per 
formance and quality to the many women who thought they could afford only an or 
dinary make. Add to this the one feature that lets you keep customers and profits: 
Maytag Dependability 

lhe sum total? The new “Highlander” washer not only doubles the sales po- 
tential of every Maytag Dealer, but gives him a full-profit margin even after a $50 


trade-in! 


A “SOLD OUT” SUCCESS in introductory markets! 


LOS ANGELES... CHICAGO... 


In one month, Maytag sales in this city more ‘Sold a carload of ‘Highlanders’ in one day.” 
than doubled MAYTAG WEST COAST CO CHICAGO DEALER 





NEW YORK... CLEVELAND... 
Dollar volume in Maytag Automatics up Highlanders’ helped sell 16 Maytag All-Fabri« 
200 % NEW YORK DEALER Automatics, too.” CLEVELAND DEALER 
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New MAYTAG “Highlander” 
Automatic and matching gas or electric Dryer 



































FREE! pre-testeo ano 


aces fs NOW STEP UP TO ALL THAT'S NEW 
details. Call him! IN AUTOMATIC WASHERS AND DRYERS 

















PAIRED FOR PROFIT | 


Now MAYTAG offers a complete line... ith 
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ALL-FABRIC NO-VENT SUPERMATIC 
AUTOMATIC DRYER WASHER 


@ Cold Water Wash and Rinse @ No Vent @ Delicate Fabrics Cycle 
(as well as Hot and Warm) @ No Pans 





@ Automatic Water Level Control 
@ Two Speeds 


@ Double Insulation @ Full-time Safety Lid 
@ 926 Lint Removers @ True Temperature Control @ 926 Lint Removers 
@ Suds Saver @ Full-time Safety Door @ Vibration-free Balancing 
@ Full-time Safety Lid @ Rustproof Cabinet @ Automatic Unbalance Switch 
@ Automatic Water Level Control @ Super-size Lint Trap @ Rustproof Cabinet 
@ Automatic Unbalance Switch @ Pushbutton Heat Selectors 
@ Rustproof Cabinet @ 115 or 230V 








MAYTAG 
IS ON THE MOVE 
...MOVE WITH | \ | 









'/AT EVERY PRICE ! 


the line that makes sense...makes sales! 












































SUPERMATIC “HIGHLANDER” “HIGHLANDER” 
DRYER WASHER DRYER 
®@ Full-opening Safety Door @ Fully Automatic @ Fully Automatic 
ntrol @ Variable Heat Control @ Fully Flexible @ Variable Heat Control 
@ Super-size Lint Trap @ Lint Remover Tub @ Automatic Timer 
@ Fully Flexible Timer @ Safety Switch @ Safety Door 
@ Ozone Lamp @ Flush-to-wall Installation @ Smooth, Even Drying 
ch @ Porcelain Top and Drum @ Modern High Back Panel @ Super-Sized Lint Trap 
@ Rustproof Cabinet @ Rustproof Cabinet @ Rustproof Cabinet 
@ Maytag Dependability @ Maytag Dependability 





"ee ee rer es 
























: | 
— YK 


VISIT M YTAG ...the home laundry specialists 


... Suite 11-105 in The Merchandise Mart 








SEE THE FINEST AUTOMATIC WASHERS EVER OFFERED! 
= = —— ——— ==. 
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123 123-5 
luyt li Faby All-FPaby vith Supermati Highlander with 
L\utomati Suds S er Suds Saver 
SEE THE MOST COMPLETE LINE OF DRYERS! 
! CoB oe GoD (= ay 
a) —— ———— —— 4 —— 
\ f 4 i 
i 
¥ 
640.W 640-4 740-C Air Flow Supermatic 602 7O14 Supermatic 601-4 Highlander 65 Highlander 75-¢ 
ric. No- Vent Fleectric. Air Flow Gas Dryer Water Extractor Gas Dryer Air-Flow Electric Dryer Gas Dryer 
Dryer Dryer Electric Dryer Electric Dryer 
/ 
SEE AMERICA’S BEST-SELLING CONVENTIONALS! 
f tk = a, 
| ore ———» 
| 
" ot : 4 
é ‘ ‘ ‘ 
‘ 8 é ‘ 
Maytag Master Commander Chieftain 


SEE ALL THAT’S NEW IN HOME LAUNDRY... 
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ELECTRICAL 


Electric 
Housewares 


continued 

i t th ue tim lor a detailed listing 
f the features of the 18 makes now on the 

Ket ee KM, Decemb« 195° p ( 

The Market 

Ihe market for steam irons, like that of 
tomatic dry irons for a good many yea 
ontinuous one, regardl of mounting 


ituration. It is predicted that steam iron 


ill follow losely the previous pattern of 
the automatic drys, which in pite of ilmost 
00 percent saturation, totalled from five to 
even-million units a year for a good man 


Cal 

Daily and weekly use of irons varies from 
family to family, and determines the average 
life of any iron. Obsolescence, for that reason, 

in important factor when considering the 
yearly steam iron market. Average life of a 
team iron depends on a number of factors 
1) the amount of use the iron is subjected 
to. Large families, for instance use the steam 
iron many times a day. Not only by the 
women in the family responsible for the bulk 
of the ironing, but by all other members who 
use it for quick pressing and touch-up jobs, 
for dressmaking, for reviving matted velvets 
tired millinery, etc. (2) In hard-water areas 
the average life of a steam iron is materially 
lessened. So, the smart merchandiser of elec 
tric housewares should include in his line not 
me but a variety of reliable makes represent 
ing the best in the two main types in order to 
itisfy all his customer’s need 


It urprising to observe, in face of the 
ontinuing market for this product that in the 
past few years more than half the yearly vol 
ume wa iptured by a single well-known 
brand. ‘This indicates a lack of initiative on 
the part of other manufacturers who have a 
ood product—a bowing to the seeming inevi 


table, which is not the usual atttitude taken 


n this hig ompetitive electric houseware 


industt 
Predictions 
Stean ns, like automatic dry irons in 
1evd hould eventually reach a yearly 
un f million plu 


I 


AUTOMATIC COFFEEMAKERS 


Automat! ffeemakers hit mass market 
proportio igain in 1956 with a new record 
in unit sales of 5,100,000. ‘The estimated 


average retail price remains at the $19.95 
level, although many deluxe models in chrome 
and coppertone finishes ranged up to $29.95 
and $32.95 

Again in 1956 leading distributors through 
out various trading areas rated coffeemakers 
imong the first five appliances as volume pro 
ducers 

While the average retail price for automati 
percolators is set at $19.95, there is a wide 
divergence in price ranges according to brands. 
In addition, some leaders, in an endeavor to 
capture some of the medium priced market, 
added promotionally priced models to thei 
regular line. An increasingly large number of 
models were sold in the $10 to $12 range 
Some industry observers estimate that thes« 
lower priced models represent close to half, 
if not half, the total unit volume for the 
year. Stamp plan and premium houses, drug 
stores and supermarkets are said to have 
moved a large portion of these lower-priced 
units. Specialty appliance dealers and credit 
jewelers, on the other hand, accounted for 
the bulk of the higher priced units 


New Models 


Several new automatic percolators were 
introduced in 1956, Hoover entered the field 
for the first time in 1956 with a 9-cup model; 
Silex made a bid for more of the coffeemaker 
dollars with a new medium priced, 8-cup 
automat percolator; other COTM panne S$ are 
said to be joining the ranks in 1957 

Universal introduced deluxe 5 and 10-cup 
Westing 
house introduced a 10-cup model with a new 
type pump; Cory brought out a 10-cup Capri 
in the $19.95 price bracket 


I'here’s no question about it, coffee is 


Coffeematics with 5 new feature: 


America’s favorite beverage and percolator the 
favorite way of brewing. ‘These facts were 
brought out once again by a recent national 
survey on coffee consumption habits in the 
U.S., made by the Pan-American Coffee 
Bureau. The survey revealed that American 
people drank a total of 300-million cups of 
coffee on a typical winter day in 1956. On a 
per capita basis this is an average of 2.65 cup 
for every person, (armed forces excluded) 
10-years old and over. ‘This is approximately 
the same rate as in 1955, and is 12.6 percent 
greater than in 1950. Out of every 100 cups 
consumed 82 were drunk in the home 

Geographically, the heaviest coffee-drinking 
areas were the Mountain and Pacific Stat 
the lightest the Southwest 

A geographic breakdown of how regular 
offee was made by geographic areas in 1956 
revealed that 64 percent of the homes where 


regular coffee is served use percolators, as 
follow 
North 
Kast Central South West Total 
oy f f oy oy; 
f « t t 4 
Percolator 70.5 60 62 9 64.0 
Drip 19.0 24 24 21 22.0 
Vacuum type 7.0 9 4 13 7.5 
Coffee pot 3.5 7 10 7 6.5 


or pan 
Instant Coffee Trends 
Merchandisers of automatic hot-water boil 
ers, water kettles, hot cups and tea kettles 


as well as automatic coffeemakers should be 
interested to learn that the survey further 









revealed that instant (soluble) coffee drinking 
continued to rise in 1956, 24 percent more 
cups were drunk in 1956 than in 1955, and 
nearly twice as many as in 1953, About 25 
percent of all coffee drinkers drank instant 
coffee occasionally, while only 17 percent 
drank it exclusively. The geographic pattern 
of instant coffee consumption has changed in 
the past three years, In 1953 the Middle 
Atlantic States had the greatest per capita 
consumption; in 1956 the per capita con 
umption in that area was only slightly above 


the national average; as follows 


Instant Coffee Use 1953 and 1956 


Creographic Areas Per Capita Consumption 


1953 1956 

New England 26 7 
Middle Atlantic 9 i) 
Kast North Central 2) > 
West North Central 11 27 
South Atlantic oA 61 
Kast South Central 2 6 
West South Central 11 18 
Mountain 21 ‘1 
Total ") 16 


MIXERS 


lhe mixer industry topped the 4-million 
mark in unit volume in 1956, with a total of 
+,245,000 units, both standard and portabk 
This increase of 3] percent over the previous 
record year of 1955 represents a little more 
than a million units 

lor standard mixers, however, it was an 
off year. Decreases from the previous banner 
year (1955) of from 5 to 40 percent were 
reported by leading suppliers, An estimated 
total of 1,600,000 units were sold at an 
erage retail price of $44.00, ‘This represents 
a slight decrease from the 1955 unit volume 

Portable mixer sales, on the other hand, 
made a new record with 2,645,000 units sold 
in 1956. ‘This represents a 62.8 percent gain 
over the previous record year of 1955, when 
1,625,000 units were sold 

Portables have steadily forged ahead in the 
past five years, and in the following table it is 
interesting to observe the yearly progress of 
portables as they take a greater percent of the 
total unit volume each year, Standard mixers, 
on the other hand while holding their own in 
units, show a decline in their percent of the 


total mixer market 


»- Year Sales Comparison Port ible vs Standard 


Mixer 
Units 
Total Portable Standard 
Mixers I nits Percent | nite Peroent 
Sold Sold Total Sold Total 
1.830.000 455,000 274.9 1.375.000 75.1 
1,465,000 615,000 12.6 1,270,000 67.4 
rf 2,465,000" = 1,274,000* 4 1,591,000* 65.5 
4,240,000 1,625,000 0 2 1,615,000 49.46 
66 «= 4,245,000 = 2,645,000 62.3 1,600,000 87.7 


* '54 Bureau of Census 


In other words, portables are making their 
own independent gains and are carrying the 
mixer industry into mass market proportion 
oO far as unit volume is concerned 

\ similar comparison of dollar volume pre 
ents an entirely different picture. The big 
ticket standards quickly build up dollar 
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52 $69,122,250 68,622.250 12 $60,500,000 
‘ ) 
67,534,200 11,654,200 17.3 0,000 
54 94,142,000* 24,142,000* 6 0,000,000 74.4 ~~ Automatic 
103,151,500 1.687.500 164.000 693 Toaster 
> ane 3 ad el bo nde DEAT) RR Sa ae a 
56 119,332,500 44.992.500 1 ) 400.000 9 0 . dd r 











*Hureau of Consus 
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The leveling off of 19 
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GRAPH ll. Progress of Electric Housewares New Items 1950-1956 


Fan-Forced and Non-Fan Wall Baseboard heaters are picking up in the 
Fan Heater Heater Dy pe Northwest and Southeast. In the gla heater 
ae Unit Units ications, baseboard panels vie with wall 
Iu BOO. OO0 ) OOo Mo OO0 
19 880 000 7) 000 530 000 ind portable panel for first plac 
7 976 O00 1) OOO 15.000 Portable heaters in the past few years have 
Orne pe 1alized ipphian designed = t 
06 000 B17. 000 1. 400,000 il wise Kiven in well-heated home ind 
fhees one or mo lectric heaters are found 
fan-f{ d unit to fit special needs of special individual 
t p i at a ratio of a hildren, invalids, old people, and th vh 
t ist non-fan unit W ensitive to draft ! ada 
} nelu lt-in and ly lhen ther ire th runcthions an I 
iit Clu { ith pe torn mich not 
\ fan tot i] th ntral heat | stance i Wal 
f rtabl ter var Uy] throom quickly. It 
| ' ft Ti heat i iT icat normally un 
mong diff t ippl S ren uch a Da nent playroom 
+] I nd i Other us include 
{ ic tt huntin lod 
r ; de I Ma t 1 
; nt | Lidnagyne rt hen the nt 
; beyt if fem 1 tT I th South 
\ ) ' } { N heat 1 ( | 
I { l t t t Vatrante 
f ' ' ' | tant feature f n the I195¢ 
NEMA m tabl heat tomat therm 
tc Sent Oe tats that turn tl hen room 3 
I unt I re tha Wi { { { 
j f f } Liat n th iout the 1 n lip 
{ tolvy ' f th hy ty t 
th t iT vhi i ital] knocked 
f th R lL Mount tot , i ! r tv heat ire other 
A ~ F ; i] j { ! 
On th tl} hand, the Pacif 
r t ( n i Inventories 
tl i \ Ih yuth t 
t i@ater te tor p Mild veath hha { mn th ! 
| heater sales in 195¢ f 1955 resulted in som I r of stock 
to 1956. H tribut ind dealer 
Trends na vel iscrvat Da during 
thie il th the re t that the heater bu 
I t-11 | it lead the expected t ‘ i 1YoO in a Vel 
ket on the West (¢ t. ‘Thermostaticalls osition invent NV 1S¢ 
t unit t t ind f it-in 1 hie electrical nt t ( heating 
! t nan ill market t th I ract i built-in 
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" t Dt i vil ! 
{ r mil it ree 
uilt-ain ! bath 
iF (on pe tabl \ ! 
pa tment st iga t tl ) 
tlet The amount of busine th 
t erators 18 report { 
Predictions 
\ steady, continuing vth is anticipated 
for electric pace heaters im all categoru In 
the past utilities took a dim view of electric 
heating for two reasons: (1) because it was a 


because they didn't 


over high bill 


seasonal load product 
like to argue 
Now, however, faced with the necessity of 


with customer 


balancing the peak summer load caused by 


room air conditioners, utilities are definitely 
interested in heaters. And with this stumbling 
block out of the way, electric 


continue to grow by leaps and bounds 


heating should 


TOASTERS 


Automatic toaster sales again held their own 
million units for the third 


follow 


in 1956 topping 


onsecutive vear a 


Units Ave. Price Value 
1954 , 105 000 $i .95 $58 840,000 
1955 +, 250,000 18.25 9 312,000 
1956 $625 000 18.95 68 693 000 
This 1956 unit volun mad only to 
the record year of 1950 when the Korean 
in boosted wuftomat toaster ile I 
15 OOO unit Iixcept for the two yea 
19 md 19 when automatic toaster sale 
dropped slightly below million (1952, 2 
650,000 unit mad LY QOO units 
utomati foastel ii in 
ell over milion unit i we 194 
While the average retail price in 1956 wa 
| ) higher priced, quality unit ive re 
ted as repre fin tion of th 
1] hurne low im upp iJ 
f th opinion that the toaster busine 
nan high in | Decau of lov 
es which bran 
ith 
Demand hel ten through the eal 
ling to NEMA n month 
port startin vith March 1956 throu, 
June sa f this manutact roup show 
uns of trom 16 ¢ { t er the i] 
nonth wm } Ih t the ones 
tion that the toaster imdust nt int 1 
th a prett lean 7 if 
oncermed Thi | t tuati 
I pr cd att ! />( 
The Market 
thi U yeal nce its in ition, the aut 
tic toaster h evolve from a crude, b 


treamlined, efhcient 
It has be 
t popular apphances in 


throughout the 


ty to a beautiful, st 


iecessity in every American home 


me of the mo 


he kitchen, in constant use 


American 


enjoy toast for breakfast, toast 
ror iIndwiche toast fer ‘TV nacks and 
nany other uses, Latest models are available 
1 one, two and three-slice models. They have 
been developed to a high degree of automa 
t i. Some model iutomaticall bower ate 
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lift bread slices into and out of the toastin 
well. Thermostatic controls make it possible 
to dial the exact deg of brownness desired 
ind some have a moisture sensing device 
which controls toasting time f rious type 
* bread 
Saturation 
In the Thitie if te od { Iti | 14% thr yugh 
1956 inclusive, mentioned above, 294-million 
units have been sold. Figuring the averags 
life of an automatic toaster at from 12 to 15 
ears, these )-million toasters won't be duc 
f replacement to mother three to ten 
Cal unl omething new im toasters 18 in 
troduced to quicken theu obsolescence 
Koughly about 40 percent of total yearly sale 
presents replacement f old, worn out 
nod Th means that toaster ownership 
ha iched a total of 4¢ 100 or 77.1 pel 
if at th total 4 +} ) d hom 
i the The Ih iumber of automati 
toast t | i t i however, f 
( ls th total nany toaster til 
in use range ina i i" cal In add 
tion, many homes today ha more than one 
toaster 
New Models 
Ihe omething new in toasters ma il 
ready have arrived. Several compan in 
cluding Gk, Silex and Landa ip to mention 
i few, introduced dual-purpose toaster unit 


in 1956, that is combination toaster-ovens and 
combination toaster-broilers. It’s a littie earl 
to say, but these combinations might well be 
the type unit that will speed up toaster 
obsolk COCTICE 

Hamilton Beach, well known in the mixer 
held, added a conventional type lice toaster 
to their line in 1956 
SHAVERS 

Ihe . electri haver industry reached an 
ill-time high again in 1956, with a total of 
6,900,000 unit old at an estimated average 
retail price of $21.50. Compared to the 
previous record year of 195 when 4,750,001 
units were sold, this is a gain of close to 
’4-million units or 45 percent 

Lad haver vhich first became popular 
in 19 ind which were added to leading 
haver lines in 1956, really caught on. ‘Total 
iles for the vear, origimalh expected to run 
ibout 500,000 units, exceeded all prediction 

Various industry estimate put the veat 
end lady shaver total at 15, 20 and 29 percent 
f the entire volume Women who used 
them liked them Lhe provided 1 faster, 


cleaner, less me way of removing leg and 
And the dainty 
cases in a selection of colors made attractive 
highly desirable gift merchandise. Retail 
prices ranged from a low of $14.75 to $17.95 

Men's shavers, in the meantime were not 
at a standstill. New 
ing the vear provided i faster, more efficient 
Practically 


every man of shaving age seems willing to 


underarm hai lightweight 


models introduced dur 
means of removing tough beards 
at least give them the benefit of the gen 


erous free-home-trial offers made available by 


most manufacturers. Estimated retail] prices 
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5 hs 195¢ 1953 
placed on men vavers range from $17.50 
to $31.50. However, increased competition 


of new companies coming into the field with 


che ipel model pulls down the OVC! il] AVCI 
age 
In the last 


electric 


who use 


tudy of 


havers it was estimated that approxi 


1\ lable 


mately one out of every three men now own 
ind use an electric shaver, and one out ot 
every ten women 

here’s no doubt about it, men have 
reached full maturity in 1956. Accelerated 


shaver volume in 1956 is again attributed 
mainly to increased advertising money spent 
by leading producers especially in ‘TV and 
national magazine Keach year the adverti 
ing budget is upped a million or more, and 
1957 will be no exception 

Liberal trade-in allowances (average $8.50 
ind free-home-trial offers are other contribut 
ing factor 

While for ood many years the shaver 
industry was narrowed down to three or four 
compan 19 ind 1956 marked the en 
trance of several new companies into the 
field, including some foreign makes, and 
eral companies are said to be seriously in 


vestigating the field. 


Another big shaver year is predicted for 


1957. “Overall unit sal may mecrease a 
much as 2-million,” it is predicted. New, 
high style models will also be introduced, 
especially in the lady shaver categon 

The electric clock industry followed the 


same trend toward breaking records as was 
experienced by most of the leading electric 


housewares categories in 1956. An estimated 


JANUARY, 
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Growth of Electric Housewares New Items vs Staples 1950-1956 


$ 1,191.2 
- — — - M ' 
38.37% NEW ITEMS 
1,030.2 ] Broiler-Rotisserie 
’ — Cooker-Fryer 
$982 4 - Corn Poppers 
- Mil 37.52% + 


Fryer-Skillet 

Portable Mixers 

Steam trons 

Window Fans 

Hassock Fans 

Portable Roll-About 
Fans 


STAPLES 


Bed Coverings 

Blankets 

Coffee Makers 

Heaters 

Heating Pads 

Hotplates 

Travel trons 

Automatic trons 

Standard Mixers 

Roasters 

Toasters, Automatic 

Waffle trons 

Clocks 

Fans, Desk & Bracket 

Fans, Ventilating 
Wall & Ceiling 





1955 1956 


9,750,000 units were sold [his is second 
only to the early postwar year of 1948 when 
pentup demand rocketed clock volume to 


[995.000 units 


Average Price Low 


Because better than 80 percent of the total 
ind kitchen 
wall models in low-priced brackets again in 
1956. retail 


Alarms again led kitchens by a slight margin, 


volume were in bedroom alarm 


average price continued low. 
ind occasional and decorative types are said 
to have made small gain 

Again in 1956 the fall months are reported 
to have registered greatest sales peaks at retail 
is well as manufacturers level 


While list electrical appli- 


ince dealers and departm« nt 


manufacturer 
tores a prime 


movers of clocks, each year a larger portion 
of the business goes through jewelry and di 
and hardware 


End 


count operations, drug chain 


tore 


—1907 


. to 1957. That's how long Elec- 
trical Merchandising will have served 
the appliance dealer when July rolls 
around. And to bring you up to date 
on just how much has happened in 
those fifty years, and what to expect 
in the future there'll be a Golden 
Anniversary issue coming your way 


ere 
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ELECTRICAL 


Valuable information for appliance advertisers 





How to increase sales 


in the market that gives you 


your biggest profit margins 


There are plenty of places in the U.S.A. where the 
merchandising push is less frantic than in the big 
cities ... where the pressure for cut-price deals is 
slight ... where profit margins haven’t gone on a 
starvation diet. 

These places are small towns—truve small towns 
far enough away from big cities to be isolated 
from their influence. They represent America’s 
least exploited market. 

For such towns, one—just one—national pub- 
lication is specifically edited. That publication is 
Grit. It offers you what amounts to virtually home- 
town coverage in 16,000 such towns, coast to coast. 

Exactly 58.53% of the better-than-850,000 cir- 
culation of Grit is concentrated in towns of 2500 
and less—a concentration far in excess of that 
provided by any other national publication. 

What’s more, there can be no question that read- 
ers buy the products they see advertised in Grit. 


Over and over again, the Grit Reader Survey, 


now 


in its 21st year, has conclusively demonstrated 
that fact. 

Your advertisements in Grit are practically cer- 
tain to increase your sales in the vital small-town 
market—the market that gives you your biggest 
profit margins. In this field, Grit is the logical 
No. 1 choice. 

The astonishing thing is that Grit enables you 
to buy a consistent, big-space campaign covering 
16,000 small towns for about $2 per town per year. 
That sounds pretty good in this era of ever-leap 
ing advertising costs! 

All the basic facts about Grit, plus some inter 
esting statistics regarding small-town appliance 
brand preferences, are contained in the current 
Grit Reader Survey. This is a fairly costly thing, 
prepared for limited distribution. If you are with 
an appliance manufacturer—or an agency han- 
dling an appliance account—you will find the 
survey both fascinating and useful, and we shall 
be delighted to honor your request for it 









siettlatag 
jewowtn ne at ' a? 


ELAMERICAS CO) 





piatate 
ene ames om 


RATES T eri EW! 











68, dome of, 
—_ 
APE 


PAPER — 





Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, Meeker & Scott in New York, 


Chicago, Detroit, Philadelphia, and by Doyle & Hawley in Los 
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Trotpoint TV's big 
“Hollywood Visits Hotpoint TV Dealers” contest 


—_ 










——— 
———— 
Fe Be BeBe BeBe RSIS DIA A AAAI ANA AINA AND AA AA ANA IM Se ta 


a 


iia tatty: 


| MICKEY ROONEY 


. Starring in ¥ 
.. “THE BOLD AND : 
THE BRAVE” mA 


| YI 
1 WN JERRY COLONNA 


Hear his new 
Liberty L-P album 
“ALONG THE DIXIEFLAND 

HI-FI WAY 









/ és Stars like these will be available me 


_— ie Megs v 
A depending on their movie and television schedules  , { 
/\ 
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HOTPOINT —AMERICA’S HOTTEST 
LINE OF PORTABLE TV! 


Widest selection of model hottest pricing 
hottest feature combining to make 
/ Hotpoint Portable TV the number one 


entry in the growing Portable TV market! 
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NEW HOTPOINT Hi-Vi 
TABLE MODELS FOR °57! 


New broadened consumer appeal and lower 
pricing... takes luxury TV out of the high 
price category, gives Hotpoint dealer an 
opportunity to clean up on the demand for 


luxury features! 
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A MOVIE STAR 


like one of these or others to visit your store and 


help you sell the new 57 (Trotpoint Hi-ViTV! 


seunernannnaternannannanoseortenyh FORO IORI TOIT IOI OIRO AANA ANA AAA AAA AANA AAA IKI HE 
wea Z VW 
i! Pe gt 2/ 
OD the best window displays of Hotpoint 
HiVi TV between January 1 and February 28... winning 





dealers will be visited by a top-notch big name movie siar, 
plus a big pre-appearance \ YT! build-up promotion 
Sea: .Or rg a four-day trip to Hollywood with their 


wives ~ BA ..1ncluding visits to studios, being 


= LEN | 


setae with stars... plus 20 more 
41 BIG VALUABLE PRIZES IN ALL! 








prizes of merchandise to winning dealers! 








+ 
ins hii sosen nema ame | PLAN YOUR HOTPOINT Hii TV 
a ae oe | Mickes Rooney or terry | WINDOW NOW! GET CONTEST DETAILS 


€ ® ‘olonna came to your store 
/ Ye ‘\ wat Hagin HE AND WINDOW PLAN BOOK FROM 


YOUR HOTPOINT TV DISTRIBUTOR! 
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EXCITING NEW HOTPOINT 
Hi-Vi CONSOLES FOR °57! 


Magnificent styling, new genuine wood 







veneer cabinets at new low prices to capital 





ize on the great desire for console TV . at 







prices consumers are willing to pay! 
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Record Piayers and 
Nagnetic Recorders 





A bonanza year pushes record player volume to an estimated 


3,000,000 units, magnetic recorders to 400,000 and sales are 
expected to keep right on climbing through 1957 


OTH record play md magnetic re 
B corder manufacturers have had a good 

year, the best they've had, in fact 
All their troubles were little ones and the 
sales picture ke pt getting brighter ind 
brighter for most manufacture: with deal 
ers and distributor haring in the general] 
happy situation, too Record player firm 
figure the industry passed 1955 in the third 
quarter, or carly in the 4th, with the big sea 
son yet to come; recorder men, despite lack 


knowledge about the 


im pickin 


of positive mdustry, are 


ilmost unanimmou 0 percent a 


a conservatively-cstimated gain for the year 

kach industry had something to crow 
ibout; each leaned on the general health of 
the music and home entertaiment field 
lor the record player men, the term “hi-h 
Was Thagic, though none has a ready definition 
for the phrase (The words of one wag The 
higher thre price, the higher the h irc al 
ready an industry chestnut) and the mount 
ing record sales, estimated as well ahead of 
last vear's probabl 19-million records, as 


sured them that the need for something to 


192 


produce music would continue 


mich T¢ joiced 


the 


Lhe 
breakthrough 


recorde! 
the 
pre-recorded tape front, in the development 


on 


for the lag, according to industry men 


[here were changes in buyer emphasis, 


of course, with some going up, some going 
Vhere was but not 
to stifle dreams 
Asked what he thought of 1956, the average 


ales manager says, “It was a 


down competition, too 


enough sales managers 


good year, best 


we ever had.” Asked why, he says any of 
1 number of things: T'V gets some credit; 
recording personalities get some; hi-fi gets 


ome; the birth rate gets some; and of cours« 





of sterophonic sound to the point where it it’s pointed out, the industries are offering 
may be a major factor well ahead of schedule i better product than ever 

und in a growing acceptance of thei product lor 1957, evervbody’ ptimist for the 
There were no material shortages. no ime reasons they liked 1956. Both imdustries 
bind in the pipeline from factory to r figure they’ve got a snowball going for them 
tailer, with the single exception of the steel moa downhill run. The: ave be a few 
trike, which raised prices to the eventual hitches and changes of direction, but by and 
buver about » to five percent, but didn't large they figure that snow! t can't help 
low production or sales down Lhere wa vetting bigger. By how mucly Oh, about 
i slight lull before the elections, as ther the same,” thev figure. It’s finding out how 
iS m every clection yea! However, a spurt nuch that’s the real problem fe mal 
of orders right after November 6 made up keter. He's in the positi f ensus-taker 
Continued ¢ page 194 
ESTIMATED INDUSTRY SALES Of Magnetic Recorders, 1955 and 1956 
Total Units tRetail Value 
1956 MRIA* 400,000 $60,000,000 
Unofficial 432,000 65,000,000 
1955 MRIA 360,000 54,000,000 

Retail valve figured at average $150 per unit. “Magnetic Recording Industry Resediiien. _ 
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For July lonpic Selling in 1957! 


NEW ROPER GAS RANGES BRING YOU THE MOST 
POTENT PROMOTIONAL TOOL IN THE INDUSTRY 


KU VER 


oe _ DOUBLE , 


QO@ 


, 




























COOKING 


with sensational 


rol 


AUTOMATIC GAS TOP BURNER 





A 
THERE IS NO 
OTHER FUEL AS 
CLEAN, FAST 


THRIFTY, COOL 
MODERN AS 











Double T cooking with Roper “Tem-Trol” provides a fresh new 
GAS 


approach that you'll surely want to employ for faster, easier, FOR COOKING 











more profitable sales. This dynamic selling tool lends itself ideally 

; ¢ ’ > 
to demonstration. It is easily understood by the homemaker. It is 5/-* aoe 
featured in Roper consumer advertising and supporting material. 


Spark your 1957 sales drive with Roper Double T Cooking. 


Roper Backs Double T Cooking with 
Millions of Powerful Messages in Leading 
Consumer Magazines PLUS a Complete 
Program of Supporting Materials 


GEO. D. ROPER CORPORATION 
Rockford, Ilinots 








Please rush me complete informacion on Roper 1) hle I 


SEE THE GREAT NEW 1957 ROPER GAS RANGES 
WITH "TEM-TROL" AT THE JANUARY MARKET, 
SPACE 529, AMERICAN FURNITURE MART 


Cooking and Roper gas ranges for 1957 








GEO. D. ROPER CORPORATION «© Rockford, Illinois 
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it a home fe 
ital statisti 


forces 


dividuals 


Phonos Gain 43 Percent 


All types 


reliance on 





Hi old ladies 
cs generally av 


estimate 


of phonographs 


A lack of 
iilable 


by ith 


t 


} 


gether piled upa thumpin r 43 per 


cent 


to RETMA 


mcreas 


iles of 4,465 


19 5 for 


c over 


estimates 


total 
QUO units, ace ording 


Single play 


ers accounted for the biggest shar 


with a gain 
unit volume 


nation unit 


of 61., 
of HOO 000. ¢ 


percent and a 


ombi 


unproved by 169 per 


cent for total ile of 595.000 
Attachments were the only classifi 
cation to decline—off 28.9 percent 
to 270,000 unit 
Retail dollar olume f ingle 
players went ahead just as much a 
unit volume—6! percent i 
total of 15,400,000. Combina 
tion units increased | percent 
for sale of $117,810.000 Attach 
ments fell off 9 percent to $9 
150,000 
Many industry men warn. when 
considern nidust tatist that 
there are a lot of “loft to 
that work nl isonall but be 
come pretty | fact it peal 
Ons Anil thi dont 1 por th 
iles to an itral ofhes 
In all but the ch ipest units, the 
manual player ! i dead iter in 
dustry men agre Phe me ind 
potatoe of the idusti thre 
portable thre peed automatic ph 
nogi iph which start it ‘0 and 
runs up to $159 in deluxe model 
idaptable with | to chair-sid 
Lise In pm play 
tart at about 0) A im fu 
! p hgure f tabl h 
$] Ih ison $1 t 
f f f that 1 
t ! t th | 
ha ] ' 
iif ) { 
tf th t 






t sale of r¢ i] t )p i-th nie units, 
unning well over $1,000, though 
naturally, the more realistically de 
igned and priced $200 items are 
more important Generally, indus 
try men feel there’s a real upgrad 


ing movement on-—with the obj 
tive simply better sound 
Everybody Buys Phonographs 


idea 
credit 


One sales manager has an 
that TV deserves a lot of 
for the renaissance of the phono 
raph. ‘The better sound that TV 
brought into the house, with its 
hM 


COMSUTNCTI 


unsuspected iudio tem 
helped make 
with former phonograph he 
think lo this he adds the di 
force-fed into 
is the 


buvers elec 


unhapp 


cnimination consum 


ers by such giants wuto in 


which made 
ind the 
TV 


cepted, and once iccepted, ignored 


dustry 
hion-consciou growing so 


phistication became a 


except when there was a 
larly program In casting 
ibout for something to take ‘T'\ 
place, this one ile manager 
think grabbed at 

in-the-home-musi 

Regardl 
1956 was a 


parti u 


good 


COonsuTncl ius 


of how it happened 
that 


veal “everybody” 


started buying phono: Industry 
men find it hard to believe that 
it the teen-agers digging down 
nto their jeans to buy the better 
wachine Down around $50 
1 I] Oo along vhen the pr 
lil r th industs men 
think the idult tarted buying 
heavier than ever. Some peg thei 
market at two kinds of adults; the 
young just marned md th 
vith children over 10 or so 
Ihe hi-fi market—the tremendou 
promotional impact of _ better 
ound ould never ha gotten 
oft the ound, indust men feel 
vithout a tremendous! in ise 
eneral rite tf wm mu Phi 
ecord themsel make it @a 
ind better. the point out W her 
nce a | lection of an 
it all meant a hve-t t helt f 
tora espectabl I] 
tion can now be stored m one-fifth 
f that I hie np 
ind the wny nstruments n 
o hand in hand, but the LP 
rd wa i st ihea it first 
din i t] 
tom ite t if 
‘hat | } } { 
An ' ' 
1 mt nn 
lin ' it 
them j Hit 
j t thy if tT} 
' ' 


The Promotional Ball 


latching onto top-selling artists and 


performers where they can, and pro 


moting them, th records and 
even instruments all at onc A 
competitive feature many are pro 
moting is the four-speed record 
player—the new speed being 164 
rpm, used primarily for talking 
books You can expect an in 
rease in teen-age-aimed advertising 
too The War Babies” are in 
their teens now 


For 1957, record player industry 
To continue 
such phenomenal gains is a little 
too much to ask, the y think, but 
they're asking anyway. Competi 
tion might be a little rougher, they 
think, so they're going to promote 
harder than ever, aiming to put a 
he y 
figures on phonograph 
but they're betting they 
long way to go They’ re 
probably right 


mich ce no change 


record player in every home 
don't 
ituration 


have 


have a 


Recorder Statistics Scarce 


helter-skelter re 
market got no 


Analyzing the 
der easier in 
1956. In fact, previous estimate 

require onsiderable revision, a¢ 
Magnetic Recording 
Karly in the 
ngul 


than 


ording to the 
Industry Association 
ir, the MRIA 


onl ick rably mor 


released 


onservative 


those ELecrricaL MERCHANDISING 
obtained in a surve ~ manuta 
tu late in 19 See chart 
lo 1Y5¢ MRIA estimat 
By pe it un i produ tion 
liguring from their estimate of 
0,000 unit old in 1955, thi 
ive in timated production fo 
1956 of 400,000 units. Dollar sal 
ire a little harder to come by as r 
cl men say there has been 
isiderabl hift to lower-priced 
) hand Usin 1 vardstick of 
150 pe init however, estimated 
ta | 1 for 1956 i 
il if )UUU 
Contacted in idually, industi 
nana I that the 11 pe 
nit nat te low. Th t 
nat un considera higher, and 
ili ft heu i pe it would 
rise it | iccurat Phi 
lc ! n that mn | UY 
its v 1 | ith a1 
t I ( natel 
() t the idust lead 
' that ) init 
th a ret 
f 2 | that ¢ 
if 
N th 
' ' tatiel 
+ th ' that 
Rie TMA takin 
if | ft} 
ff ’ ble to pro 
; Uh 
] ; 
; t t 
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ecrecy, too, until the need f 
iccurate figures grew more im 
portant. Industry men now stat 


that given 


conscious 


a sufficiently securit 
agency, they would be 
glad to report their figures. In fact 
MRIA is now working out detail 
with RETMA to use their statis 
tical department. 

Until there is a central agency, 
no one can speak with absolute 
authority about the sales and pro- 
duction of magnetic recorders. In 
terviews with leading manufactur 
ers, however, point overwhelmingly 
to the 20 percent figure as close to 
correct for estimating 1956 gains 
For 1957, the manufacturers think 
they'll keep right on growing, and 
another big year wouldn’t surprise 
them. There is a chance that stereo 
units might give the whole field a 

hot in the arm 


Low-End Bigger 


Official figures for 1955 show 
that of the 360,000 units sold, 
300,000 were “family-priced” units, 
under—$300, For 1956, 
industry men think that this pro 
till held, but that a larger 
units under $300 
could really be classified as under 
$200, or $150. Most point to 
the everywhere-available $139-$159 


iS 3/9), 


meaning 


portion 
percent of the 


units and units as low and 


iv that where 1956’ big bulg¢ 
ime from. At least one supplier 
how found his middle-bracket 
unit (just under $200) on top of 


the low-price machine, with the 
good” units running a poor third 
With the many different kind 
from “pure” 


builders to full-line 


it is to be exper ted 


t | roducers, ranging 


tape recorder 
manufacture 
that distribution remained confused 
during 1956. It is likely that when 
the dust settles the appliance-radio 
'V dealer will be found firmly 


istride the mass-marketed low-end 


merchandise field, reaching for a 
large piece of the middle-priced 
market. He’ll share some of both 
the low-end and the middle with 
d partment tor imera tore 
ind other varied outlet Loweve 
the high-end units will most like] 
be the high-fidelit pecialist ind 
rad parts jobbers’ property wit] 
the l ett rin only when 
they have il] is intentior 
t Ind equ 
n t | | } th ‘ 
fact ( t. As th 
I l h-T'\ mar 
fact t tl hand 
n t ndust 
f th m 
| 1+} 
rie tie 
f Si Sa 
\l Kk t 
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SING 





at the 
Chicago 
Show 


see how... 


SALES COME ALIVE WITH THE REGHINA Five 








/ 
| 
| No other vacuum 
cleaner like it in 
The the world used 
Floor Polisher | in thousands of 
most people homes, hotels 
| know and want! and motels! 
| | 
| 
| | 
| = | 
| 71. ee ail | 
j i 
: REGINA one fp 
‘ ! d 
Fs l Model 1s i 
} | \ 2 Model TL 
| POLISHER and SCRUBBER | 










REGINA wocer s REGINA socere 
mo Lm 
Then 16-INCH farbeny, HEAVY-DUTY 


| 
| 
| 
| 
| FLOOR MACHINE FLOOR MACHINE 

: Each year, increasing in Gigantic 21-inch spread 
| 

| 

| 

| 


popularity in larger home Vhe leader for industrial 
tore commercial and 


institulior | 





institutional floor 
maintenance 





USE 
THIS COUPON, 
REGINA Model 66 if YOu 
CAN'T GET 
SUPER DELUXE VACUUM TO CHICAGO 


on Wheels! ee 





g at 

' fr —_ meee ee ee ee ee ee ee ee ee ee ee ee ee ee mmm me _— —-—- ——_— = — oe + 

f } THE REGINA CORP., Rahway ll, New Jer cy ' 

. / am interested in 

| Model TS Polisher and Scrubber i 

| Model TS in luxury chrome finish i 

Rug cleaning attachment for Model TS 

1 Reconditioning equipment for Model TS i 

Flectrikbroom—Model TI ' 

Model A Twin-Brush Floor Machine 

| Reconditioning equipment for Model A j 

SEE why the country's sold on Regina Model E Heavy-Duty Floor Machit 
j Model 66 Super DeLuxe Va m 

at the ee. 

! t nd add f dist tor t t i 

CHICAGO HOUSEWARES SHOW Regina Dealer! 

Navy Pier rORE NAMI i 

! 

January 17-24 ADDRESS r 

! 

Space Nos. 414, 416, 418 ' cIry JONI rATI j 

! i 

| SIGNED ! 

| In ¢ i Ae i 

Negaiumaiadl . wi 


G ELECTRICAL MERCHANDISING—JANUARY, 1957 


PAGE 


© 
wn 





Recorders 
and Record 


Players 


continued 


of I idle ition lO unpl lo 
timulate the growth of UHF the 
iC ( ! tudying the te 


hina il ) 
I 


ibilit ot witching all telecast 
ing to the UHF band md wh 

thi j underwa undertaking lim 
ited de-intermixture of some exist 
ing market I hve can be no 
question of the trouble facing 


Ulil telecasters toda 
proximate] 1/0 stations on the air 
only 90 are UIT In early 1954 
iwout one out of Cl four set 
equipped for UHI 
This is now 13.4 percent 

Others 


more nnmediate than the prospect 


OF the ap 


was tactor 


problem however, ar 


of I illo ition Phe high ts om 
petitive nature of the busine has 
cut the numb tf manufacturer 


by he tter than half ind not all ot 
the victims have been 


ginal produ cl 


mall, Wal 
During the yea 
just past over a half-dozen familiar 
brands (Stromberg-Carlson. CBS 
Columbia, Sentinel Sparton, Cape 
hart, Ravtheon and Crosley) either 
disappeared completely or were 
taken over by other 


Saturation: It Hurts 


A number of factors have con 
tributed to the competitive nature 
of the industr Not the least of 
these has been the phenomenal 
growth of the industry itself and 
the resulting high market itura 
tion l'o a growing 
facturers have been forced to rel 


on the replacement and 


extent manu 


econd et 


market Ihe e of this problem 
can be grasped by studying Tver 
rRICAL MERCHANDISING innual 
replacement and trade-in’ survey 
In 19 dealer eport d that 6] 

percent of il ver nad to 
home vithout a set In 1956 th 


dropped to 47.8 percent In 19 
ibout a quarter of th 
iles involved a trade-in In 1956 
better than a third 6.6 percent 
involved a track Of the sets a 

cept la trac leal 
they junked 21 percent, rebuilt and 
resold almost 44 percent, resold ‘ 

; ibout 14 


Nlacement 


eport | 


is’ 21 percent ind had 


percent till m hand 

Availabl tatist iegest that 
there was no sharp vth in tl 
econd set market in 19 d te 
the popularity of portabl vhich 
have been aimed varily at th 


market The Videotown urve 
show that 8.7 pe nt of ‘TN 


homes have a s nd t, an en 
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harpei increase in 
ond set ownership is indica 
mer Anal 
Milwa 


Journal In 1956 16 percen? 


nm th 1956 ( Onsu 


r it market D thie 


households owned more tha 
I'\ t Thi Va up trom f 
119 ind 4.4 in 1954. It 
nembered howe Cl that [ 
Milwaukee market, according t 
Journal study, has a saturation 
} . percent I'he econd-set Oo 
ership rate in ich a market we 


higher than in ot! 


ica where ituration 1 mu 
lowe! 

Nationall ituration 4} t 
mated by IvecrricaL Mercua 
DISING to be about 50 percent 


NBC research says that there are 
} million sets in use in 4.4 


‘ 


million home [his means a sa 


uration of 40 percent based } 
a total of 47.4-million wired 
homes). It also indicates that there 
ire 1.1016 sets per ‘TV household 

Still another set of figures avail 
ible for use in computing satura 
tion are those ompiled by the 
Advertising Research Foundation 
ind released last fall. ‘They cover 
the market as of March, 1956, and 
how that 35.5 million household 
then had TV (for a 
of 73 percent of household: On 
northeast and 
north central regions have the high 


iturahion 
i regional basis the 


est ownership with saturations of 
and 79 
Uhirteen aturation if 


better than 80 percent and the 


percent respectivel 


tates have 
ame number have saturation of 
le than 60 percent 

Still further ownership data is 
ompiled on a quarterly basis by 
Market Research (¢ orp. of America 
800-famil panel Lh 


July ownel hip heure 


using a 
indicate 1 
ituration of /6 percent 
with } percent at the beginning 
if the veat Here, too, the north 
east and north central regions show 
the highest ituration Biggest 


rain Cecil to have been 


compared 


hown by 
farms (up three points to 54 per 
under 2500 (up from 
63 to 67 percent) and cities of 2500 


to 50,000 population 


ent citi 


up from 62 
to 65 percent) 


Where They Were Sold 


Regional information on current 
iles 1s available through study of 
irrecrricat. MERCHANDISING an 


nual survey of utilitic Uhese firm 
eport « timated retail sales in their 
ireas and th 1956 study show 
that the West South Central 
rion had the best selling rate, 152 
ets per 1000 customers. The West 
North Central region was second 
thus duplicating the 1955 result 
Projecting these estimat to n 
tional totals, however, would ind 
ite that only 5.9-million TV set 
old during the vear This 1 
nore than a million under industr 
timates and suggests that utilit 
cn are not in as close touch with 


nt of TV as th ire wit! 


white 0 il 
\ more accurate index on 
mal tanding l mitained 
th hart How The Applian 
Market Is Divided hich ippea 
n page /U of th These fig 
iow that the Middle At 
it ast North Central and 
South Atlantic regions rated one, 


two. three As the hart accc 


vaanving this article indicate thi 
iting parallel th ten veal iVCI 
we for 1946 to 1955 The two 


top region to! example, have ab 


bed about 50 percent ot hip 
vents in that ten year period while 
the Mountain region and the Kast 


South Central together have rT 


ounted for only 6.55 percent B 
tate New York, California and 
Pennsylvania have ranked at the 
top 
When They Sell 
Seasonal selling figures for the 


ntire year of 1955 are now avail 
ible but they reflect little change 
from the pattern set in 1954. About 
» percent of the year’s tota! wa 
done in the final quarter of the year 
with December (14.27 percent) the 
highest ingle month 


RADIO 


I'he experience ot the radio itl 


dustry during 1956 should give 
comfort to ‘TV mar 
keting men who are worried about 
the effects of a saturated market 


Radios have labored in a climate 


con sie rabl 


of a 90 percent or better saturation 
ince 1948 but this did not prevent 
the industry in 1956 from regis 
tering the best results since 1950 
Output of 9.2 million home, port 
ible and clock radios represented 
i gain of 20 percent over 1955 and 
16 percent over 1954 

It should be 
that figure 
tion are excluded from this study 


noted in passing 
on auto radio produc 


ince so many of these units ar 
old as initial equipment and thu 
bypas conventional marketing 
channel As a matter of fact, auto 
radio did not enjoy the rencral 
rood health « kperien ed by the 
home radio industry last year. Auto 
rather 
fortune f the 
eflecting thi 
iuto radio output fell from 7.2 
million to 4,750,000 in 1956 
Dollar volume also rose during 
1956, reaching $293 million. Thi 


ilmost 20 percent 


idio busine | tied in 
directly with the 


ito maker nad 


! i gain of 
I'he increase here does not corre 
pond exactly to the unit increase 
ince there we ome price differ 
mi during the year. ‘The 
price for a home set is now esti 
mated at $25 as against $28.75 a 
On the other hand, the 
iverage price of portable has in 
reased from $35 to $39 thanks to 
the growing popularity of the 
higher-priced transistor set 


avcTagt 


A Portable Year 


ort ible 


ichieved the most dramatic gains 


aking 
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Production of 
the highest 
in industry history For the hist 
ippearance of the 


during the il 
2.5 million units wa 


time ince the 


lock radio in volume in 1952 
portab] outsold clock unit Per 
centagew! 1 trend which devel 
oped il year wo continued 


to be appal nt in 1956; the share 
of the market accounted for by 
ontinued to declin 
vhil th newel portable and 
ClOCh tooh igger slice of the 
market. Thus, home sete a 
for only 4] 


ounted 


percent of output in 


1956, down ieomn 45, 49 and 54 
percent in the three preceding 
veal Clock radios took 27 pe 

ent of the market, below the 29 


ind 30 percent figures achieved in 
1954 and 1955 but above the 24.9 
percent ichieved in 1953 Port- 
percent of the 
from 2¢ 


ible took over 32 
narket, a sharp increase 
percent in 1955 and a gain of 10 
percentage 
1954 

As predicted here last year, the 
growing use of transistors helped 
portable business along to a rec 
ord high level. About 31 percent 
of portables were transistor sets. 


point over 1953 and 
4 


Saturation: Still Up 


There is little room for satura 
tion to increase in this industry 

ituration inched up 
6 percent. What has 
and cannot be measured 
it the present time—is the penetra 
Chis statistic takes 
into account multiple ownership 
of set Ihe most reliable figures 
on this score are still those com 
piled by the Advertising Research 
Foundation in 1954 which indi 
cate that 75.6 percent of TV homes 
5 percent ot 
homes have two or more set 

Once again the Middle Atlanti 
ind Kast North Central regions ac 
ounted for the largest share of fac 
These standing 
orrespond with figures for the ten 
year period ending with 1955. In 
that time these two regions have 
taken over 46 percent of the indu 
tr output 

Seasonal selling curves for 195¢ 
how that on 
cent of the year 
in the final thro 
veal There was few 
changes from the 1954 pattern al 
though busines 
was done in the fall of 1955 than 
in the ime period in 195 


but even so 
ward to 97 


increased 


tion of radio 


ind 52.6 radio-only 


tory shipments 


igain about 40 per 
lume was don 
months of the 
significant 


omewhat more 
4 
What's Ahead 


The industry has proved that 
ituration of 97 percent does not 
mean a falling sale urve and with 
improved distribution, good merch 
indising, and 
innovation the radio industry can 
look forward to highly satisfactor 
business in the years ahead. There 
ire no 14-million units years (such 
is 1946 and 1947 
but the 


olume such a 
+ 


ontinuing product 


till in prospect 


industry has found tha 


ichieved 1 195¢ 


re ling End 


in b aa 
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Here’s where you can CASH-IN on 


FASCO’s Larly- Bird Fan Plan" tor 


TE 


TE 




















20” PORTABLE 17"-12" PORTABLE 
WINDOW FANS WINDOW FANS 
with thermostatic comfort control, with FREE casement window h 
electrically reversible. hanger bar. 
| 
WHEELaBREEZE OSCILLATING . 
FANS AN FANS 
Economy & DeLuxe Models. ¢ yom Desk and pedestal floor models. 
20” and 17” SY 16”, 12” and 10” 





The 
Promotional Leaders — 
Fasco's 
“SLIM LINE” 


20” Economy Model 
Window Fans 

















CIRCULATORS 


with unique dust-proof base. 


HASSOCK 
FLOOR 














FASCO’'S EARLY BIRD FAN PLAN FOR '57 


Get in on the ground floor of FASCO’S “Early-Bird 
Profit Fan Plan” designed to make your Fan Sales 
a paying proposition ...to YOU. The earlier you order, 
the more profit you make! Be the first in your community 
to promote the new FASCO ‘57 fan line with all its 
exclusive ‘““years-ahead” features ... and line your pockets 
with extra dollar bills too. 


Find out about the ‘Early-Bird Profit Plan” 
FASCO Booths 229-231 , National Housewares Show, Navy Pier, Chicago 
or send coupon for complete information and the new 1957 Catalog. 


FASCO \ndustries, Inc. 


ROCHESTER 
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And you also benefit from these 


Consumer-Tested SALES BUILDERS: 


FLOOR WINDOW DISPLAY . the “Silent Salesman” 
with impact -FREE with special opening order. 
CONSUMER LITERATURE... the full line sold in handy 
envelope stuffers, handouts and package enclosures 
NEWSPAPER AD MATS . a complete FASCO mat 
service. Money can’t buy them... they’re yours FREE 
CATALOGS... full colored catalog with detailed facta, 
illustrations, and charts give complete FASCO story 


' 
To: FASCO INDUSTRIES, INC. 131 Augusta, Rochester, N. Y. 4 
Please send details on''Early Bird Profit Plan” plus new 1957 Fasco Catalog, } 
OFE——eEeEE - ‘ 
Address : 
=a - Zone State = ; 
e-60 GRO cennenmeneemmmenen - . ' 
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Lesser brands find sales slipping as the consumer turns his atten- 


tion to quality, but the industry continues its forward pace with 


a volume paralleling 1955 


' 


! j th ¢ ftimnat 


How It All Started 
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household ra vot i th Ul nite 
Stat put th I ut thy vorid But b 
the end of 1951 an imereasing flood of im 
ported unit had lost for many American 
ompante th i hold the had previot 
maintamed N th it 

Lyarne mate I ible titch iesign in 
ind. not the least important. the use of | 
high! pa 1 lal 1 foreign factori had 
brought price | | nt vher ile had 
hecome ati ntested struggl ? 
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Average Total Mfrs.’ 
Country Units Price Value 
Japan 652,274 $18.71 $12,206,630 
United Kingdom 138,551 17.46 2,419,400 
West Germany 78,363 66.49 5,210,140 
Italy 76,149 57.56 4,383,140 
Switzerland 36,838 76.34 2,812,032 
Canada 4,860 74.44 361,791 
Sweden 2,797 72.22 201,997 
Belgium — Netherlands 1,900 70.93 134,773 
Other Countries 3,483 67.19 234,025 
Total imports, 1955 995,215 28.10 $27,963,928 


e: Report FT.110, U.S 








JANUARY, 1957—ELECTRICAL 








S. Imports 


of Merchandise 





MERCHANDISING 












Builders and Architects like the way new 
Sheer Look appliances have been engineered for 
smooth, fast installation with standard cabinets 
the way they fit flush on each side — the way doors 
open for full accessibility, requiring but a minimum 


ot Space 


ae | ob >| # 


,. _ am» 
#. 7s we ieee eee: Ww 
- ed ‘ 


eng 


Housewives like the custom-made 
built-in look the Sheer Look gives—and with 
only a modest investment. T hey like the way 
these appliances can be shifted around —for 
a variety of effects—without costly carpenter- 
ing or replacement of major units. Photos on 
this page show three of the five Idea Kitchens 
Frigidaire has developed to help homemakers 
visualize a few of the exciting possibilities 
which the Sheer Look offers. Note how these 
Sheer Look beauties blend into any kitchen 
décor, eliminate forever dirt-catching gaps 


and space-wasting bulges. 
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The SHEER LOOK is 


it’s a Smash 
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here —and the raves are rolling in! 


Hit from Frigidaire 


with “built-in” sales appeal! 


From every corner of the country, from people 
in every walk of life 

The Frigidaire SHEER LOOK has brought a 
shower of superlatives! 

Designers have used words like “revolutionary 
and “brilliant” to describe it. Editorial columns 
have called it the most striking appliance design 
in over a decade. And housewives have put it 
in a dream class by itself! 

But all these bouquets for beauty have not ove 
shadowed the dollar-sound, work-saving prac 
ticality of this all-new Sheer Look line 

Here —glamour makes wonderful sense. Every 
model combines the economy and flexibility of 
freestanding appliances with the superbly 
tailored grace of the “built-in” look. Every 
corner counts. Every cubic inch delivers a 
service bonus 

Surely the amazing welcome this new line has 
received is dramatic proof of the public craving 
for appliances that dare to break barriers, dare 
to offer more than price alone 

And we at Frigidaire are mighty happy about 
it all—for it confirms a conviction we have held 


for a long, long time 


‘57 FRIGIDAIRE 
APPLIANCES UW 


Frigidaire~Bullt and Backed by Generai Motors 
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Sales volume grows faster than weeds in this still infant indus- 


try. Sixteen percent increase in 1956 raises overall sales to 


3,200,000 units 


ryalill er mower industry is still pinch 
| ing itself to see if it is awake. Sales of 
1000 were racked up for 1956 
compared t 0.000 in 1955. Ten year 
igo it ali Olume was only LOO,000 unit 
Philosophe in the busine ive asking 
Who uiving all these mowers? What 1 
behind | runaway market? How long can 
it go o 
Speci! they want to know 
Ll. Ho ny women today are mowing 
lawns? | plug-in electric starter, new thi 
ear, i a bow wn this direction 
With 40 percent of sales replacement 
why a i 10 percent of retailers takin 
trace 
3 WI is the industry goimg to get off 
the bach f the engine makers tor service 
One manufacturer is already making plans in 
this direction, and believes the busin will 
fall into the hands of those who provide it 
With ¢ te of a rotary 24 to cat ome 
thing is @ » to be done 


Average Price $78.88 


It was the feeling of the trade that the 
iverage price declined in 1956 to $78.88 com 
pared to $86 in 1955. ‘This was largely due to 
rising activity of department stores in promot 
ing price specials and close-out 


Average price is difficult to corral, as the 
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power mower field is large and has many size 

\ firm producing a 5 to 10 hp unit cutting a 
60 inch swathe is not competitive to one sell 
ing an 18 inch rotary. Here is a breakdown 
of the price picture 


1956 1955 1954 1953 1952 

Under 

$70 18% 14% 12% 
S70 to 

$79.99 16% 11% 16% 
SHO to 

$89.99 25% 29%, 27° 
S90 to 

$99 99 237, one 
$100 to 

$109.99 7% 7% 7% 20.5% 25% 
S110 to 

$124.99 7° 1% 138% 22.5% 329 


Over $124.99 Balance 


t 


Grading up prices are s¢ lf prope lled rotaric¢ 
vliich run about 15 percent of the total, and 


Power Mowers 








reel tvpe machines with sulkies, which are 
growing in popularity. Higher priced units in 
1957 will see starters which plug into a light 
circuit. 

lo arrive at the average price of lawn mow 
ers, one must remember there are four kinds 
of retailing. ‘The department store goes for low 
priced units, and saw an average retail price 
of $69. The typical dealer, buying through a 
distributor, had an average of $89. The mail 
order chain, which does a large part of the 
volume, had an average of $79. ‘The direct-to 
you unit hit around $69. Few reel types moved 
for less than $100. The higher priced ma- 
chines are sold before the month of June, it 
is believed. There is a growth in the number 
of self propolled units, about 15 percent of 
the total. 

There are about 41,000 retail outlets for 
power mowers in the U.S., grouped as follows: 
Ihe garden supply house, few in numbers, is 
the ideal market 
firms do a big job. Department stores are get- 


Appliance and hardware 


ting volume on cheaper units. Chain stores 
have always done a creditable volume 


(Continued on page 205) 


ra?) 
THREE YEAR SALES SUMMARY—Power Mowers 





1956 1955 1954 
Units Sold 3,200,000 2,750,000 1,750,000 
Average Retail Price $79 $86 $90 
Retail Value $252,800,000 $236,500,000  $157,500,000 





(Unit figures from Lawn Mower Institute) 
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How women customers 
can help you sell top-of-the-line TV sets 


You can sell them up to top-of-the-line models because the 
important thing to them is the beauty of the cabinet and how the finish 


and the style will blend with their other furnishings. 


By emphasizing the extra value, from a styling point of view, of profitable, 
top-of-the-line models, you'll find it easier to sell a woman. 


And when she’s sold, she'll help you sell her husband. 


Because the Journal understands women—knows so well what is 
important to them in every department of their living—more women 
buy and read the Journal than any other magazine. It pays to have 


the immense power of the Journal behind the appliances you sell. 


The world’s largest magazine for women... JOURNAL 


No. 1) in circulation * No. 1) in newsstand sales * No. 1) in advertising revenue 
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Now, Two Great fienbeam Sales Leaders 


AUTOMATIC 


NEW SAUCEPAN 
with exclusive Simmor-Safe Contnolled. Hoat 


Makes foods more nutritious, better tasting, more appetizing 
















e Another Sunbeam Sales Leader with all the 
outstanding advantages of the famous 


(\ \ -, 
Oumar Sake Sunbeam Controlled Heat FRYPAN 
UTENSILS IN ONE! 


> ; @6 
) f) 
Control lod Hoa ’ : . y a. Completely replaces the 
ordinary saucepan, double 
Just set it and , boiler, dutch oven, corn 
forget t—Feods , ’ popper, chafing dish, and 


can be cooked and (a4 eee 
un a S 


kept at just the 
@e Reduces Roast Shrinkage 


up to 245% holds nutri- 


tion in foods 
a Eliminates Pot Watching 


just set it and forget it 


right temperature 


@A great new best-seller by 
Sunbeam Features the 
most accurate thermostatic 
control ever developed for 
a utensil of this kind 
Reaches simmer-safe tem- 
peratures quic kly, holds 

COOK GUIDE them with accuracy —Dou 

Gives correct temperature j ble walls retain heat with 

j yreater efficiency. Water- 


sealed tor easy washing 


and cooking time 
AVAILABLE IN 3 QT In 4 and 5 Qt. sizes, covet 

AND 5 QT. SIZES 

COVER INCLUDED 


included 
ae 
REDUCES ROAST SHRINKAGE UP TO 23° HOLDS FOOD NUTRITION! MAKES FOODS LOOK MORE DELICIOUS! 


YY Sunbeam Ordinary Le Sunbeam Ordinary 
em eos 
4 ra mf a : =. 


a 












\. v. 
—— we a 
ee 4 ae Water for ordinary 
Vioter for Sunbeam 
~ saucepan 
| ' 4 } , dinary b. 5 ssf there fa [Temperatures are kept yniform. Nutrition is protected from excess evap 
k } nat iI eat juices are protected fr evap stior waton. See above how little water is rea ed to « k in the Sunbean 
9 P 
No More Pot Watching Here's Why Results are Amazing Easy to Wash La 
As, ; te th na W ater-Sealed.. ; ’ 
Element , : 


No more of this! 


I 
(eA 


nd f et it! n ere an be « ked without The tration above shows y how nbea cientific The unit can be immer 





te t } ling ve nd left piping hot nt nealt ‘ heat ntre ikes the difference in the f de y ok pt the signal 





AVAILABLE THROUGH YOUR Kunbeam DISTRIBUTOR 


SUNBEAM CORPORATION, Dept. 27, Chicago 50, Il! + Canada: Toronto 18 











for Contnollod Hoot Top-of-Stove Cooking 


THE 





AUTOMATIC 





with famous Controlled Hoat 


Makes all food taste and look so much better 


@ Square shape cooks 


20% more meet family needs 


@ Easy-to-wash~— water- 


sealed element 


Never before has a new 
electric appliance cap- 

tured the whole- 

hearted enthusiasm of America like 
the famous Sunbeam Controlled Heat 
Automatic Frypan. Dealers everywhere 
are insisting on the genuine Sunbeam. 
The Sunbeam cooks the easy, modern 
electric way, with Controlled Heat 
that makes all foods taste delicious 
and look so much better. Eliminates 
cooking failures. It makes a wonder- 
ful kitchen companion for the New 
Sunbeam Simmer-Safe Controlled 
Heat SAUCEPAN shown on the 
facing page. High dome covers of 
either aluminum or heat-resistant 
glass are available for fried chicken, 


roasts, et 


@ Available in 3 sizes to 


4 


vt 


1 


- 


y 
<> SQUARE SHAPE 


WA COOKS 20% MOR 
. THAN ROUND 
sf 


. 


“A 


PAN 
~*~ 


4 
a” 


af 


Pa 


for foods. Signal light 


indicates when proper 


EASY-TO-SET DIAL 
FOR CONTROLLED “ay 


Gives correct temperature 


te 









mperature is 


reached 


EASY TO SEE 
FRY GUIDE 
ietenienateaien and eln 


nates gquetiwork and 






HERE IS WHAT 
HAPPENS WITH 
UNCONTROLLED 
HEAT. When the 
pan gets too hot 


the bacon curls up 


Se chars and shrivel 


SQUARE SHAPE rr. MARVELOUS 
COOKS MORE 76°) WATER-SEALED 
Renennietiitiatediinée ~ ¢ ELEMENT 
are shape » Fy . ~ 
of bacon will lie flat 
the pan— will cook flat 
be se of the Sunbeon 


rt 


rolled heat. no 





AVAILABLE THROUGH YOUR Sunbeam DISTRIBUTOR 


SUNBEAM CORPORATION, Dept 


27, Chicage 50, 


* Canada: Terentoe 18 








Here Now! For Greater Sales and Profits 


4 





the "A 
«edly. 


CONTROLLED HEAT Ot ¢ (1S t( | 
HAIR DRYER dial desined — VR 


Loqnpye Hct 








Opens a Great New Market for Ilair Dryer Sales! 


Lhe sensational new Lady Sunbeam ELECTRIC HAIR DRYER 
lries hair faster and leaves hands free for reading writing, doing 
nails, kowting, etc. The reason the Sunbeam its so fast, gentle, 
ind comfortable is because the warm air is scientifically concen 
trated on the hair rather than on the face, neck, and shoulders 


[he most convenient and easiest to use of all hair dryers. Avail 





ible in Pink Purquosse or Yellow 


Dries Hair Faster by Actual Test 


oe © 


—) 
4 
| e | 
Y - Ny ! 
Hand-Type Dryer Sunbeam Controlled 
Heot Dryer 





Professional Dryer 


In actual tests such as illustrated above, the average time required 
by the Lady Sunbeam Hair Dryer was 48% less than the average of 
ill dryers tested, including a professional dryer. The tests were con 


ducted by le ading inde pe ndent home economics counse llors 


Spent moist air is 


directed away 


Hands are free More Comfortable from face 





. fan forced air from the heat control unit . oe 
ae s directed to hair—ends discomfort of ~~ SD; : 
sat on fac : houlders o* :° a * 
Complete freedom heat on face, neck, shoule o 
o F i, ; Available F 
for knitting, in 
A An inner pocket . 
}; reading, NN oncentrates worn ~~ «4 three “ ‘ 
3 fixing nails > dry air on the back 7 | 
« « 
/ eS } fthe head where \ colors, {_ \@ 
hair is heavier \ bas 4 > = \oR 
» — pink uf 
Arm-tiring hand-type ~ W - : 
. oe" r . turquoise 4 
— y . 
. OY yellow 
| “ 
Av s drawn nto heat } a 
a entice) wali where ¥ he Warm air is fan forced 
| s warmed electrically to through flexible plast er 
esired degree of heat se into scientifically “] 


(a 


designed drying cap 


_— 9 siunaiantal thaw 
AVAILABLE THROUGH YOUR Sunbeam DISTRIBUTOR 


SUNBEAM CORPORATION, DEPT. 27, CHICAGO 50, 11k. + CANADA: TORONTO 18 











Sewing 
Machines 


continued 


manding lead (45 percent), but 
that other American brand names 
vere strongly in the running. Of 
ill foreign importations only Necchi 
ippeared in the tabulations, al 
though the possibility existed that 
more could be found in the 16.6 
percent naming “others” as the 
make in use. To the question 
‘What Make Do You Now Own?” 


the following answers were shown 


Percent Percent 
White 8.6 Westinghouse 3.6 
Kenmore 6.8 Necchi..... 2.1 
New Home. 5.2 Universal... 1.4 
Domestic 5.2 Others... 16.6 
Mont.Ward. 4.6 Don't Know & 


The Imported Units 


Where do most units of foreign 
make originate? According to the 
1955 Bureau of the Census figures 
first position in this category fell 
quite easily to those machines 
which were of Japanese manufac- 
ture. Actual tabulations showed 
that a total of 652,274 entered thi: 

yuntry from that source during 
the yea They carried a total dol 


Power 
Mowers 


continued 


dealers; (3) the 
direct-to-you operator; (4) sell di 
rect to department stores. 


distributors and 


Power Products Survey 


Biggest event of the year was a 
tudy of the market released by 
Power Products Co., Grafton, Wis 
It came from guarantee cards at- 
tached to their engine 

I'hey revealed that 22 percent of 
the buyers had 8,000 sq. ft. or less 
of lawns to mow, 34 percent had 
3,000 to 14,999 sq. ft., 19 percent 
had 15,000 to 24,999, and 27 per- 
ent had over 25,000. 

These warranty cards gave the 
industry a chance to learn the age 
of the power mower which was 
t placed. ‘Thirty percent were 1 to 
3 years old; 51 percent were 4 to 6; 
15 percent were 7 to 9; and 4 per- 
ent were 10 years old or more. 


} 
lar valu 


f $12,206,630. 

Total 1956 shipments of sewing 
machines from Japanese source 
were not expected to reach the 
peak of the previous year but 
spokesmen for the Japanese Sew- 
ing Machine Association believed 
they might reach the half million 
mark by the end of the year. And, 
despite this decrease of almost 24 
percent it would still mean that 
units from this source were still 
trongly in the lead in terms of 
number imported. 

While in overall numbers the 
Japanese units were well out in 
front their average price reflected 
the wage scale of the workers who 
were producing them. Bureau of 
the Census figures showed an aver 
age price in 1955 of $18.71, with 
only the United Kingdom ship 
ping units whose average price was 
at a lesser level. Average unit price 
as well as number of imports by 
country of origin for 1955 will be 
found in the chart which accom- 
panies this article. 

One American manufacturer re 
plying to Exrcrrica, MERCHAN 
DISING’S yearly request for market 
study inpointed out, and his state 
ment was confirmed by other in- 
dustry spokesmen that internal 
competition within the Japanes 
industry itself might cause a fall 
ing off of exports. This was ex 
plained in the greater consumer ac 
ceptance in the purchase of mor 
expensive machines from Japan 
while units of inferior quality and 
price were becoming increasingly 
harder to sell. 


Percent Percent 
January. . 0.3 July . 15.2 
February 0.3 August 12.8 
March... 3.1 September 8.1 
April. . 11.2 October 2.3 
May 25.7  November.. 1.4 
June....... 18.9 December... 0.7 


This is for the United States, 
but various areas see sales start when 
grass starts growing. For example, 
in March only 0.5 percent of the 
mowers are sold up north, while 
in Florida 7.5 percent are sold. 


Two Kinds of Mowers 


In charting any kind of course, 

it must be remembered that there 
ire two kinds of mowers, two types 
of engines, and an electric motor 
operated unit. 
I'he rotary mower (80 percent 
iles) is something new in grass 
cutting. Although invented in 
1930, it hit its stride in 1946. It 
cuts grass by means of a revolving 
cythe blade beneath the mower, 
usually attached directly to the 
engine shaft. 

The two cycle engine (50 percent 
of sales) originated in Europe, has 
fewer parts, bt labors from the 
disadvantage of one having to mix 
oil and gasoline, and shut off gas 
when through. It came on the 


‘ 


Well known machines of Euro 
pean manufacture continued to en 
joy the high degree of consume: 
reception that years of depend 
ability had earned for them. Necchi 
during the course of the year added 
a low-end unit manufactured in 
Spain to their already well known 
Italian (Necchi) and Swiss (IIna) 
machines. New to the market was 
the Durkopp Sewing Machine 
Corp., offering a German machine 
well known in Europe but with lit 
tle exposure in the United States 
Other manufacturers were offering 
newly styled units, refinements in 
mechanical details, and the like, 
all part of what one source de 
scribed as the industry's increasing 
awareness that this was a consum 
er’s market, and that more than 
ever the branded name was taking 
the lead. So proud of their ma 
chine (the Swedish made Viking) 
was one importer that plans had 
been made to guarantee all units 


until the year 2000 A.D, 
The Distribution Picture 


Perhaps the most impressive in 
dication which has been given to 
date of the inroads being made by 
the imported unit was Singer's de 
cision to enter into sales in stores 
other than their own long estab 
lished outlets. First of these was 
Chicago’s giant Marshall, Field and 
Co., named in the fall of 1955 
and it is probable that from 25 to 
30 additional independents have 
been franchised 

One industry spokesman thought 
that the only significant change in 


this handicap. 

Briggs & Stratton, largest pro 
ducers of four cycle engines, have 
developed a model which sells com 
petitively with the two cycle. 

Mowers operated by electri: 
motors are made by about 15 firms, 
and account for around six percent 
of total output, 


Saturation 


Just how the market is saturated, 
and how many years we will see a 
million power mowers produced, 
is anybody’s question. The field 
is believed to be 40 percent sup 
plied, according to the Power Pro 
ducts survey. Last year Evecrri 
CAL MERCHANDISING — estimated 

ituration at 46 percent. ‘The 
chief economist of the industry 
thinks that the industry is 52 per- 
cent saturated, and that there are 
19-million homes still prospects 
Anybody with $4,000 of disposable 
income and who owns a house 
worth $10,000 is a potential owner. 

The record of machines sold, 
according to the Lawn Mower 
Association, is astonishing: 

1946 100 ,000 1952—1 , 300 000 
1947— 350,000  1953—1 275.000 
1948— 400,000 1954-—1 , 750 , 000 


the method of selling or distri 
bution was the continued depar 
ture from the appliance store to 
more specialized channels. It was 
doubtful, too, if the importer o1 
manufacturer was being bothered 
by any inroads from discount house 
methods of selling 
cialized product the sewing ma 
chine does require the use of 
salesmanship, instructions on 
proper usage, and finally facilities 
for service, none of which the aver 
age discount house has provided 


Being a sp 


On The Sales Horizon 


The year 1957 will prove an ex 
cellent one saleswise. ‘That in its 
simplest terms is the picture most 
industry spokesmen are agreed 
upon, For branded units which 
have gained the American consum 
ers’ confidence the picture appeared 
bright indeed for a continuance of 
the ground swell which has brought 
them to their increasingly impor 
tant sales level. And, as already 
pointed out earlier, these sales will 
undoubtedly be made to the ex 
clusion of the already slipping 
cheaper units. It is to be expected 
also that there will be a continuing 
upgrading in the mechanical fea 
tures of the leading machines in 
the field since these are the types 
in which the consumer is showing 
most interest. Prices will probably 
show an increase due to increased 
costs, and overall dollar volume 
can be expected to go higher be 
cause of the increasing proportion 
of sales going into automatic, do 
everything machines Ind 


Shape of the future does not lic 
in the unsaturated market, but in 
handling trade-ins, and service. 40 
percent of mowers sold are replace- 
ments, and only 10 percent of re 
tailers repair mowers, 

Ihe industry has depended too 
much on engine makers for service, 
ind on examination, this appears to 
be a weak link, ‘Tsere is mystery 
i engine service. Briggs & Strat- 
ton is supposed to have 9,000 re 
pair stations, Clinton 5,000 and 
Outboard Marine 13,000. 

A dealer thinking of stocking 
power mowers put in a repair shop 
And he will do well to check on 
whether his distributor ha 
shop and carries part 

The power saw has a future, and 
the “power handle” which permits 
engine attachment to a number of 
tools, has gone over. More than 
100,000 fogging devices to kill mos 
quitoes were sold in 1956, Only 
the snow remover fell off in popu- 
larity (5,000 units moved) because 
little snow fell during the year 

This is what Power Products sur 
vey revealed as what customers ex 
pect to pay in 1957 
15%. $60 to $75 15 %.$125 to $150 


| fepalr 


. 25%. $90 to $100 8 Y%. Over $150 
, , 1949— 500,000 1955—2,750,000 > of or. at 
Mowers are bought during these | American market as a cheap engine, 1950—1, 100/000 1956 3’ 200 000 17 %. $100 to $125 7%, Under $60 
month ind has only recently overcome 1951—1, 250,000 End 
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Power Tools 











; ; : : t t | ry la itional ret 
Portable unit sales continue upward spiral in ‘56, but some sta- mentee Baca hs wrth 
i Cdl ,OCDUC! ink ontgomery iTd 
tionary tool manufacturers complain of slackened sales. Appli- An additional insight into the ‘h 
tat I table ) I t lid 
ances dealers get only a small share of the volume. | ims thn eeeiiie dlenel Be 
the ( isu p yrt | ! 
portable elect tool 1 t 13.00 
for that year alone. At least one source 1 
SOK at t on nent of t innual lt ly plyin I. LECTRICAI \I ERCHANDISIN( 
4 tou j ta t t | ! thi | | that mong thie re irl i } ' | lott | that | 
! nat if sa t t Si sus f ( 
tat il inufactu ume, while 
' + } " j qu , 
) Mall, ‘I Spee bab ip] t 
) Mil | i} All t ( ! t l t t 
\l i Pet. Ost 
\l | 1) 
, i}! ' ' nmentin will f , ; 7 In The Future 
ittsman M Bla W hat the tutu | 
j \ ic rt t 
\ 
The Place of the Portable New England 59.0 East So. Central 64.3 
’ : ; Middle Atlantic 67.7 West So. Central 68.2 
East No. Central 61.9 Mountain 59.0 
West No. Central 78.7 Pacific 43.2 
| | | f 3 South Atlantic 52.0 United States 61.5 
1) i ' | | | Chart te t wh 
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PLACE-MAKER 


a revolutionary new concept in the kitchen business 


that opens up new profit horizons for you! 


WORICON Kilehens ROLL-O-MATIC DISHWASHER-DRYERS © ROTO-TRAY DISHWASHER DRYERS 


KITCHEN CABINETS * FOOD WASTE DISPOSERS © BUILT-IN RANGES, OVENS 
N Ave O ) connersy Also distributed in Canada by Moflats, Ltd, AVCO Mig. Corp 
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The beautiful new WAHL 
deluze HOME BARBER KIT 


Includes pink nylon Single-Cut electric 
hair clipper one set of 4 attach- 
ment combs, 2 barber combs, nylon hand 
duster, clipper oil, neck cape, barber 
shear and inatruction booklet. Also avail 
able with Multi-Cut clipper 


Ataudard WOME BARBER KITS 


Includes Single-Cut clipper 
barber shear, barber comb 
tapering or crew-cut 
comb and instruction 
booklet $10.45 










Also available with 
Single-Cut Giant 
Multi-Cut or Multi- 
Cut Giant Clipper 
and any combina 
tion of accessories 





he bottle 


Y 4 «= WAHL ELECTRIC curins | 


Single-Cut Giant 
Heavy-duty ver- 
sion of fegular 
Single-Cut clip 
$12.40 


Single-Cut 
Stationary Bottom 
Biade. 000 size 
Other lengths op- 
tional $9.45 per 


Multi-Cut 
Lever easily 
changes length of 
eut from 000 to 
No. 1 $10.75 thick, heavy hair 


WAHL KNNIFE-SHEAR 63.46 


SHARPENER 
P a WAHL 
~ HAIR 
paver 


Gives blades new 

sharpness, pro Gentle flow of hot 
tects againat or cold alr Use 
gouging 
bearing motor 


$14.50 


Multi-Cut Giant 
Similar to regular 
Multi-Cut. More 


powerful for 







Olleas on stand or in 
$14.50 


hand 


Encased in 
white nylon 
With face 
scalp and 
body applicators 

7.35 


juUMBO 
FOOT VIBRATOR 
For hot tired feet 
With foot din 
and sturdy base 

Jumbo mode $10.7 


Black $9.75 


<a ( is 
waco | 


\ Lay) 
pp’ iri 


ATTACHPAENT 
comas 





NEW! SuPERSAGE 
VisrR ator For quick 
Powers the fin changes in 
gers to give a length of cut 


perfect massage Sizes: No. 1 

stroke. Cushioned for ‘s” cuts 

in soft vinylite #2 for % 
$14.50 ya for ‘s 


v4 for : 


LAT TOP COMB FIT 


For cutting over 
the comb Also BARGER COMB 10 


for ladies use 





\ 50° — 
* roa 
(wan ) CLIPPER O11 Sanser 
, for blades of SHEAR 
Wahl Clip with Stain 
7 pers. 20¢ per less Steel 


blades 75 


WAHL CLIPPER CORP DEPT. EM 
Sterling, Hlinols 
Please send complete vlormation or 


Wahl Barber & Beauty Equipment 
Name 

Company 

Address 


WAHL CLIPPER CORP 
ILLINOIS 


STERLING 
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WAHL VIBRATORS 
Home 
visRator 








purely male apphan¢ One source, 
voicing the general industry op 
timism, believed that as long a 


the labor saving attributes of power 
tools was stressed, as long as take 
home pay remains at present day 
high levels, then, too, would ele 
trically powered tools continue to 
imcrease in popularity and demand 
Paradoxically, one source thought 
that even though wages did con 
tinue high, tighter mortgage money 
building start 


ind fewer during 


the year ahead might lessen the 
number of new home owners, al 
ways a prime sale target of the 


power tool manufactures 
eral, howeve! 19 


In gen 
promised well 
for the portable tool manufacturer 


What About Outlets? 


Who sells the most powe! tool 
Certainly not the appliance dealer 


iccording to manufacturers. Most 

re unanimous in advising that 
vhile some few applaince deale: 
vert uccessfully merchandising 
power tools, the majority were not 
dom in idequate elling job in 


this field. Most often mentioned 
masic difhculty was the fact 
that the average ippliance dealer 
cemed to lack product knowledge 
parti ularly in the case of stationar 
Mentioned also was the al 
omplete lack of interest in 


part of ile 


unit 
most 


the product mm the 


pel onnel | quote one manu 
facturer Th ippliance  deale: 
cems to be a difterent ‘breed of 
it’ as far as merchandising, pro 
motion and ove ill power tool il 
ibility are concerned 

Discount house cemed to im 
ur completely dive nt viewpoint 
n the thinking of manufacture: 
Iwo of the la manufacturer 
if stationa units were convinced 
that this type of outlet had not 
in ised overall sale on ther 
of equal size and industr tatur 
thought that, “the discount hous 


type of operation has definitely en 
tered the picture and it would ap 


that every manufacturer will 


ps il 

ion have to take a econd lool 
it thi type ol distribution.” Still 
1 third source was convinced that 
the discount house was a compara 
tively good ource of iles pro 


vided the produ t had been pre 
] ] rn ] 
vious! presold hrough national 
idvertising 
Perhaps the greatest single thorn 


in the side of the average powe! 


tool retailer continued to be thy 
catalog house. While it is obvious 
that sales of power tools can be 
concluded by even the smallest 
dealer with an interest in the 
product the main strength of firms 
like Sears and Montgomery Ward 
lies in their ability to wrap up a 
greater assortment of merchandise, 
complete with technical details, in 
their catalog pages. It is probable 
that there will be a continued 
growth in sales of power tools 
through this type of outlet for 
just that reason. 

In an effort to attract deale1 
who were still convinced that 
power tools of all sorts were big 
users of display space most manu- 
facturers continued in their efforts 
to make their units attractive, eye- 
appealing, and sized as small as 
the work they were to perform 
would permit. Magna Engineering 
(Shopsmith) introduced three ma- 
jor tools to their recently restyled 
line during the year; Shopmaster 
could boast of two new units in 
their catalog, a radial arm drill 
press, and a deluxe tilt arbor saw; 
and Dormeyer showed a portable 
drill package, complete with acces 
ories, which consumed a space of 
only 28” by 30” on the dealer’ 
counter 

lew manufacturers of power 
tools would reveal the extent of 
their geographic sales in the United 
States. A 1955 survey by a sister 
publication, Electrical Wholesaling 
was revealing, however, in point 
ing up the extent to which whole 
salers were stocking power tools in 
various regional areas 
is shown 


This survey 
in chart form elsewher« 
in this article. 

Distribution of these tools by 
wholesaling firms, while heavily 
weighted towards contractors (50.4 
percent) showed sales of 19.8 per 
cent to dealers, 26.3 percent to in 
dustrial 3.5 percent to 
others 

Revealing also were the result 
of a 1956 survey by the same pub 
lication To the question 


think 


users, and 


“how 
dollar sales of 


do vou your 





power tools in 1957 will compare 
with 1956?", 65 percent indicated 
in increase; 30 percent thought no 
change would occur, and only a 


small fraction (five percent 
thought that the coming year 
would show a decline. Region- 


ally the survey showed northeastern 
wholesalers believing the trend 
would be three percent up; mid 
westerners, up five percent; south, 
up five percent; far west, no change 
It was obvious that as a group most 
sources were agreed that sales pos- 
sibilities for power tools in the 
coming year continued to be ex- 
cellent. 

At their outset in 1948 the phe- 
nomonal sales growth of power 
tools was paced, and helped along 
the way, by the use of the coined 
term “do-it-yourself.” It was a term 
applied to nearly every household 
chore and its use in consumer pub- 
lications and newspapers of every 
sort helped to put across to the re- 
turned serviceman how many things 
he could do with power tools to 
the exclusion of expensive outside 
help It was, in short, a term 
which advanced to the consumer 
the tremendous possibilities of 
power tools and it did its job well 

It was apparent however, and 
ELECTRICAL MERCHANDISING $0 re 
ported in the January, 1956 sta- 
tistical issue, that the term had 
been used to the point where it 
had lost its meaning and 
important, its impact It 
was more than ever apparent dur 
ing 1956 that many manufacture 
had recognized this and were alte: 
ing both tools, and basic merchan 
dising techniques, to meet these 
new standards. Greater emphasis 
was being placed on pointing out 
to the prospective buyer that th« 
electrically powered tool was not 
omething for the weekend hobby 
ist but instead was a basic requir 
ment in the electrical age in which 
he lived. The purchase of power 
tools is no longer a part of a “do 
it-yourself” fad For more and 
more Ame rican men it has bec ome 
End 


more 
sales 


1 required investment 














| HOPE YOU'RE AWARE THAT THIS USED TO BE 
THE DIAMOND NEEDLE ON MY RECORD PLAYER.” 


JANUARY, 
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VAY a) (=o sd al— a— sei 1 alee = ae a eo) o) 
ve ; sa < Summer the time 
{>| i aso] =o) MS ol) aa D—1fo)as\—14— 
of the time 
—by big-time national consumer advertising in 
LIFE, BETTER HOMES & GARDENS, HOUSE & GARDEN, HOUSE BEAUTIFUL and AMERICAN BUILDER. 


In these magazines alone, your prospects are pre-sold to the tune 
of around 17,000,000—Seventeen Million —Consumer Impressions. 





And the Diehl 57 Fan Family Merchandising Program complete selection of direct-mail and counter literature, 
helps you get MORE PROFIT out of the new line of that helps your prospects sell themselves. And see the 
Diehl Fans. Ask your Distributor for the Diehl co-opera- traffic stoppers for the Diehl '57 Fan Family—Posters, 
’ tive advertising plan. Let him show you how to tie-in Streamers and the Wall Selector Chart. Display Stands 
with Diehl’s national advertising—for more profits too—for Diehl window ventilators and attic ventilators. 
f in local newspapers—on TV and radio. Then there’s a 
t NEW STYLE FANS AND AIR CIRCULATORS—NEW AND HEAVIER PROMOTION FOR 
BETTER PROFITS THAN EVER BEFORE—WHEN YOU'RE IN THE DIEHL '57 FAN FAMILY. 
Electrical Division of THE SINGER MANUFACTURING COMPANY 
Finderne Plant, SOMERVILLE, NEW JERSEY 
Baltimore « Chamblee, Ga. « Charlotte, N.C. « Chicago « Cincinnati « Milwaukee « Needham, Mass. « New York « Philadelphia 
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RCA VICTOR SHOWS YOU 


HOW TO SELL MORE “PERSONAL” AND PORTABLE TV 


WHO: You. With the RCA Victor full, sell-up line. More value, 


leature pro! onal’ (&PT70 $99.95. In ebony. 


WHAT: 


formance sets. 


New 2-tone color. All of them full-per- 
(Shown) 108 sq. in.* new Stylist (148706)-—-$134.95. In 


two-tones: ebony-gold, blue-gray, garnet-gray. 


WHERE: Your STOLE. stock them and you'll sell them. 


Shown) 108 sq. in.* Sportster 148705 $129.95. In ebony. 








7 
®° RACV a : 
HOW: Kasy « Stock and demonstrate RCA Victor portable TV. 


(Shown) 108 sq.in.* Wayfarer (148707 $149.95. Colors: red, gray, ivory 


WHY: Build volume sales. RCA Victor is the brand 


that surveys show is the most wanted TV in America. (Shown) 36 sq. in.* 


“Personal” (8P'T703)—$125. In solid colors: red, gray, ivory, ebony. 





T 
. | 
WHEN: Now. Call your distributor! (Shown) 108 sq. in.* 


Wayfarer (145707)—$149.95. In blue-gray, garnet-gray, ebony-gold. 


RCA VICTOR @s 


RPORATION OF AM 


EVERY YEAR MORE PEOPLE BUY 


(CA VICTOR THAN ANY OTHER T\ 
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Water Conditioners 














Sales jump 15 percent as publicity barrage finally begins to 
educate public to its need for soft water. Nation’s 20,000-odd 
dealers sell 475,000 units for volume of $122,075,000 


I’ long last the whooping and hollering 
of publicists for good water is begin 
ning to bear dividends for the water 

conditioning business. 

(he number of sales and rentals rose to 
+75,000 in 1956, a gain of 17.9 percent. Prices 
thanks to increased use of automatics (40 
percent) jumped $25 to an average of $257. 
Retail value of output was $122,075,000. 

Arrived, in 1956, was also a concept of a 
water conditioner that did more than one 
thing to water—that is, removed iron or sul 
phur as well as hardness 

(he Water Conditioning Foundation, 39 
South La Salle St., Chicago, of which John 
Hlosford is secretary, released new data dur 
ing the year on the size of the industry 

It came out that there are now between 
20,000 and 25,000 water softener dealers of 
ill types in the United States. About 4,500 
re exclusive, and 1,500 rent them 

Number of manufacturers is 151, but prob 
ibly not more than 20 do more than $500 
000 gross annual volume, and only 10 to 15 
ompanies have more than regional distribu 
tion, and only five or six have their own 
tank plants 

Based on Bureau of Census data and Na 
tional Production Authority figures, the 
Water Conditioning Foundation release 
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these figures on home owner and_ service 


unit 
Year Quantity Year Quantity 
1947 187,478 1952 215,000 
1948 191,600 1953 265 , 000 
1949 197.000 1954 312/000 
1950 205 , 000 1955 403 ,000 
1951 207 , 000 1956 175,000 


his, of course, was accomplished by pub 
licity which brought the public to recognize 
that water was more than wet, that it was a 
partner of variable qualities 


11,000,000 Easy Customers 


When you ask the question as to what is 
the market for water conditioning equipment, 
the reply is just what do you want to cover? 
Hard water does not follow the population 
distribution in the United States, and it i 


assumed that the major market is those areas 


1956 
Units Sold 475,000 
Average Price $257 
Retail Value $122,075,000 


1957 


grains hard, 
Assuming that there are 45,000,000 homes 
in the U.S. it is estimated that 11,000,000 
are in the 10 grains area, 29,300,000 where 
hardness is 3.5 and up. With 2,658,078 
sales and rentals in ten years, saturation 1s 


where water is from 15 to 


quite low. Life of a water conditioner is 
around ten years, longer where plastic or glass 
lined tanks are used. 

There is no pattern in distribution, Some 
makers sell directly to dealers, others go 
through distributors (dealer discount is 30 
to 314 percent, no trade-ins) 


Buy or Rent Them 


A retailer can sell them outright to the 
public, or place them on a service basis 
I'here are two kinds of service, one where a 
man comes around and regenerates the unit 
with salt every so often, and the second a deal 
in which the customer puts in the salt him 
self. ‘There are 12 manufacturers in the Na 
tional Soft Water Service Assn., 158 Liberty 
St., Wheaton, Ill (Suburb of Chicago) 
Russell D, Lund is secretary, This group ha 
1.500 service ope rators 

Ihe reason the word “conditioner” is 


(Continued on page 215) 


1955 1954 1953 
403,000 312,000 265,000 
$232 $250 $250 
$93,496,000 $78,000,000 $66,250,000 
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Water Systems & Pumps 





Despite increase in sales to city dwellers, total volume drops 


to 775,000 units. Two-thirds of all sales go to non-farm homes 


and 40 percent of sales are replacements 


TiW in the water tem user field 
last vear was th ustomer who is al 


cady hooked up to city water. Di 
satished with low pressure he uses a pump 
to fill a storage tank which supplies upstai 


water and sprinkling facility 
This type of usage plu ity well plu 


the m ment of 1,500,000 people annually 
to the suburbs, gave the water pump dust 
ales of O00 water tems at an average 
price of $] Retail volume is estimated at 


$120,125,000 
Besides having the farm busin tossed 


in its lap, the water system industry benefits 


by the continuing movement of famili t 
the suburb 

Fall of the water table around most of 
our big cities, because of much pumping in 
crowded areas, has given a further push to 
a new type of pump, the submersible, which 
rests on the bottom of the well, and, located 
below water level, is less affected by fall of 


water level 


Replacement Ratio High 


ait | ent of water system 
ibout } yea i when power began to be 
hed t] | ti t 
ippned to } meshic pumpin rf wat 


loday it felt that at least 40 percent of 
iles goa replacement lL here eno hgur 


to the lif fa water tem, it runnin 
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from five to 34 years, depending on iter 
nd type of well which is utilized 

It is thought that two thirds of all wat 

tems go to nonfarm owners. About half 
{ the new installations are put in by one 
f the country’s 18,000 well drillers, and the 
yalan by plumbers, hardware or appliance 
nen. Fully 90 percent of purchasers from 


mail order chains (who do 30 percent of the 


busin nake their own installati of 
vate! tcins 
Distribution is Different 
\ hard core of 250 distributors handle th 
delivery of these water systems, and usual] 
do little shifting about. ‘There are repai 


parts and pipe to go with the job. ‘There 


no succession of new models, as with appli 


ances, and sales pressure is low. The distrib 


itol 


pots are made sub-distributor 


uuys at 


dealers who handle a volum 


' 


I re qu ntly 


r are in isolated 
s, and get better 


ne 
than average discounts, which is around 2 


percent for a retailer. 


There are many othe 


means of distribution of pumps. Some maker 


ell mail order 
REA electric line 
factory branches, other 
likely retailer who 
onsigns to him 
radically since 1945 
It is the difficult 


ome 
om I 


that keeps new manufactur 


field. ‘There are no basi 


f 


ny consequence toda 


specialize in 
through their 


direct to any 


ested, and even 


has changed 


ig distnbution 
out of the 
on pumps 


Six Pump Types on Market 


Six kinds of pump 


i 


vells, and most common 


the types on the market to¢ 


made for utilization with 


ubmersible is new in the field 


de for hallow 


et. Five of 
ire especially 


ep well The 


ind was born 


n Austria during World War I, when it wa 


i device used to pump out 


1956 775,000 
1955 788,000 
1954 728,000 
1953 702,051 
1952 687,017 
1951 617,060 


ource: U.S. Dept. of Commerce 


1950 722,647 
1949 527,964 
1948 658,847 
1947 762,855 
1946 625,729 
1945 390,130 

JANUARY, 


trenches. This 


(Continued on page 215) 





1944 316,385 
1943 154,560 
1942 239,072 
‘1941 347,055 
“1940 258,497 
1939 230,545 
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Tide Premium Plan 


crease your store traffic and close sales. You offer your customers a 
box of Tide just for watching an automatic-washer demonstration, 


and a big supply of Tide with the purchase of a new automatic 


Tide’s automatic-washer film 


maker! This full-color movie, ““A Washday Picnic,” 


interest in automatics 


cedure. It’s completely noncommercial (‘Tide isn’t mentioned even 


once! 


Local TV and Radio 


saturation advertising that reaches 80°; of U. S. housewives ten 
times every month! Buy spots adjacent to Tide’s network TV and 
radio shows to make sure you take full advantage of Tide’s 


unparalleled advertising support 


For complete details contact the Tide Home Laundering Bureau, 
1106 Enquirer Building, Cincinnati 2, Ohio 


—a real traffic-builder and sales- 
. instructs on proper home-laundry pro- 


What’s more, it’s yours for the postage alone. 


the automatics you sell are featured in Tide’s 


Here are three w ays to 
roll out extra automatic-washer sales 


with ‘Tide! 


—_—_——_——_ 





























ae 


n 
, 


‘ 

















a simple but amazingly effective way to in- ° ° 


stimulates 





¢ The makers of 25 automatics pack Tide in their machines. 


¢ More women use Tide in their automatics than any other washday product! 


+i 
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AUTOMATIC 
THERMOSTAT 
TEMPERATURE CONTROL 





This label is on 





every fan- your 





permanent guarantee ! 






VEA 
GuAganTEE 






DIAMOND TOUGH 
eparerped MOTOR 















It turns itself on in hot weother 
and off in cool 
aviomatically ' 


tically Rever 


GUARANTEED for 0 YEARS! 


The ONLY Fans with 
Such a Guarantee ' 





TEX-STYL 
STYLING... 


Added Beauty ! 





TORRENTS of 
NO DRAFT BREEZES 
with the Cc 


Direc d draft-fr 


o 
Bonded to Metal Choose eithe or are m "the D oubl 
Riv g DIFFUS ER snaps on and off 


Guards inst —_ Fits almost 










BUILT-IN 
HANGING BAR 
for WINDOW USE! 









Lovely new home decor ! 
Permanent and washable 


Decorative fabricized plastic 


s used fan, and all 
djustabl MARKEL Fans ! 


S OQNLY MARKEL’S °57 LINE 
/ puts you in the FAN business 


dtitively and, profitably. 


MARKEL Portable 20°° WINDOW FANS @ 4000 crm ELECTRICALLY REVERSIBLE, 3 SPEEDS 
me 20" od The 20” 
DIRECT-AIRE fins Pile DIFFUSER 

8 tn | H i $6995 ist price 


| ./ 













... Get the whole 
PROFITABLE 


competitive story 
at the 
HOUSEWARES SHOW 


MARKEL “Economy” 


Portable, Reversible 


20° WINDOW FANS 


featuring the NEW Draft- 
Free DIFFUSER and NEW 
dynamically True balanced 
blades attached to sturdy 
solid Hub for peak effici- 
ency. 2-speed. 3500 CFM. 
Electrically or Manually 












os 










Model M 2017 R Model M 2018R 


Booths C808 - C812 


or write, wire or phone 


MARKEL 


Electric Products, Inc. 
Founded 1920 + BUFFALO 3,N.Y. 


Manufacturers of Portable and Built-in Heetaires 
Residential Lighting Fixtures 


















MARKEL Portable, Reversible 
TWIN WINDOW FAN 

























NEW ' Striking New Front Grille Design 








AND NOW EACH FAN SWIVELS INDEPEND - - >. Revereiave | Canadian Factory: Markel Electric Products, Ltd., 
ENTLY 180° | Each Fan exhavets OUT ov ode! 2042 Electrically Reversible List Price $54.95 - 
Draws Fresh Air IN independently or Built-in Hanging Bor Fort Erie North, Ontario, Canada 





Mede! M 2040 F—Manvally Reversible List Price $42.95 










tegether ! 
~- Export Office: 15 Moore St., N. Y. 4, N.Y. 
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ul in the plac of softener” lies 
the fact that many things may be 
ong with water. It ma have a 
tten evs mell, due to ulphur 
na tain clothing, thanks to 
r manganese solutions; it may 
t like epsom salts, or be must 
l.ach calls for a different treatment 
How It Works 
Hard water is made soft by th 
interchange of calcium and sodium 
ilt At the beginning a natural 
ubstance called “‘green-sand T 
complished thi Then came man 
made zeolite which i being 
pla ed by resin bead nm out 
wth of the artificial rubb in 
ist High ipacity resin ha 





pump sinks to the bottom of the 


well and is efficient because it 
forces every drop of water into the 
pipes. Some types employ a water 
cooled and lubricated motor and 


vaterproof cable supplies the elec 
tricity. Incidence of trouble has 
unk from 10 percent to 1.5 per 
cent, and with its efficiency, the 
ubmerged pump is growing rapidly 
in popularity. Getting it out of the 
well for repair is the greatest diff 
culty. A derrick is required 


Complete Jobs Sell 


It should be said here that 90 
percent of water system sales con 
ist of complete jobs, which in- 
clude 


motor, tank and pump 

Pumps sold alone are usually for 
repairs 

Some idea of the increasing 


ELECTRICAL 
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up to 30,000 grains « ipacity, Com 


pared to 15,000 for zeolite. About 
five manufacturers, among them 
Dow, Monsanto and Rohm & 
Haas, presently produce thes: 
resins 

Families who live where th« 
water has 20 grains hardness are 
pushovers for conditioners, ‘Thos¢ 
that move from soft water area 
to hard water districts are easy to 


Ihe 


W he TC 


difhculties lie in 
hardness l 


sel] great 


places only 3 


grains and up, where many peop) 


think the water is all nght. Demon 
tration kits came on the market in 
this particular instance 

Soap manufacturers are behind 
the water conditioner busin 100 
percent While they have pro 
duced a detergent that works in 
hard water, it works better in soft 
vater. It costs them around S¢ a 


lb. to produce soap, com] ired to 


¢ tor detergent ind no deter 
rent has been balanced to wash all 
types of clothe 

Competing with water softene: 
ire chemicals which soften water 


ind next vear we will have a com 


parative break-down of overall costs 


Trend toward Automatics 


Anvone obtaining a water con 
ditioning unit must make several 
qualifying decision Hle must ce 
ide whether he wants an auto 


horsepower can be gleaned by thi 


study on the various sizes of jet 
sold 
Sizes of Jets Sold 

1956" 
1/3 hp jets and under 97,347 
1/2 hp 91, 789 
3/4 hp and | hp 57 038 
Over | hp 7,998 


*7 month period 


First Find Your Well 


Obtaining a supply of water i 
a tailor-made job. One must first 
determine how much 
going to need, and bring in a well 
that will yield it. ‘The larger the 


water he i 


pipe, the greater the supply of 
water. ‘Today, when people appye 
ciate how much water they need 
the old fashioned driven inch 
well is virtually out, and a S-inch 
drilled well is the minimum 


Even 6-, 8- and 10-inch wells are 
put down by drillers, but the five 
is the standard. It costs from 
to $5 a foot, and 200 ft. are com 
mon depth 


Decide on Pump first 


After it is known how the well 
is producing, and how deep it i 
the kind of pump is decided upon 
Reciprocating declined in 
of its noise 


ivoided if there 


typ 

popularity on account 
ind the jet must be 
water 


l ind in the 


1957 


matic 
salt for sembauto 
matic or a hand operated machine 
lrend toward automatics jumped 


from five percent during 
1956 


one that puts in its 


regencration); a 


OW) 


to 25 


Chen he must gauge the water 
consumption of his family 
i size that will fit it 
mall a size calls for too trequent 
regeneration, which — is 
factory. 


md 
hoose Loo 


unsatis 


A Home Uses 40,000 Gal. a Year 


\ home uses about 40,000 gal 
lons of i year, and 10,000 
of this is used with soap, the bal 
Ince lawns, for washing 


water 


going t 


cars and the like It has been fe 
ured out that of this LO,000 ¢ 
has seven grains hardness, it 


illons 


take 


80 Ibs. of soap to neutralize th 
lime, 

It is in its ignorance of wat 
and the fact that ynething ca 
be wrong with it, that has carusé 
water conditionin to be oO ol 
scured I he icrage American 
uses 1,500 tons otf water Veal 
ind only IS tons of brick, steel and 
solid But of water he knows the 
least and the growing triumph of 
water conditioners may be said t 
be due to publicity that at long last 
is acquaimtiig the pubhe with the 
facts lind 


How A Water Conditioner Works 


_. 


Lown sprinkling 





























: Fontrol valve Household supply By-pass vaive 9nd other uses 
| €é cold sott woter (normoily closed) 
| t of . = —— > ‘St 
| aa 
X Household 
supply hot soft 
water + 
ee 
| | ' 
| lon exchange Woter 
| resin b pumping 
j; system 
bGrovel " ! 
p pc Na mas of-7) a 
ie Woter ‘Optional 
heater softener brine tank 
ta | t i th f 
Sales of Pumps by Types Sale ir pread out evenh 


Deep Shallow Sub 
Well Well mersible 
1956 *936,396 *263,063 *41,622 
1955 357 , O87 $87,662 1 583 
1954 $10, B81 $66 , 982 595 
1953 299 915 367 , 321 34,785 
1952 296 541 385,476 
1951 265, 285 351,775 
1950 294,724 27 , 923 
1949 202 , 506 320,458 


*9 months report. 
Source: U. 8S. Dept. of Commerce, 


based on reports from 90 manu 
facturers 


About 


come as a 


half the pump troubles 
result of bad installa 
and the poor technician digs 
grave. Mechanics of 1 
pair are not compli ated, and motor 
hops take care of electric troubles 


tion 
his own 


Service must be fast if it is succe: 
ful, as home owners do not like to 
be without water 
MONTHLY SALES OF 
1956 1955 1954 
January 56,410 49,379 44,740 
February 53,031 47,528 49,244 
March, 53,768 65,667 61,067 
April 65,268 65,724 67,242 
May 74.977 73,315 55,206 
June 75.536 80,538 71,198 
Source: [ ‘ Dept of Commerce, base 


evic need by 
1 part 


through the year a 
this report from the UL S 
of ¢ 


ment Ommmnerce 


Publicity Helps 


Ihe pubhety put on by the Na 
tional Association of Domestic and 
harm Pump Manufacturers, (59 
South La Salle St., Chicago, Jolin 
I losford 


win an understanding of how much 


ecretary) is beginning to 


water is needed by a family, and 
to lift the water system from non 
descript anonymity Ihere w a 
move on by several makers to em 
ploy designers to doll up ther 
pumps to appliance standards, and 
water week has become a national 


mstitution 
Better realized by dealers is the 
fact that $1 


pent for water system 


creates $2 worth of ipphanes ma 
plumbing busines Kind 
WATER SYSTEMS 

1956 1955 1944 
July 73,434 79,297 74,337 
August 60,730 86,109 73,853 
September 61,857 77,250 
October 65,5245 62,566 
November AGT 44,558 
December W771 35,415 


“doon reports from 90 manufacturers 
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| PATENTED 


Tempered, tough wire core . Insulation covering wire spiral Tough, colorful, hygienic / 
gives ‘muscle’ for seals out rust and humidity plastic sleeve of 


more flexibility, longer life improves air flow high lustre; easily cleaned 


Here's “a sure ign ol quality onany va uum cleaner make 
sure the brand you handle has Dayton’s revolutionary DAYFLEX. 
made hy an exe lusive proc ess! All other vac uu hose be comes 


outdated and obsolete by comparison Just see for yourself! 


FEATHER LIGHT AND FLEXIBLE... 

DAYEFLEX Vacuum Ilose has instant consumer appeal because vacuum hose 
of its colorful, brilliant, easy-to-clean plastic sleeve. Every 
housewife immediately sees the advantages of its lighter weight, 


plus greater flexibility without loss of control. And Dayflex . 
is tops in tests for abrasion-resistance and service life! a Dik 
SS 


ADDS GLAMOUR AND SALES APPEAL! 


NO vacuum cleaner is better than its hose. DAYFLEX has hel pe d the sale! 


raise performance levels of many of the leading makes in the 
vacuum cleaner field, and through Dayton’s national advertising 
more housewives learn why Dayflex Hose 


is a sure sign of quality 


Write the Vacuum Cleaner Hose Division of 
Phe Dayton Rubber Company, Dayton 1, Ohio - 
for names of manufacturers using DAYFLEX, and full B E Ss U R 3 TO G E T 
information regarding its impressive laboratory test results! G E N Tt | N E 


' aaa ~-aytlex 
aytonm Rubber Bie 


THAT’S TROUBLE-FREE! 


! wgest 


THE DAYTON RUBBER COMPANY DAYTON, OHIO WAYNESVILLE, N.C. 
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Oil & Gas Space Heaters 





net 





Sales of all types fell off slightly in 1956, but the millions 


of existing older homes without benefit of central heat insure 


a continuing market 


7 HE great, 
heater to the dealer is its margin of 
profit—40 percent. Add to that the fact 

that a family must have heat and it’s obvious 


hining appeal of the space 


why this appliance is among the best credit 
sales 
On a business believed to be at a standstill 
1956 totted up a total of 1,204,330 units of 
| types being s iid (1,301,500 in 1955) of 
vhich 375,000 were oil burning, 306,531 ga 
7,500 LP ga md 315.000 wall ty pe 
Average price ran around $98 for the oil 
type, compared to $121.22 for all other kind 
l‘ifty-six percent of those 
percent thermostat In thi urvey, if 


old had blowers and 


iould be stated, only the larger, vented typ 


rt heat ire considered 


Small Carryover 


] 
lh irryover into 19 vill not run more 


than 56,200 unit the a ige manufacture 
relieve 

Summing up the market, one manufacturer 
iid: ““The switch from solid fuels to oil, and 
from oi to ga l'o compli ate 
matte there is the ever 

ntral heating 

However, not all new homes have central 
heating. The 1950 U.S. census (still the last 


word on the subject) reveals that there were 


ontinue 
rowing trend to 
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1,128,314 more house 


in 1950 than there were in 1940, which proves 


without central heat 


that not all new homes are built with furnaces 
I'he space heater finds its greatest use in new 
houses in the South. Still, it is estimated that 
only two percent of oil space heaters go into 
new construction, compared to 50 percent of 
the wall types. 

Wood and coal users are logical prospect 
for space heaters. Between 1949 and 1950 


3,451,7 15 homes dropped wood, and 


155, oal 


85 to 90 Percent Saturation 


Saturation is 
many opinions. It is thought that 90 percent 
of oil space heaters are sold to families alread: 


owning one, and with gas heater 5 percent 


1 subject on which there are 





crapped by the big retail 


Ihe trade-in is 


outfit, or sold to some one who specializes in 
rebuilding and reselling. Korman of Rich 
mond, Virginia, is a furniture store that has 
gotten rich doing thi 

South Bend, Ind., is another town where 
everal dealers sell space heaters, yet depend 
on one dealer installing and servicing. In small 
places, the retailer recovers what he can out of 
trades and junks the balance 


City Prospects Too 


There are as many prospects for space 
heaters in big cities as on farms, the U.S 
Dept. of Commerce reveals, Wherever a home 
has no central heating, it is a prospect. ‘There 
vere 10,064,580 urban homes without central 
heat in 1950. ‘Towns over 10,000 population 
buy 15.4 percent of our space heaters; town: 
of 2,500 to 10,000, 11.1; towns under 2,500 
rural non-farm), 24.3 
dwellers, 41.5 


Old homes form a much bigger market for 


uburban, 4.7; rural 


pace heaters than do the newer ones. There 
Oo many more of them existing today 


Continued on page 218) 





1956 
Units Sold 375,000 
Av. Retail Price $98 
Retail Value $36, 750, 000 


1957 


1955 1954 1953 
410,000 452,000 647,800 
$98 $96 $96 

$40, 180, 000 $43,394,000 $60,892,000 
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DRY OUR CLOTHES... 
WAY OUT IN IOWA-LAND. 


reer r eer eo oe eee 








Your free copy 


Inventory 
| 
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Sharp INC FEeEASEC in number of lowa homemakers 
who dry their clothes automatically 


DES MOINES 
REGISTER ano TRIBUNI 


Space Heaters 


INTINUED FROM PAGE 217—— 


The | U.S nsus, which 
p | +4 j $5 J ] 
h i them to be of t 


10 years old or less 9,174,635 0.7 


10-20 years old 9,897,625 (13.35 
20—30 years old 8,893,715 (20.1 
30 vears and over 20,263,870 15.8‘ 


t I the pa 1eat 
ta th ill type 
Wall t ire replacing flo 
furna ) they take up i 
pa Only 2U percent of sai 
have trade-ins involved, compared 
to 75 percent of other typé Full 
) nt go into new constru 
t Lh ire financed by FHA 
in t nortga l'ewer iITy 
t} t pe \ 1] it 
19 7 ) unit 
S I il vers trom 195 
t 57 thi Car 1 bette: thal 
tl t. One manufacturer brea 
timate f the market on 
ir! yace heater 1 30, 
) { heater LOO 
L.P tU,UI ill type 
| onl t ( 
Selling Method 
. gs 
( } DH 1 ' 
| True Value 
t t l 
t t f ot 
non 
| ; 
1 80 BT 
+ 
| 
' 
' 
' ut 
nit 
f 1 pa 
| ent 
D Mi 
| | 
‘ \ ( 


TWO YEAR SALES SUMMARY 


Gas, LP and Wall Type 
Space Heaters 


1956 755 
Gas units sold 306,831 345,500 
LP Gas units sold 207,500 187,666 
Wall units sold 315,000 358,33 








) Kove). Gene. 
pPwmrey me 





rhymes with FINE 
















Seoeetr eee. 
~ *. 
oe * 
. 
. 


aA 7 
. * 4 

















KITCHEN HOODS 






This year as never before you can bank on extra profits 





ee, 
SS PRY-LITES 


from Pryne. The reasons are clear. Pryne products 
are nationally advertised the ultimate in quality 
ind ‘‘buy appeal’’ built into every feature of easy to 


demonstrate, easy to prove superiority 


CEILING HEATERS 


Your customers are money ahead, too, with lower installation 





costs thru Pryne’s compact time and work saver design: 
Plus the added savings of Pryne’'s built-to-last-and-last 


construction that ends profit-cutting call backs 4 


PRYNE & CO., INC 
P.O. BOX 698, POMONA, CALIFORNIA 


f 





First comprehensive study deflates some old figures and esti- 
mates 3,250,000 units were sold over the counter in 1956 at 


an average retail price of $26.75 


A 


t ingle 


SIX month tudy by one of the larg 
ot fractional horsepower 
motors, aided and abetted by the larg 
retail outlet, has brought 


on the r-the-counter retail market 


est produ ec! 


up ie 


HORSEPOWER) SPEED 


APPLICATION SIZE (HP) 


Belt Sander 4 inch 
Belt Sander 6 

Belt Sander 10 
Blowers 

Chicken Feeder 


Churn 

Concrete Mixer Small 
Compressors Small 
Corn Sheller Single hole 


Cream Separator 


12 inch disk 


Vy inch 


Disk Finisher 
Drill Press 
Drill Press 
Drill Press 


Fans (attic, exhaust, etc.) 


Feed Mixer 

Feed Grinder 
Flexible Shoft 
Flexible Shaft 
Grader (fruit or egg) 


Thi 
0.000 fractional horsepower 


retail in 


lirve t 


1956, at 


l here were pro 
fractional hors po 


(RPM) MOTOR TYPE 


1725 
1725 
1725 
1725 
1725 


1725 
1725 
1725 
1725 
1725 


1725 
1725 
1725 
1725 
1725 


1725 
1725 
1725 
1725 
1725 


Grain elevator (auger) 


1725 


Grinder 6 wheel 
Grinder 
Grinder 4 


ice Cream Freezer 8 quarts 


1725 
1725 
1725 
1725 


Split-Phase 
Split-Phase 
Capacitor-Start 
Split-Phase 
Capacitor-Start 


Split-Phase 
Capacitor-Start 
Capacitor-Start 
Split-Phase 
Capacitor-Start 


Capacitor-Start 
Split-Phase 
Split-Phase 
Capacitor-Start 
Split-Phase 


Capacitor-Start 
Capacitor-Start 
Split-Phase 
Capacitor-Start 
Split-Phase 


Capacitor-Start 
Split-Phase 
Split-Phase 
Capacitor-Start 
Split-Phase 


timate 


duced 


that there wer 

| motor old at 
in average price of > 6.7 
all told 


cr motors in 1956, but 


56-million 


APPLICATION 


Jig Saw 
Jig Saw 
Jointer 


Jointer 
Jointer 
Lathe (metal) 
Lathe (metal) 
Lathe (wood) 


Lathe (wood) 


Lawn Mower (reel type) 


Meat Grinder 
Milking Machine 
Paint Sprayer 


Planer 
Pumps 
Pump Jack 


Refrigerator (mechanical) 


Saw (band) 


Saw (band) 
Saw (bench) 


Small 1725 


Small V/, 1725 


10”, 12”, and 14 
6° and 7 


66 per 


| into fabrication, and 


that did not 


ent of them went 
many went into special job 
it retail 


motors 


involve sal 
Of thes sold at retail, 10 percent 
were 4 hp, 18 percent were 4 hp; 50 percent 
vere 4 hp; and approximately 25 
Z hip 

last ve 


ple have 


percent 
Phis is a considerable jump from 
estimate, but for some reason peo 


Like 


turn toward 


been buying bigger motors 


vise, there has been a distinct 
the capacitor type, which rose from 35 to 
+0 percent of the total retail market 

It must be that 


among the oldest electrical devices sold, and 


remembered motors are 
ire produced by around 165 manufacturers 
Che first patent was taken out in 1837 and 
there have been 11,000 types made since 
Edison's with 525-million fractional 
horsepower motors in use today. There is no 


day, 
issociation in the industry and since fractional 
horsepower motors sold at retail are a small 
part of the total market, not much attention 
has been paid to them. ‘The guesses 
in thi 


of sale 


manages motor field are remarkably 


vild 
Small Replacement Market 


It is estimated 10 to 12 
percent are gomg into replacement It i 
thought that about 155 
replaced to date, 
J ] yCal 


this year, from 


have 


iverage life 


million motors 


been ind th 


Continued on page 





HORSEPOWER} SPEED 
(HP) (RPM) MOTOR TYPE 
1725 

1725 

3450 


3450 Capacitor-Start 
3450 Capacitor-Start 
1725 Capacitor-Start 
1725 Capacitor-Start 
1725 = Split-Phase 


Split-Phase 
Split-Phase 
Capacitor-Start 


1725 
1725 


swing Capacitor-Start 
Split-Phase 
Split-Phase 
1725 Capacitor-Start 


Split-Phase 


3450 Capacitor-Start 
1725 Capacitor-Start 
1725 Capacitor-Start 
1725 (Capacitor-Start 


throat 1725 Capacitor-Start 


3450 
3450 


Copacitor-Start 
Capacitor-Start 


Saw (bench) 


8 


3450 


Capacitor-Start 


Saw (bench) 10 
Shaper Spindle 


Stoker 
Washing Machine 
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3450 
3450 


Capacitor-Start 
Capacitor-Start 


1725 
1725 


Split-Phase 
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GR 
EATEST ADVERTISING PUSH EVER ON 


dmiral.1i-F 


Model +HC4406 * in Mah gany Grained Finish $199.99 


All the sound 7 _makesS 


Discover new jistening pleasure 


with rich pdmiral High Fidelity 
padmiral’s brilliant new Omnisone nigh fidelity SY° 
tem offers perfect ear-leve! sound Now every note on 


your favorite records comes to thrilling new life com 
pare the toP quality features you get with Admiral rn 
4 « undies 


high fidelity Make your choice from @ variety of \u* 


yrious decorato! styles and fine furniture finishes 


elity Chairside 
good listen 
h, Relax in 
jistening 


gh fidelity Mode! smooth Admiral built 4 Speed fe ord 
pleasure all recor 

quency ran 
20 2 “talking pooks” 
automati¢ ally ‘ 


jistening rec ord size 








Stor of NBC.TY 








ty announcement of importance from Dave Garroway 


AC9:30 A.M, Monday, 


First Admiral 





r) 





ADOMIRAYU 





THE ADMIRAL EMBASSY 21* CONSOLE ENSEMBLE 


Top Front tuning « Super 200 chassis e Wide range FM 
sound system « Model T23A1 in Charcoal Finish e Sug 


gested list price $202.45 e@ Also available in Mahogany 
and Blonde Ook Grained Finishes 


J 








. 
t 




















9 


January 28th your Admiral dealer begins his 


\ 


\ 
\ 


Gurprise alue Sale! 


. 
2/7 
> 4 What a surprise your Admiral Dealet 


wv 
<a has waiting for you on January 28! He's 
- put special “Surprise Value” price tags 
pee on his brilliant new 1957 Admiral tele 
vision sets. What kind of prices? The 
kind you've been waiting for—a real break in the price of 


black-and-white television! 


kach set has all the electronic achievements that have 
marked Admiral as a world leader in television, You'll find 
captivating cabinetry, too, and a lavish sele tion of lustrous 


finishes. But quantities are limited on some models, So make 











a mental note to see your Admiral Dealer when his “Surprise 


Value” sale opens 


It’ ll be first come, first served, beginning at 9:30AM, Monday 


' 
January 28 


Admiral 


*Overall diagona 1, Viewable area 969 aq ou 





\ _oAIRAL MARQUETTE 21° 


«n cabinet styling « Dual speaker sound system e Lighted, easy-to-see 
channel dial for easy tuning « Push button On-Off « New Imperial 400 
chassis «© Model C323B26 in Mahogany Grained Finish ¢ Suggested list 
price $339.95t © Also available in Blonde Oak Grained Finish. 


tSlightly higher in South and West ubject hang thon nolwe 




















THE ADMIRAL CHATEAU 21° 


t THE ADMIRAL SORRENTO 21° 


Top Front tuning ¢ Smart “off-the-floor” styling « Super 200 chassis « Local 






Distant switch « Wide range FM system, sound beamed to your ear « 
Model C23A11 in Walnut Grained Finish e Suggested list price $229.951 
e Also available in Mahogany and Blonde Oak Grained Finishes 














IWEKS 





ORE ADMIRAL PROFIT 


As featured in national magazine advertising 
The Daring Vibration Test that sells Admiral Portable TV for you! 
Jolted and jarred 7200 times a minute... proves new Admiral Portable TY 


picture slays perfect ! 


= t Exclusive new Power-Plated” chassis 





14 17 






B/IG 10 


Full line advertising that sells Admiral High Fidelity for you! 








BE THERE”...with Admiral. High Fidelity! 


\ . 4 
Si f y A. 7 ah Oy * 22 c 
é > ' . } ey! - ? _ es / . 





ae 
All the sound... makes all the difference ! Retietreon om 
pays 


Admiral 


CALL YOUR ADMIRAL DISTRIBUTOR...TODAY! 






Small Motors 





it th ht that the iverage 


Am in home has eight fractional 


horsepower motors loday, it 1 
ou that places built within 
the la t ive veal have 10 to 20 By 
1966 industry will be producing 
| m mn motors a vear, and 
vill take 70-million of them 
Sca vn, also, are the num 
f retailers who sell motor It is 
felt there are 120,000 dealet 
it retail and there are 80 
tock lhere are 500 
tal how listing motor but 
f f the retail busine i 
th peopl ho carry them out of 
t t In addition to ipphian 
ind ti hain store vholk 
fi i \W W (,rainge! 
ih +t wholesale branche 
1 mote 
Chiet lief that small motor 
| ! idvance im numbers in 
195¢ due to the fact that half of 
t nm are n farm area With 
It n yp price the farmer 
it the rubber band back on 
ind is not buyin 
Non-farm areas buy percent of 
t mot nd the it peopl in 
th Dp ent 
lhe id if selling small motor 
t mething new in the 
f the trend ha iught man 
fact encral bi LIT prise 
! ural clectrnification 
th the last \) Cal 
In it ipated that farm 
} te emplo i lot of 
1 fact. the REA admitted 
t tt t | f its line , ein 
} id it is believed that th 


1} 





ya 


ANYMORE I'M NOT EVEN 
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farm areas. ‘The retailing of motors 
tarted with second-hand jobs taken 


off trade-in washing machines 


More Capacitor Types 


Ihe reason ce iler sell More 
ipacitor motors than anything else 


due to the fact that they will 


tart on a high load The dealer 
never knows what kind of a job 
the customer is going to put the 
motor on, so he sells him a capaci 
tor, which incidentally, is more 


pre fitable to him 
Ih ipacitol or condenser ) 


used for heavy duty 
tokers and 


pe motor 1s 
vith water pump 


mMpressor It require up to 
19 amps on ¢ hp siz ind has a 
medium starting torque, 900 pel 


nt of full load torque. It has a 
high pull-up or accelerating torque 


) percent of full load. It may 
be used on 120 v circuit, if 4 hp 
Lhe plit phase motor vhich 
mounts to 40 percent of demand 


tarting load or 
ipplied at full 
load speed uch as on 
entilating fans and light 
tool Not well realized 1 thi 
fact that powe! 
illow on their domestic line 
that draw ) imps oO 
tarting True, the 
es to washer motor 


used for either 
maximum load if 
washer 


powce! 


companies do not 

motor 
more m 
thei 
because the 


close 
ire usually being run in a_ period 
f low demand and at short inte: 
i \ split 


use dimming of light 


phrase motor may 


on under 
Continued on page 
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SEE THEM AT 









Built-In 


REFRIGERATORS 


FREEZERS 


* WIDE COLOR CHOICE 
* EASY INSTALLATION 


THE SHOWS® 


* FURNITURE SHOW 
Chicago 
Jan. 7 through 18 
Booth No. 5378 


* N.A.H.B. SHOW 
Chicago 
Coliseum — North Hall 
Jan. 20 through 24 
Booths 887-888 









* MODELS FOR EVERY KITCHEN 


A line of refrigerator-freezers 
designed and built to meet every 
kitchen” 
“packaged-units” 


want of “dream plan 


ners! They're 
with flanged front edges so they 
may be placed in “roughed-in’” 
opening and merely plugged into 
110 volt electric outlet. The easiest 
of all 


and freezer each has its separate 


installations! Refrigerator 


condensing unit. Choice of seven 





new models in colors of White, 
Mist Blue, Pastel Yellow, Coral 
Pink, Jet Black, Stainless Steel or 
Coppertone. Models provide “side 
by-side” or “over and under” free- 
dom of placement to fit your kit 
Illustrated is the 
124 BIRF “over and 
under” type, with 10.8 cu. ft. re 
frigerator and 3.5 cu, ft 
no venting required, 


chen planning 
new Model 


freezer, 


AND Qe 43 T-® UPRIGHT FOOD FREEZERS 











Sub-Zero Freezers are 
built in a wide range of sizes from 
12.1 cu. ft. to 200 cu. ft. capacity 


The DeLuxe Line features all-alumi 


Upright 


num construction, inside and out, 
to add years and years of service 
free from rust and corrosion The 
have “cold- 


inner compartments 


saving” doors, insulation is thick, 


Fiber - 


All Sub-Zero freezers feature 


moisture-resistant Laminar 
glas 
uniform femperature, fast freezing, 


highest efficienc y, beautiful styling 


And the Combination TU-TEMP Model 9@ 


and Sub-Zero TU-TEMP — Model 
99. This gracefully styled combi 
nation freezer-refrigerator has a 
total capacity of 18 cu. ft 9 cu 
ft. freezer and 9 cu. ft. refrigera 
tor. Beautiful white baked enamel 
exterior refrigerator interior is 


gleaming white; freezer interior 








is stucco embossed aluminum. Two 
hermetically sealed units 1/5 
H.P. in freezer section and “a H.P 
in refrigerator section assure high 
DIMEN 
SIONS: 34” wide; 27” deep; 622" 
high. 


est efficiency operation 


FREEZER CO., INC. 
Dept. EM 157, Madison, Wis. 
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New Hamilton uberber—/ High-end home laundry 














——T 





Hamilton Suburbon You'd never guess how litle it costs! Unmistakably high-end in styling, and with a wonderful line-up of expensive features Suburbeon washer Model 
370 i fully automatic, has two-cycle timer, illuminated control area and Hamilton’s popular Touch-and-Go Controls. Suburbon dryer, Model 380EF electric 





390G automatic-ignition gas, has Hamilton's exclusive Carrier-Current Air Circulation, Fabri-Dial Temperature Selector, illuminated control area and Touch 


and-Gio Controls 





STRONGEST EXCLUSIVE LAUNDRY 
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special at a new low price! 


Hamilton created its new Suburban special by 


asking —‘“‘How much can we put in?”’—not, 
“‘How much can we take out?’’ The result? 


A startling sales package that gives you— high-end, 


feature-packed units. . 
profit-protecting discounts .. . ready for volume 
selling right now! See the new Hamilton Suburban 
and you'll see why we say — You’d never guess 

how little it costs! 


New Hamilton Suburban 
promotion for you! 





Beautiful big full-color, full page ads in these 
magazines build Hamilton sales for you! 





Rich, full-color product literature— complete 
Hamilton Suburban merchandising kits for you! 





LINE GOING! 
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. new low prices. . . healthy, 








Handsomely styled, 
loaded with high-end features! 


You'll sell the new Suburban — without 
apologies! Smart new color accents of 
Suburban blue sparkle on a design adopted 
from the top of the Hamilton line. Outstanding 
array of high-priced features means there's 
more to see, more to sell in the new Suburban! 


Priced to sell $100.00 
Or more under the market! 


That’s right! You can sell a complete 


Hamilton Suburban home laundry for 
$100.00 or more under comparable washers 
and dryers. Richly styled, value-packed with 
performance features—and still you get a 
$70.00 edge on Suburban washers, a $40.00 
edge on matching dryers! 


Plus healthy, 
high-end discounts! 


High-end appearance, new low price— and 
discounts that leave you room to breathe, 
and then some! Hamilton Suburban is not 

a “you lose”’ special—and this is not just 
talk' At the Market, or from your Hamilton 
Distributor, find out how Hamilton Suburban 
puts profit back in volume-selling! 


Ready now.. 
in quantity... without tie-ins! 


Hamilton Suburban has everything for the 
dealer but a hook! You take what you want, 
you get what you take—with or without 
other items from the complete Hamilton 
laundry line! No “‘tag-along”’ grief, because 
Hamilton means laundry equipment only 
and Hamilton laundry equipment means 
business, for you! 
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CADILLAC QUIK-VAC OFFERS YOU NEW SALES 









Small Motors 


CONTINUED FROM PAGE 225. 


red or overloaded circuit It 
haracteristi ine 
l. High torque type demand 
large tarting current—up to 
amps for 4 hp siz 
Ha i low tarting torque 
OD percent of full load torque 
1] low pull-up or acceler 
tion ft (}t) p ent of full 
| id torg 
+. beth rn 6 nt for 4 
Ny 17 if if 1 po Cl 
Should located | t 
t md | large 





6. | t pr , 4 vit 
if ft ri f i t t iit | 
ith / to 4] ( 
Ih nonduct itor 
| roy t bout fh ) if 
f tail ic Manufacturer 
1 and | i mach that 
sand sed on chines th QUIK-VAC 
T — 1" It table for Model 888 
machim ! ! >| j i It 
haracterist 
Deniane t iW wren 
‘a ! i | TT h : eee the only 
Hla t 1 t farting 
ge CANISTER 
i wait ipl up | cl a. 
iting torque-225 percent of full CLEANER OY 


ve Miah break down toa WITH A 
2-SPEED 


You can’t guess an appliance 
dealer's income by the money he 
spends—but sometimes you can 


guess the outcome! 


both ) it 
! ited 
( ' ! 
iil if & ty 
I |! 1} 
ich ! fil ! i net 
Tht ft | fartin | nt ad 
mand 
| i ct wot ] 
' +] ' t ; | " 
le] | unl { 
i ! th | j t 
il / / ' t+ tal 
Un 1h i 1 mot l 
ny 1 on | that ill for a 
ht loa S nem 1 drill 
f a THVLXe cuum leanes 
notion nictur rovyector 
use them. ‘The commutator type It's America’s most beautiful, most efficient, 
mipk | hy that | ( to be ; 
Lanad every 1 nn 1, : ; heir most versatile vacuum cleaner. 
hharact t ire 
| IR it ta Uh a 
b enerally high speed WRITE TODAY for Portfolio “X" (34 informative pages 
}ty 1O00 mp ‘s 7 e : 
iH : ae ' ' but only 15 minutes of reading time). it tells why Cadillac 
! i ivi titi oradue - 
+. Have a low pull-up or or sales come easy and often...how you can make MORE 
erating torqu . , PROFIT PER UNIT — a profit that permits trade-in allow- 
Speed varies with load ances to meet competition. 
6. Limited to one hp izes tor 
nftinuodwUs service 


Continued on oppo 
tl 





Cadillac . . . the quality name in vacuum cleaners since 1910 a. 
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SUPPORT...A WHOPPING CUSTOMER ROUNDUP 


PROFIT PER UNIT! 


MORE PROFIT... LESS SALES EFFORT. That’s what makes 
Cadillac Quik-Vac a better deal for dealers. 

























a 
Y Mas 
= y : LONGER PROFIT? Yes! Our liberal discount policy 


permits trade-in allowances to meet competition 
. .. leaves more dollars in your cash register. 


LESS SALES EFFORT? Right! Our go-get-‘em ad 
program pulls in presold prospects. And Cadillac 
Quik-Vac offers the homemaker everything she 
wants: fast, thorough cleaning, smart styling, 
popular price. 


TO ROUND UP SALES 
FOR YOUR STORE... 


NATIONAL ADVERTISING — Large-space ads in 
leading magazines tell homemakers about the 
dirt-getting efficiency of Cadillac Quik-Vac. 


@ CO-OPERATIVE NEWSPAPER ADVERTISING — 
We furnish FREE AD MATS and share the cost 
of advertising Cadillac Quik-Vac in your local 
newspapers. Proof sheets of available ads are 
yours for the asking. 





MeCalls says: 
“We used it and 
we like it!’’ 















i meow * — ' 





\eanet Divison 
wae Vacuum © ae awe 


co, seat S. Ma 










Reproduced from " 
half-pog® . =... quality name ! 





= 


NEW SALES WEDGE! 


Now every Cadillac Quik-Vae cleaners 
McCall's USE- 
IESTED tag of approval. Unbeatable for 


prominently displays the 


creating customer confidence furnishing 





product information 


clinching sales! 


QUIK-VAC 


A product of the CADILLAC VACUUM CLEANER DIVISION 
CLEMENTS MFG. CO. Dept. A, 6650 S. Narragansett Ave., Chicago 38, Ill. 


ve zB ii Jas Sey — st ip Ps a ae SS a 
Sige? Opec apr mee 


a 








MERCHANDISING—JANUARY, 19 












Small Motors 


CONTINUED FROM PAGE 22 
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Can be operated on 120 vo" 
circuit if 4 hp or les 
8. Variable 
load on resistance and circuit 
Although nobody seems to know 


where they go, three phase motor 


speed regulated by 


are continuing to be sold over the 


counter Karmers can't use them 
because them current is not right 
While cheaper to operate per 
horsepower, they have to hav 


electricity fitted for their use and 
must be installed by an 

Not included in thi 
‘flypower 
largely in clocks 


clectncin 
irticle are 
which are used 


While they are 


motor 


actually fractional horsepower mo 
tors, they come in a pecial cate 
gOry There are about 20 manu 


facturers of this type and it 
thought that 
produced in 1956 


millon units wer 


How to Get Service 


I hie repair Of motors Comes im 
jobs that the dealer or the owne 
can do and those that require th 
attention of a shop, Sign 
tor trouble 
trouble 
Repair 


and bearing 


of mo 
ire fuses blown park 
in radio and audible noise 
casily made are witche 
If the winding fail 
cost and motor should 
be replaced or rebuilt This sort 


if 1s a mayor 


of repair is justified only when 


time is an clement 

It is believed there are around 
10,000 repai hops in the United 
State One of the largest maker 


ha 100 outlets 


giving TVICE, 
ind not all are compan owned 
New at this time is the growth 


in the numbers of the home worker 


1 truck, picks 


who ri out with 


up motor and repan them in 

his basement 
Dealer vho desire to have a 
ervice man tramed in the repair 
of motors are advised to send him 
to the factor hool for six weel 
or to wk ina factory for a while 
to ft an understanding of — the 
thing No pri itt hool ire 
known to give trammg on motor 
repart Cost of machinery for a 
repat hop ray wound S1L.000 
end 


DISCOUNT 
HOUSES... 


are apparently here to stay, and 
in April Electrical Merchandising will 
sharpen its editorial pencil and tell you 
something y about their good feotures 
and their drawbacks, In short, a rur 
down of just what the 


countrywide pic 


ture is on nushrooming national 
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BIGGER THAN 
EXPECTED 


An 18 percent increase in appliance dollar volume, a 222 kwhr jump 


in electric use and a 4.2 percent gain in wired homes outstrip the rest 


of the nation and belie the predictions of a slowdown in growth 


HEN prediction were made last veat 
for 1956, it wa 


that good times would continue, but 


confidently « Kper ted 


it was figured that the extraordinary rate of 
increase in population and business prosperity 
which had marked the ar West for the past 
few years would slow down. Influenced by 
that belief, there has been a general feeling 
during the year that, although busin wa 
exceptionally good for the imdividual firm 
concerned, actually it was somewhat less than 
i year ago for the region as a whol Phi 
pessimism has been shown to be unwatr 
ranted by the reports from utilities on dealer 
iles. ‘These indicate that » 
irea have increased by 4 


ired homes in thi 
percent that aver 
? kwhr to 
689, and that dollar 


in electrical appliances has 


ige kwhr use per home is up by 
1 present average of 
volume of busines: 


been 18 percent higher in 1956 than in 1955 


Over 90 Percent Included 


Reports were received from 103  utiliti 
in the eleven Western state erving a total 
of 6,478,508 domesti Applying 
the 4.3 percent rate of increase to the total 
number of wired homes as estimated for thi 
i figure of 7,086,100. In 
91.4 percent of all wired homes 
in the West are included in this report. ‘Th 
howing for the three Pacific Coast states 1 

en better There 9 percent of all wired 


home ire served by the utilities 


customers 


irea in 1955, gives 


other word 


reporting 
Ihe Intermountain area, which POSSESSE a 
) } 


larger number of small utilitie turned in 


port covering 


howe All ile ind 


car have been « panded to cover the total 


percent of all wired 


ituration figures thi 


number of wired home in these area In 
figuring sales and saturation totals for Wyom 

ind New Mexico, both of which state 
lave important areas served by companies 1 

ting in other state it has been po ibl 
to include regional reports from some of 
these utilities, greatly increasing the accuracy 
of results. This has modified some of the 
totals derived solely from the tables of com 


panies reporting from each stat 


California Leads Numerically 


Numerically California Jeads in the ad 
vance, with about 180,000 additional domes 
tic customers served this year—a 4.77 percent 


MCrease hrom a percentage tandport 


Arizona again shows the greatest gam, with 
7.0 percent more wired homes in 1956 than 
in 1955. Colorado is not far behind with a 
6.2 percent gain, Other stat Washington 

percent; Oregon 1 percent New 
Mexico 6; Montana $6; Idaho 69; 
Wyoming » Utah md Nevada, 4.7 
hor Tlawai, Alaska and British Columbia 


the actual companics reporting ar used a 


ti 


figures, Hawai, with 107,420 customers 1 


ic base for cxpansion of iles and saturation 


ported by four compan hows a five per 
cent mecrease Alaska companies report 
ing, 18,110 customers, had a 3.95 percent 
idvance; and British Columbia, three com 
panics, 309,140 customers, was 5.1 percent 
tbove 1955 


Kwhr Use Increased by 222 


The average annual kwhr consumption per 
domestic customer for the eleven Western 
tates this vear was 3,689, a 2 kwhr in 
crease over last year. The State of Washing 
ton had the highest average figure, at 7,909 
kwhr used per home, an merease of 4 ovel 
1955. No utility from this stat reported |e 
than a 100 average use, and three reported 
figure ibove the 10,000 kwhr level. The 
lillamook PUD from Oregon reported in 

erage 16,200 kwhr consumption per do 

ustomer, undoubtedly the highest in 
the counts There is a 90 percent satura 
tion of electri mges and iter heate on it 
line Phe average for Oregon wa 6 

} ibove last Cal iverage Cth 

erage California t kwh 
6,515 kwhr; Montana, 3,646; Idaho 
W voming 2] Colorado ( 

Mexico, 2,19 Arizona 50, Utah 

Ihe average for the Pacific Coast wa 749 
kwhir, an increase of 241 kwhr over 19 for 
the Intermountain area it was 3.446 kwh 


up 145 kwhr over last year's figure 
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Refrig 

erator Range 
Washington 18.08 
Oregon $0.02 24.58 
California 23.49 5.80 


Pacific Coast 


Montana 1/.6f 
Idaho 19.24 
Ay 
vvy t ) 
P , 

Ce ido 1) 
Ne y Me } 5 | 
Ar na } 
? ’ 

/ ' 
‘ la 992 


Intermountain 25.06 11.86 


56 23.87 9.89 


1) West. 


States ‘55 20.48 9.15 





Water 
Heater 


2.23 
1.93 


I] f 
' ! , 
Nhash ! | | ! 
t} | we | pt 
‘1 we of 3,807 kwhr, Brit ' 
| { I th bit tl 
| } nthe | 
ti 
Dollar Volume Up 18 Percent . 
j 
ft th utilit 
/ } tal ' 
th of tl 
t ti | " 1} 
' tty ] ’ ! | 
' ’ ity 
{ if \ 
' +] 
| 
| } / } 
} that } | Wh 
’ ‘ 
ai 
iar i id 
’ ’ 


Room 
Air 
Home Condi 
Freezer toner 
116 54 
o ] ] 


Q] 19 
f Q 
| yi L 4 


The 


i 


Evap 
orative 
Cooler 


3.2] 


1.89 
1.27 


1956 IN THE FAR WEST... 
Consumers Spent 15% More for Appliances 


ographicall rc ™ ida 
th of which state Cpo! | 
ind also, notabl British 
the extraordinary boom of 
to be definitely over. Sale 
ent off. California hich 
f $476,361,500 worth of 
ent over 19 hg 
ited $ for | percent of 
Montana ith a 37 per t 
th percent New Vik 
ind Colorad up 19 
high than the a ( 
percent i | 
ney rf 
' busi f 
t i Alaska | t 
i | t ppl 
if ist port 
( ThTT ile t¢ i t 
nounted t pout 


Individual Home 


Auto 
wash 
20./6 

3.4] 
24.45 
24.12 
26.51 
21.15 


23.60 
, 

16.36 
22.66 
bd 14 
6.14 


22.44 


24.20 
18.40 


Bought More 


tl 


i il} 

i State 

| opul iti 
int fa t 


; 


tin if 


Ic 1 ( 


in Brith 


Satu 
i 


ile reported from the cleven West 
could be credited to the increase in 
m, this was by no means the dom 
or. When sale educed to hom 
becomes apparent that the averag 
ustomer of th ca last vear spent 
for the appliances included in th 
viich wa >15.1 or 14 per it 
nim | Mh iVcrage pent 

the Int n ifain area v 

cit ( t +t. A st r tl 
ny tal | icate that highest 
) hon ( ted f n tate 
Tr ituration t tric rang il 
it is high, Oregon toppu th 
ian a ige | hase amount to 
pel hor New Mexico, Montana 
olorado and Utah are all abo th 
[he average domestic custom 
pent $116.72, in Alaska ind 
h Columbia 13.9] 

Saturation Figures Higher 
ition figu mn me of th ipp 
reported by the ious utiliti ir 
| hable n those vhich 

Contimued on page + 


TABLE |. DoLLARS SPENT PER DOMESTIC CUSTOMER FOR VARIOUS APPLIANCES — 1956 





Con 
ventional 
Washer lroner 
1.88 6] 
3.82 1.53 
1.8] 38 
2.16 52 
8.31 ]4 
1.39 1.01] 
5.07 95 
46] 1.0] 
403 2] 
3.57 1.02 
i ] ; ; 9) 
06 3.4] 


4.15 1.49 


2.63 
2.98 


97 
1.10 
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Vacuum 
Cleaner 


4.45 


1.66 
8.04 
1.75 


3.62 


5.16 
5.03 








Food 
Dish- Waste Tele 
Washer Unit Radio vision Total 
3.12 4] 2.86 17.42 112.99 
95 53 46] 32.84 179.40 

4.35 4.62 3.27 25.36 116.07 
3.36 3.61 3.34 2486 121.34 
3.39 2.07 3.30 26.80 145.70 
1.38 51 1.58 39.84 145.07 
1.59 59 2.34 14.28 81.11 
) A6 56 1.55 22.74 ] 
1.95 54 5.49 35.60 151.80 
04 65 2) 17.68 10¢ 
2.49 1.5] 12 125.55 
5.85 38 52 4.78 


2.40 127.62 


24.86 


3.12 
2.33 1. 


24.86 123.42 
26.45 108.27 
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(Figures in Percent of Total Sales) 


TABLE ||. PATTERN OF SALES FOR THE AVERAGE DEALER IN 1956 





Washington 
Oregon 
California 
Pacific Coast 
Montana 
idano 


Wyoming 


Nevad 1 


Intermountain 


11 West. 


States ‘55 


Hawa 
Alaska 


British Columbia 


Washington 
Oregon 
California 


Pacific Coast 


Montana 
Idaho 

Wyoming 
Colorado 


New Mexico 


Arizona 

Utah 

Nevada 
Intermountain 
11 West. 26 
States ‘55 
Hawa 

A Ka 


"56 


Refrig- 
erator 


15.99 
16.73 
20.24 
19.20 
15.84 
16.08 
15.12 
22.67 


19.26 


93.7 


89.3 
89.5 


HANDISING 


Range 
15.22 
13.70 

5.00 


7.64 
12.12 


13.26 
9.94 
8.45 


5.61 


12.16 
12.83 
9.29 

8.01 
10.87 
13.45 
13.49 


Water 
Heater 


5.03 
3.58 
57 


1.60 
1.52 


5.47 

56 
1.24 
1.03 

69 
2.03 
4.32 
1.86 


2.1 


5.06 
4.44 
4.4) 


1.81 


Home 
Freezer 


8.11 
10.11 
§.35 


6.43 
6.53 


11.56 
10.86 
6.58 
8.90 
7.59 
8.11 
4.34 
7.96 


6.5 


8.10 
10.01 
3.95 


Room 
Air 
Condi- 
tioner 


49 
73 
2.26 
1.79 


3.15 
3.56 
3.94 
9.77 

80 
].82 
3.43 


6.77 2.18 


2.1 


2.9] 





Evap- Auto 
orative matic 
Cooler Washer 
15 = 18.35 
18.66 
144 = 21.06 
1.19 20.37 
27 ~=—s 18.19 
30 14.57 
61 17.71 
1.03 20.58 
6.11 15.55 
7.90 16.27 
1.88 18.05 
5.02 10.53 
2.56 17.59 
1.53 19.61 
1.2 16.8 
03 19.37 
10.82 
/.59 








en Vacuum Dish 
Washer lroner Dryer Cleaner washer 
1.67 56 9.40 3.94 2.77 
2.14 85 = 11.03 J7 53 
1.56 33 4.32 5.48 3.75 
1.78 43 5.96 4.63 2.77 
5.70 51 11.75 2.17 2.33 
97 70 4.98 1.27 96 
6.25 1.17 9.10 2.37 1.96 
3.39 14 7.12 3.05 1.81 
2.66 1.46 2.52 4.23 1.29 
3.50 1.01 Ry. 1.66 2.03 
2.98 2.57 6.37 6.41 1.99 
08 4.49 1.84 2.26 7.56 
3.25 1.17 5.98 2.84 1.88 
2.13 79 5.92 4.18 2.53 

2.7 1.0 5.9 4.7 2.0 
3.07 44 1.88 19 2.06 
1.58 39 6.46 3.01 401 
2.09 22 4.07 4.68 96 


TABLE |! averaGe 1956 SATURATION IN THE WEST 





Range 
84.3 
80.2 
16.1 


32.2 
51.7 


80.9 
42.0 
17.5 
29.7 
15.9 
58.9 
66.2 
38.4 


33.5 
32.2 


47.2 


Water 
Heater 


76.2 
4.2 

73 
23.7 
46.1 
17.7 
17.8 
10.3 
21.7 

9.7 
31.5 
59.6 
28.9 


24.9 
23.2 


444 


40.2 


Home 


Freezer 


19.7 
21.3 
12.8 


14.6 
446 


32.2 
219 
18.3 
21.1 
13.6 
16.8 
20.0 
22.4 


16.4 

17.2 
12.8 
11.0 


Room 
Air 
Condi 
tioner 


3.4 
48 
3.2 
3.4 
3.6 
29 
1.5 
48 
18 
6.9 
11.9 
14.8 
5.6 


3.9 
2.4 
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1957 


Evap 
orative 
Cooler 


11.5 


10.5 
10.6 
23 
29 
5.8 
57 
87.8 
82.6 
23.2 
79.0 
31.7 


15.9 
15.6 


Auto 
matic 
Washer 


37.5 
53.3 
714 


64.6 
18.8 


36.5 
440 
24.1 
37.6 


Con- 
ventional 
Washer 
68.1 
423 
16.0 
26.2 
85.7 
58.9 
50.0 
60.6 
31.1 
418 
58.6 
40.0 
55.2 


32.9 
46.7 


lroner 
12.9 
8.5 
98 
10.1 
13.4 
20.8 
19.2 
10.7 
43 
11.7 
10.1 
99 
11.9 


10.6 
10.8 


Vacuum 
Cleaner 


87.0 
19.9 
81.1 
81.9 
87.5 
91.9 
88.0 
12.1 
66.6 
69.1 
84.9 
89.8 
146 
81.0 
65.5 
49.4 
/0.6 


84 (I.y.) 


Dish 
washer 


92 
6.2 
55 
6.1 
8.5 
5.2 
43 
6.9 


Food 
Waste Radio 
Unit Sets 
37 2.53 
30 2.57 
3.98 2.82 
2.97 2.15 
1.42 2.26 
3] 1.08 
/3 2.88 
1.89 1.14 
36 3.62 
64 ) 
1.2] ear 
3.08 62 
1.17 1.91 
2.52 2.54 
1.3 2.4 
7 
1.18 444 
ll 1.56 
Food 
Waste Radio 
Unit Sets 
49 107.0 
lJ 924 
11.3 105.9 
9.4 105.4 
59 108.9 
3.0 96.9 
5 93.0 
6.8 942 
10.0 97.4 
114 98.1 
3.2 98.1 
40.0 947 
8.6 98.3 
9.1 103.7 
6.1 97.4 
5.1 gf 
2.5 Of 


20.14 












































Tele 
vision 
Sets 


15.42 
18.30 
21.84 
20.49 
18.40 
27.46 
17.59 
16.75 
23,46 
17.58 
16.01 
6.18 
19.48 


24.3 
19.28 
22.19 
31.49 









Pe | es im 1L9S¢ 1,79 p territ ind th ierchandising plans of the 
: 19 w to bans tilit 
rei \ilpecu Dis! thirteenth Th tud that lu 1956 nit 
il utilit f apphance idio, and iles were up-——from 1.48 to 19 percent 
tt i | reas ve egistered on on ¢ ry item except won vlich dropped 
xluct th th tion of irone 0.45 percent The largest gain +9 percent 
Oy tl tional nmary table opposit is in food waste disposers, while the smallest 
ipphan ns are g | #5 percent) wa marked up by refrigerators 
1000 customer erved by thi Regionally, the West South Central area 
tin t On , ling pa i pparenth ored the best among the nine 
{ wctua i f iwiay ipphance rac regions again this year. The area led or tied 
vl t ich utility and region for first place appliance ile per thousand 
the | 6 utilities reported on four items—freezes ur conditioner: 
npared th fon bhi i vasher tied ind television. ‘Tied for se 
in | | ustom | 1) mid place were the South Atlantic and Pacifi 
nt of th nated 47,4150 | hom rea vhich led in per thousand sales fos 
int 1 3.15 percent e over three items each. The South Atlantic region 
led in refrigerators, range indi water heater 
t iumber of custom vhile the Pacific region led the field in vac 
itilit pan the annual ium cleaner dishwasher ind food waste 
I i p t th timated dispose! Ihe Mountain ar trailed close 
TT lance in them re pective behind with firsts in washer tied), ironer 
f il ing th Loc 
NUMBER OF DEALERS UTILITY MERCHANDISING 
- "(1956 Figures from 206 Cos Plans for 1957 
Dex Dex Will 
No. ( 1956 1955 Change Will Not 
Ne England 3,793 3666 +3.46 New England 18 3 
18 Middle Atlanti 13,465 13,612 1.08 Middle Atlantic 6 13 
29 East North Centra 5 586 15.257 +2.16 East North Central 17 13 
West North Central 8.664 8.878 241] West North Centra 15 16 
Atlantic 9,054 9,607 5.76 South Atlantic 9 9 
f ith Centra 686 3648 +1.04 East South Central 3 9 
West South Central 1465 7,326 +1.90 West South Central 6 14 
{ sntair 4,066 3,831 +6.13 Mountain 6 54 
Pacif 6,753 6699 + 81 Pacific 3 39 
06 YT 12,532 72,524 + O01 Total 83 170 
32. 8% 67.2% 


by Regions 


Appliance Markets 


In 13th annual report, Electrical Merchandising’s 256 utilities credit 


total appliance sales with a 10 percent gain, disposers with a jump 
of 82.49 percent. Utilities also report sales per 1,000 customers, kwhr 


consumption, and the number of dealers in their territories 
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he Kast North Central area red a first 
in radio Ihe Middle Atlantic and West 
North Central region red no first vith 


New England also lagging behind 


Sales in 1956 


Refrigerators. A 1.485 percent inc 
refrigerator sale 174 utilitic 


would 


was re ported by 


Projected national) frigerator sale 


be 3,687,939 compared to 3,634,000 in 19 

Four regions—the West North Central, South 
Atlantic, Kast South Central and West South 
Central—were above the national average of 75 


thousand 


ile pel 


Electric Ranges. Reports from 193 utiliti 
that 


nationally 


how range sale 
[he 
36,246 compar 
1.407.600 


were up 9 14 percent 
projected total of | 


the pre 


1956 
with 
Phe ivcrage sale 
this figure was topped in the 
West North Central, South 
Atlantic, Kast South Central, Mountain, and 
Pacifi [he ind average 
from 1955 


eding VCdl 
per thousand 
VCTC ind 
New England 
region per-thou 


rose 


Water Heaters. A 1956 increase of 8.13 
percent was registered for water 
the basis of report from 
The average ile 


heaters on 
190 companie 


pel thousand were 16 up 


from | per thousand last veat Projected 
nationall ile would we 76) Oll in | 56a 
Oompa d to 03.800 last Ca Ab ivecl 


ile vere registered in the South Atlan 


( 
tic, I 


ist South Central, Mountain, and Pacifi 
MOT 
Home Freezers. Based on data from 
omparn . home freez« il l ised | 


Sak per thousand were set at 17, 
last vear Above the national 
iverage were the West North Central, South 
Atlantic, East South Central, West South Cen 


Continued on page 256 


percent 


the ime a 
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Electrical Appliance Market Data—NATIONAL SUMMARY 








STATE 


Maine 

New Hampshire 
Vermont 
Massechusett 
Rhode Island 


Connecticut 


New England 


New York 
New Jeney 
Pennsylvania 


Middle Atlantic 


Ohio 
Indiana 
Illinois 
Michiger 
Wisconsin 


East North Central 


Minnesota 
lowa 
Missouri 
North Dakota 
South Dakota 
Nebraske 
Kansas 


West North Central 


Delaware 

Maryland 

District of Columbia 
Virginia 

West Virginia 
North Car ne 
South Carolina 
Georgia 


Florida 


South Atlantic 


Kentucky 
Tennessee 
Alabama 


Mississipg 


East South Centra 


Arkansas 
Louisiana 
Oklehome 
Texas 


West South Centra 


Montana 
jah 
Wyoming 
Colorad 
New Mex 
Aritone 
Jtab 


tevade 


Mountain 


Washingtor 
Neqon 


alifornia 
Pacific 


UNITED STATES 


Alaska 
British Columbie 
Heweaii 


(ESTIMATED) 
NUMBER CUSTOMERS 
OF (Domestic 
REPORTING & Rural) 


UTILITIES Dec. 31, 1956 


3 244.991 
1 116,500 
1 58,400 
9 1,396,182 
2 73,900 
5 636,940 
21 2,526,913 
? 4,774,335 
4 1,616,000 
7 2,769,227 
19 9,159,562 
9 2,352,433 
5 800,143 
4 2,023,977 
7 1,897,567 
5 772,220 
10 1,846,340 
4 707,720 
6 576,185 
8 925,126 
¢ 25,862 
2 50,840 
2 193,800 
4 333,850 
32 2,813,383 
1 10,000 
y 574,213 
1 296,648 
2 1,014,000 
Z 222,150 
2 899,000 
1 148,000 
3 609,805 
q 939,826 
19 4,113,642 
; 418,500 
¢ 409,159 
1 511,545 
4 228 060 
12 1,567,264 
4 279,641 
4 574,209 
483,300 
12 2,040,448 
2¢ 1,377,598 
8 134,673 
5 115,755 
‘ 25,750 
13 147,877 
% 129,532 
231,688 
10 207,403 
58,565 
61 1.951.943 
t 14,180 
526,267 
1,966,798 
4 227,265 
G 18,543,210 
18,110 
j 109,140 


Retrig- 


erators 


4 


14 


57 


13 


87 
69 
82 

68 
45 


89 
58 
94 

19 
57 


6] 


81 


19 
97 
93 


47 
169 
120 


113 


102 


11 
87 


17 


88 
105 
65 
65 


718 
(174) 


49 


ESTIMATED UNIT SALES OF APPLIANCES, RADIO, TV IN 1956 PER 


35 
19 
29 
2 


41 
1 


39 
193 


45 
49 


Water 
Heaters 


29 


15 


20 


15 


30 


a-- 


20 


Freezers 


15 


9« 
29 


10 
21 
17 


38 
25 
26 
24 


Room 


Ait 


Condi- 
tioners 


40 
20 
28 


22 
25 

3 
13 


22 


29 


23 


7 
31 


54 


Auto 
Washers Washers 


64 
47 
68 


38 


64 


68 


7 


95 
70 
5 


47 
69 
65 
22 


>> 


57 


96 


> 


A 


17 
2 
102 
85 
60 
82 
0 


Conv 


83 


106 


106 


20 
5 


33 
18 
36 


10 


19 


16 


22 


82 
19 


82 
20 


10 


32 


22 


19 


lroners 


Dryers 


17 
26 
34 


29 
23 
28 

32 


24 
Bl 


10 
19 


Vacuum 
Cleaners 


25 
26 
24 


24 


66 


27 
18 
7 
76 
37 


22 


« 


29 


98 


1,000 CUSTOMERS 


Food 
Dish- Waste 
wathers Dis- 
posers 
1 1 
5 4 
a } 
16 W 
8 6 
? 5 
4 
7 5 
? 5 
6 1 
1 14 
4 7 
} 9 
5 9 
5 9 
4 4 
3 4 
8 10 
4a ; 
7 7 
; ’ 
4 7 
7 4 
6 4 
9 i 
20 22 
2 1 
4 
24 20 
28 5 
9 6 
14 4 
4 j 
10 9 
5 ’ 
2 , 
¢ 4 
12 6 
14 14 
13 12 
1 14 
4 23 
7 6 
4 14 
20 2% 
7 12 
10 A 
15 42 
14 $4 
9 13 
(156 (198) 
12 9 
} 1 


Radio 
Sets 


91 
86 


90 


129 


164 


154 
56 
309 


171 
68 
231 


157 


104 


199 
90 
174 


1043 


0 


49 
172 
69 
85 
14 


90 
144 
109 


104 


130 
(109%) 


124 
46 


Tele 
vision 
Sets 


65 
133 


120 


99 
89 
160 


124 


15 
6? 
159 
66 
94 


116 


66 
83 
216 
59 
134 


138 


143 
59 
190 


86 
6 
122 
124 
130 


1086 


191 
144 
125 

50 


135 
165 
124 


as 
be) 


152 


134 
iv 


114 
168 


101 
74 


8/ 
164 
12/7 


NUMBER 
or 
DEALERS 
SERVING 
Territory 


170 
150 
1949 
124 
944 


1897 


6,382 
2,579 
6.704 


15,665 


4,488 
1911 
3012 
1,561 
2,614 


15,586 


2,300 
2,350 
2,220 
1926 
444 
110 
1.105 


9,955 


120 
260 
128 
7,700 
i719 
27,600 
229 
Q47 
7,191 


9,054 


1,075 
591 
1.2750 
110 


1686 


200 
1569 
1,120 
1828 


Hit 
IA 


144 
258 

161 
826 

160 


1498 
1,474 
4,54¢ 


1618 


742 


60 
“ov 


REPORTING 
UTILITY PLANS 
ON MER. 
CHANDISING 
IN 1957 

will 
will Not 
: 1 
1 
1 
ti] ! 
4 1 
18 ; 
! i] 
’ 5 
¢ 1) 
j ¢ 
1 7) 
4 } 
17 13 
A 
5 ! 
6 
1 1 
1 ’ 
14 1¢ 
1 
1 
! 1 
1 
y 1 
1 j 
9 9 
1 2 
é 
1 
1 1 
j ¥ 
1 1 
1 j 
4 u 
¢ 14 
4 
1 4 
j % 
2 1 
4 
sd 
/ 
¢ 4 
1 17 
] 
1‘ 
/ iv 
“ it 
1 A 
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Appliance Markets by Regions 
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tral, mountain, and Pacific region 194.99 percent jump int 
Ihe national pro tion would D upplhied by 156 utilit Th 
14.590 i compared — te t pliance old at a rat ft } 
100 sale thousand as Opposed to n 
thousand last vear. P 
Room Air Conditioners. Kk in 1956 would be 429 om 
ur conditioners registered a 1.7¢ pared to last yeal 308,200. The 
vercent increase in sal Per thou South Atlanti West South Cen 
sand iles were set at th iN) tral ind Pacific region ed th 
last vear. With 157 utilities 1 national averag 
porting the projected nationa 
iles would be 1,544,781, up fr Food Waste Disposers. Bright 
last car estimate of 1.5] { in the ipphan e pictu four 
Regions which topped the avera waste disposers, which regist 
r-thousand ile figure were ti i pectaculat 52.49 percent gain 
Middle Atlantic, West North Cen The 138 reporting utilit ind 
t South Atlant Kast Sout cated a projected national total 
Model 91D ( it ind West South ¢ if 96,007 i igainst ,¢ ) Ja 
Patented f hu t per thou vcal Ihe Pacific area led t 
tion with a huge 3 D t isan 
Washers. Sales of washers in ile. National averag | 
ised | 4 percent, accordin thousane 
to the figures of 169 power con 
Sales were 89 per thousan Radio. Continuin f 
compared to 78 per thousand last of last year, radio again 
APPLIANCE-STYLED LAUNDRY TRAY ir. Nationally, this means tl tantial increases. A total of 
ae le of 4,217,090 washers in 195¢ reporting utilities —regist 
HANDIFLO* iwainst 9? 600 washer cumulati 6.16 p t in 
19 Ihe South Atlanti ast in radio sal Sales w tat | 
: South Central, West South Cent per thousane is Oppo t 1 Of 
PERFECY SALES SYNC WITH Mountain. and Pacific regions v per thousand in the pr " 
MEW WASHERS AND DRYERS! the U.S Project aitionall i 
» total 6.1¢ ( ct | 
Now available in modern laundry equipment colors a lk compare with 4 ) : 
white, green, pink, yellow Model 9TD duratub dropping—from five per thousan Ihe Kast North Cent Mid 
synchronizes sales-wise with new washers and dryers’ z 1953 to four per thousand m 1954 dle Atlant rcas WM thw 
duratub's a cinch to sell! With Handiflo* double *™ to three per thou ind im 19 thead of th tional a 
drain, duratub is ideal with suds saver or single hose, ~ og et under thi , 
kousand royected ile youl lelevision. lel 7 
automatic washers — all duratub hose connections are ( lightly below bette than last 
permanent, out of sight. No hose handling! Easy to in : | 100 Ihe Mountain the ier vas only 4 
stall, duratub is a high profit item it pays you to carry! on registered seven per thousan vith a r /.0N pe 
ind the West North Central are projected national total 
orted per thousand, | th t t | tilit 
Choice of new appliance colors * Stainless trim, built-in soap dish vel abe the national a “ M ' a 
white, green, pink, yellow 9-Purpese Wendidrela®, ne anced | Statist ine from | 7 ‘ O00 — 
20-galion Fibergias™ tub won't for double tubs ut " 1 te ; 1 ! , 
crack, chip, stain, mar or dent Top cover for additional counter Drvers 1) continu 5 a re Ih \\ : \ ' ( 
Baked enamel finish over bonder space, may be left in place when ' uhetantial pain with tra } +h, \\ t Nort Cont 
ized electro-galvanized steel using tub with washer 6 I niceieitt , teadie bs Data ms took the nat 1 f 
Large storage compartment NOTE: Standard ompiled from panic te] 


AEDT! EGE OT Model 9TC Overall sale vould be 1,177 
aw ee duratub avail ompared to last ye 9 S()( \ 


roe sinGuet 


h > __ able in white 





4 woe tyre per-th usand il clip 
a AUTOMATIC WASHERS oo only. Other fea } 
2 - tract t ] } eal ( y t Ih t 
tures same as 
9TD Deluxe ex ind. Leadin ues u ist nt 
) verag VOT hie t ordi oO tl orts of ( I 
cept Handiflo ational ave re t hoa ding to the repo ) n 
‘ double drain North Central, West North Cen paunit Ih Ontpe 
H t Mountain, and im the Pacit 7 th 
: 1 1) nt ( 1 
' 524 apy t 
— Vacuum Cleaners. With b 19 bh f 
ee ing 51 per thousand cust cnt 
wasres 
mn ‘ \ Th i 
c------- Tak | ist il Ih | ! \i } a | t 
' ] } i 
j Viease send complete deuretub information and i ra Va t p thousan | il 1 i 1 ft 
ame of distributor nearest me r ted nationa thy ear wot } 
r Name ; } } f npa . - ] | t ' 
| Compony i ( Higher-than h ' 
Address rs 1 ) | 
There \ in the Pacif tt htly an 
City Zone State , 1 + 
! keast North Central ind Middl t t nm fa t ) 
E. L. MUSTEE AND SONS, INC oe ae” -atene 
bd bd ’ e in ntam f 


6911 Lorain Ave. « Cleveland 2, Ohio Dishwashers. Dishwash f tilit End 





durateud |s a registered trade mark, Handiflo® and Handi- 


drain® are trade marks of E. L. Mustee and Sons, Inc 
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YOUR NEW Opportunity 


KITCHEN MAID 





eenits 





PRESENTS... 


FOR 1957 























HERITAGE LINE 


Triple H hitchens 


THE WIDEST CHOICE OF KITCHEN STYLES, FEATURES AND PRICES EVER OFFERED 


OO 


HOLIDAY LINE 


HOSPITALITY LINE 











ELECTRICAL 


Cash in on the biggest, newest sales opportunity 


Packed with profit ... and it can be yours 
just as quickly as you get in touch with us! 
Kitchen Maid’s Triple-H Kitchens include 
three complete lines for every taste, every 
budget. Exclusive Shadow-Line styling in 
three natural finishes, Flo-Line styling in 


choice of colors. The largest range of 


selectivity ever offered! 

Here’s the best known name in kitchens 
of wood...and you profit accordingly! 
Kitchen Maid has been nationally adver- 
tised for over forty years. In addition, you 
benefit locally from an active cooperative 
advertising and promotion program. 





FIRST AND BES 
KITCHENS 
f FRIEN v 


OF WARM AN 


Soe 


KITCHEN MAI 
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You profit, too, from the overwhelming 
preference for wood. It’s a proved fact 
that eight out of every ten women want 
cabinets of wood. Satisfy this demand with 
an established, name-brand product that is 
recognized and respected. 

Kitchen Maid offers complete field and 
factory training, conducted by the top au- 
thorities in kitchen retailing. Covers every 
phase of display, merchandising, installa- 
tion, prospect development, backed by the 
oldest and most experienced distributor 
organization in the industry! A tremendous 
plus benefit with Kitchen Maid. 


Send for this 


Brochure. st vour line and t 


Gets you started 
in a hurry! 


er Please fu 


in the industry! 


HERITAGE LINE 


mier kitchen in the market! Shadow-Line 


Unquestionably the pre- 


styled, in a choice of Nutmeg, Spicebush, or 


Cinnamon natural finish, 


HOSPITALITY LINE 
line of cabinets, finished in Kitchen Maid's 


A moderately-priced 


superb new Cinnamon natural 


HOLIDAY LINE 


or white. Embodies Kitchen Maid's famed Flo- 


For those who prefer color 


Line styling. Top quality in color kitchens. 


WRITE, WIRE OR PHONE TODAY! 


Join hundreds of appliance dealers who 
are finding the Kitchen Maid franchisé 
a great new source of profit along witt 
built-in’ 


eeeeeeeeeee eee eea eee eeeeeeeeaeeeeeeeeeeeee eee eeeeaeaeaeaenee 


The Kitchen Maid Corporation 
771 Snowden Street, Andrews, Indiana 


brochure containing 






( omplete informat 


Look at Quaker’s fast-sell complete line of Oil and Gas vented 
and unvented Heaters! You'll know why Quaker offers you 
greater sales appeal—quicker turnover—BIGGER PROFITS! 


NEW FL U s-T0-WALL 


Space Sa 
OIL ae 


Deliver Right Down-to-Floor-Level 
Heat...A Potent Sales Feature! 


Nothing like it today anywhere! 
Quaker’s Imperial “SPACE SAME 


soletes sabi 
Quaker’s fl 


dvanced louvered a 


bulb oem hard-hittin 
“SPACE SAVERS’ 
into customers’ he 


/ 





Quaker HAS THE MOST COMPLETE OIL HEATER LINE IN THE INDUSTRY 


-_--__ —. 


Fl | oe ln 


y — g 


ALL SIZES FROM 20000 BTU TO 65000 BTU FROM ONE ROOM HEATERS TO SIX ROOM HEATERS 
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fot WOLUME SALES AND 
BIGGER PROFITS in ’57! 











Does it again - 
A NEW WALL GAS HEATER 
AT A NEW LOW PRICE! 


Quaker obsoletes all free-stand- 
ing gas heaters with a completely 
NEW 32” “Cool Cabinet” Wall Gas 
Heater! Now you can offer customers 
TWO vented and TWO unvented 
Wall Gas Heaters that are years ahead 
in design features — at an unbeliev- 
able low price! Quaker’s FOUR Wall 
Gas Heaters — backed by proven pro- 
motions — sell on sight! 


NO OTHER WALL GAS HEATERS 
HAVE THESE EXCLUSIVE FEATURES: 
® Hangs Like a Picture 
® Extra Cool Super-Safe Cabinet 
® Super Efficient “Deep Port” Burner 








Model SWC-250 Unvented Wall Gos Heater 
Capacity: 25,000 BTU Input. Height: 32” 
Also available Model WC-250. Capacity 
25,000 BTU Input. Height: 48”. 


They Hang on 
the Wall Like 
a Picture 





® Porcelain Heating Chamber 


® Super Circulation 


More Profit-Building Quick-Sell Quaker Gas Heaters 








Model WCVA.406 Vented Wall Gas Heater 
Capacity: 40,000 BTU input. Height: 60 
Also available Model WCVA-258. Capacity 
25,000 BTU Input. Height; 60” 








Radiant Vented 
Automatic Gas 
“Fireplace” Circulators 
The “RVM"’ Series of vented 
**Fireplace’’ Circulators — to 
day's most efficient radiant gas 
heater for maximum heating 
efficiency. Exclusive Quaker 2 

Way, 20- Year Guarantee 
Model RVM-500 — 50,000 BTU In- 
put. Also available in 35,000, 
65,000, 80,000 BTU Input 


“Blue Flame” Vented 
Automatic Gas 
Super-Circulators 
The “BVS"’ Series of vented 
Super-Circulators — the only 
non-radiant gas heater that per- 
mits you to see the flame a 
Quaker exclusive oe 
for efficiency, features, value an 

styling 

Model BVS-4650 —65,000 BTU in- 
pvt. Also 35,000, 50,000, 80,000 
BTU Input. 


“Cool Cabinet” Deluxe 
Unvented Gas Radiant 
Circulators 
The “CWR" Series features 
Quaker's exclusive ‘Air Stream"’ 
design. Assures ‘‘cool-to-the- 
touch'’ cabinet at all times 
Unique engineered construction 
distributes heat evenly, effi 

ciently 

Model CWR-300 — 30,000 BTU In- 
pvt. Alse 12,000, 20,000, 40,000 
BTU Input. 


QUAKER HAS MORE TO OFFER DEALERS! 


1. The most complete oil and gas heater 
line in America. 


2. Competitive, profitable price structure. 


3. Hard-hitting local promotions keyed 
to your store. 
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FIND 


out QUICK 


SEND COUPON NOW! 


1957 


IN BESERBESEE 




















Waste floor Hangs on 


the wall 


Quaker Manufacturing Company 

Heating Division of Florence Stove Company 
1147A Merchandise Mart 

Chicago 54, Illinois 


Send me the BIG PROFIT story on Quaker 
heaters. I am interested in oil and/or gas 
heaters. 

Company 

Your name 

Address 


City Zone 


































































































pense of conventional type wash the Pacific Coast the number Idaho, Montana, Utah and Nevada 








crs, although saturation of the two increased slightly; in the Inter as well as in Hawai, Alaska and 
together increased by 4.6 percent mountain area the percentage gain British Columbia E.vaporativ: 
[here was a drop in ironer owner was a little higher coolers rate high in Arizona, New 
hip, reported from several section Validity of figures varies consid Mexico and Nevada. Dryers ar 
Vacuum cleaner averages this year erably because it is impo sible to coming up the list. The conven 
much higher than last year know that the same definition of tional washer and the ironer have 
timate, partly because of im vhat constitutes a dealer is used fallen in importance. Dishwasher 
reased sale ind partly because of by all reporting. ‘The intent is to ales volume has varied consider 
i revision of figures from man include only dealers selling major ibly from state to state, being pa 
ompanies, undoubtedly in the in apphance but there are mans ticularly high in California and 
terest of greater accurac\ Radio borderline 1S¢ vhich may be in Nevada, but has increased to a 
mes as near showing a complete terpreted either way. Where mor lesser extent than that of food 
100 percent coverage as an ip than one utility serves a me tropoli waste unit vhich, in spite of 
yiance—in fact the figw vould tan or suburban area, it is almost their lower price, now occupy about 
probably be higher than 100 per impossible to disentangle the dealer the same importance in dollar ] 
ent for practically all areas, if all count TL 
ompanies followed the practice of It for the isons, as well a Hawaii follows a similar pattern 
tl than informed ome of reporting multipl owne!l Decause ) m ireas a large part to that of the mainland. Her 
d at least on the hip in one household. ‘Television of the busin is done b tor frigerator occupy first place W ater 
tf nan best caley I idvancing from the beginning vhose i] of electri ippliance heater conventional washer di 
| | rect estimate tage to a normally complete co onstitute a mere sideline, wherea ers and food waste units are up in 
| anlin we token crage in the West. Montana still clsewl thr independent large relative volume of. sal rv set 
de kent from reports only a 16.9 percent cover deal ls, that the relationship down slightly in comparative dol 
, . "4 we © and th , reas of Neva f the number of dealers to the lar volume, although nearly 1¢ » 
dit Wher here n iwnals are received. but rude f utalit ustome! inh ent up numerically. In Alaska, on 
e tile report the average VV saturation for th idel lor the West as a whol the other hand, television is no 
’ Fr ween tend Vest as a hole 4 percent there are t domestic customer taking its full place representin 
‘ P it. Most util \laska hh cd trom a mer ) : tric dealer bor the tate 22.19 percent of the deal ihe 
' r ey mattenn 1 19 to a respectabl ~~ bday thes Ngee run volume iS against a mer 1 
r Lenin yn rt turation Haw Vashington tT Oregon ‘ ent in 1955. This brings the 1 
‘ , port it, British Co ( ror ae, Montana 166 tive importance of all other it 
' ; = Prenat mibia cae ' Wyoming 15; ¢ olo down, in pite of important mum 
=a a 1c +21; New Mexico t Ari erical gains for most of them. Ih 
| ! cle ed trom Investment Per Home Increases rt U4 tah, . , Nevada British Columbia TV sets still hold 
hy ; so ten t; Tlawan, 451 \laska 04 top place, at 31 t percent of deal 
. | When ' tion «= hour, British Columbia, 4 volume though this is nothin 
ment translated mito act hou Ih illed iverage deal like the phenomenal 41 percent 
. gece hip of applian find that th 1 the eleven Western states last — of last vear. Here, as elsewher 
iat eat 5 ont curmesshio in iverage doimest tomer in the wr 1 Dursin OF 966,500 in iutomatic washer mained, whil 
i vnded ¢ leven WV fern state had Mh th ippHuances Mm luded in the sur the conventional t pe dropped | 
. i 10 ( nvested in clect ome $38,600 more than last ibout the inn mount 
ae Be liane n term f present da Ihis figure was higher for the 
tn 1 rr placement ilu In cCrion “acihe =CGoast vher it averaged Few Utilities Merchandise 
' here tl majority. of hon 00, and 11,500 abor 
fan bs — ; lide an tric range and if t | il Ihe Intermoun There has been litth h 
, , 0 i in addition to other ipphi tun state rage per dealer j the Western — egarad 
PI Han ; the fieure is. of Course. som 100: in Hawaii it was $51.60 utility merchandisin In W 
' SITES e. hat higher. but on the whole th in Alaska 6.400. and in British mgton none of the | pant 
f sonal es “ppt scene Columbia $43.400. ] rvwhere ex reporting did any direct lling of 
Hount of ; rent sellin throughout the area. When this i ept in British Columbia the f ipphiances this year, but the Ma 
In using t Mmipanying stat mnared th the a wwe annual is above the 19 iverage County PUD indicates that it ma 
turation t t should be noted “genie rosetta a . enter the field next year. Non 
tl it { i percentage par “hahaa econ lollar rans Pattern of Selling Shifts the Oregon companies merchan 
; ute ru . th i. ul iited { ibout L kwh irl Clef han in thee pattern of cist DI plan to do so in th nea 
thy Hey eet ee $ increase in average ler Nha thi car 1s im the a r ae ( aga Z be 
a. if Re weap investment, applied to the light] nportant role played ay wr Turlock eee ye 
| th athe mont I i | reported = th py ft levi 7 lhis is not because ata “4 ar ng lon 
f 4] h last ir did not hecks this figure isonabl f any decrease in volume, which “9 Pa the -_ 7% Ae gms 
bg ager ST nesagperetct Remhiies When the investment gain i the contra vas up 13 percent 7 thirmat | nN i ! 
| th th erage , but because of th lowe! price of mountain area ymipanies out 
noth t of California's mun ' ~~ ts sold. The popularity of th 61 are activel elling applian 
bh a both the Pa ity f | 1) per tern ie popular . a . 
, , , ron if ts that about 4 ’ portable has much to do with thi ind one of these, the Idaho |] 
{ ( th n West * i # tration l'ele. -" 1" th Co. do » onl on a_ limited 
it of all sales thi 1 were ri ituation ision remain i 
tal total hielit fie aitien Moan |} “ . nost important item contributing basi Colorado ha itirmati 
| i It sl lL also be noted — “we ane OM j we 0 from the Public Ser 
that ef f it rena ' ) rddition hich in i toward the di iler dollar volume un es f Col t ‘dal : 
one pat ' Ee tape, « ’ tinent however, making up <2U 14 percent Ice i; N ; Mes 10 m . El Pa 
ifi Ml t if 1t\ a nit th - me sate -. - A er - Kk tr . Co. a : th, M i 
ee al, i ot tn stein Miles Dealers’ Dollar Volume Goes Up hgure was 24 percent Refriger- \ 7 a s rs ee ites : 7 
ep ar + Magy ea cago een oul OR enfin dete On itors, on the other hand, increased 4 ani 4 4 ut reporun ~ ' 
vt f no 6fh Viont tha Po VC TEEpAaTa ith thre 1 We pate tate - ee nee — ee — Utel M nase so gm 1 
( a present predomi by were 12.075 dealer whi h + percent of the total. Auto atthe ™ on oh di batty ' 
lille smell "Both Wvomin + enabeoe A eis matic washers everywhere took an ua 2 5 do no mer — ISINg , 
: - no ppings are taken into easy second or third place, to oming reports three  affirmativ 
ud Ni Nex lack reports from mn ideration, ives an estimated gether with the other two appli replies. Among the four Hawaiian 
eral import nt enter total of | 0 dealers serving the inces making up the “big three” of companies reporting, only th 
Automatic Washer Saturation Up we better than YOU, 000 dealer selling. ‘I'V sets, refrigerators Maui Electric Co reported direct 
red horn Uhere has been lit ind washers together bring in about selling. Alaska reported one affirm 
linportant hange in itura tle change in numbers since 195 60 percent of the dealer's total in itive ind four negative, whil 
tion level are to be observed in th here were 289 more dealers 1 ome the three from British Columbia : 
Mayor in iutomati wrted this vear than last—an in Ranges are of major impor were also negative 
vasher Vie | real ' it the ¢ ¢ of almost three percent On tance in Wa hington Oregon Continued on page 245 
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Read the papers. Look in the store windows 


Neckties—at top prices and people are buying them, 
Suits—the most expensive qualities—selling faster than the cheaper ones 
Shirts, shoes, cars, appliances—at premium prices—selling, 


In every part of the country, quality is pulling in customers. 
Because the customer has learned that he gets only what he pays for 


and that quality is the best assurance of value 
Merchants in every field are making money with quality line 


Customers are calling for the best. Give it to them 


And take the profit that rightfully belongs to you. 





THAT LETS YOU SEUMAT FULL PROFIT 


I'V is no novelty anvmore. Just having 




















it in the home is not enough 


People want top performance from their 








sets—and they know top performance 
when they see it. 
' loday’s customer will pay for quality 

if you sell him on quality, not on price. 
(nd this is true for hi-fias well as for TV. 
The market is there. The quality line 
is ready—including hi-fi sets with full 
realism of sound, with the finest-styled 
cabinetry in the industry. 

Balanced twin speake The profit—full profit—is waiting for 

bspeed changer witl you to take it. 

tutomatic set shut-oll and 

hs yap 200 — " Start the year big—and keep it big 

Grain finis! with Du Mont. 








} matched speaker plug-in for 





| pe iket plug-in or extra 
y ihe! tape ol 1\ 

HK) watt output | al bruitwood Ve neer 

Genuine Mahogan Limed Oak 
or Fruitwood Veneer 


tape recorder, 20 watt output 


Cenuine Mahogar Limed Oak 


Beautiful cabinet in 
Mahogany Grain or Limed Oak 


Grain finish. Detachable legs 
Automatic amplifier shut-off 














17’ overall diagonal 
149 sq.-in. viewable area 
Metal cabinet in M inogany 
Grain finish or Limed Oak 21” overall diagonal 
ist 4 262 sq.-in viewable area 
Mahogany Grain finish or 
Limed Oak Grain finish 


Grain fu 


21” overall diagonal; 

262 sq.-in. viewable area 
Mahogany Grain finish o1 
Limed Oak Grain finish 








24” overall diagonal 
viewable area 


42 ‘| if 
Provincial Styling with full 


door penruine che rmry 
all-wood cabinet in 


bruitwood finish 


21” overall diagonal 

262 sq.-in, viewable area 
Mahogany Grain finish or 
Limed Oak Grain finish 


4”’ overall diagonal 
b52 S.-i, vie wable area 
All-wood cabinet in 
Mahogany (,rain fini h 










TABLE RADIOS, CLOCK RADIOS, PORTABLES 
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AND DU MONT CONTINUES TO BACK YOU UP... 


.. WITH SMASH ADVERTISING — 
national CO-Op ind outdoor advertising that builds 
quality sales {or you 


WITH EXCITING, SURE-FIRE PROMOTIONS 
—Ppropicotion that pull customer in... build 
traffic . olunn prot tor you 


.. and with a NEW FRANCHISE FOR DEALERS that gives you: 


1 The Mast respected name in television 

. 

Du Mont vive ou the prestige line—k@own and 
aecepted as the finest in tele io 


2 Price maintenance 

ad 4 ~ ~ 

With Du Mont qualit 1 can sell at full Hist price: 
TT ne need to cut. Your profit is secucdill 


No “aeross the board” franchising 

. - 
Quality deal not quantity distribution, ander the 
new Du Viont po! 


A. The top quality “short line” 
Carefully |)! l to give you the best in the Business, 
Fewer mol! faster inventor turnover, BO “dead 
stock” hei. 


Get the full story on the full-profit Du Mont Franchise from yout distributor today. 








Alaska was not far behind 

Records of last vear show that 
ibout 14.2 percent of all sales of 
refrigerators were direct to builders 
or otherwise by passed retail chan 


nels and are not here represented 
Ranges Fourth in Dollar Volume 


Ihe electric range is now used 
for cooking in 33.5 percent of th 
homes of the West reported it 
uration being highest in Washing 


ton, where 54.3 percent of the util 








iti custom cook § electnicalh 
Oregon and Idaho figures are both 
Aika DO () percent: Alaska, Nevada 
as ee Nlontana and ft i all in the 
high u up, Average mvestment 
finit per home for the West was $86.77 
f th t ' ising as high a 18.44 in Wash 
t neton in term ot replacement 
! 19.34 percent of h i 
in th \\ t Unit il \bout .OUU range vcr old 
thi ir were up by 15.1 percent last vear in the eleven Western 
thi hout the eleven Western tate in increase of 16.1 percent 
tates and because the price of th over 1955 unit sales. Hawan, with 
frigerator sold was slighth 5307 ranges sold, had increased it 
up Or last year, the dollar volume volume by 29.7 percent, ind 
1} d n mn greater imereas Alaska ile were more than 60 


territory of th 
lotal volume 


Washington Idaho W voming percent up m thr 
New Mexico and Nevada all re 


companies re porting 





3 port On vhat mallet number of busin , for the Wi t was ibout 
- old than in 1955, but the increas« $70,823,400, of which $51,036,700 
here, particularly in California was done in the Pacific Coast 
vhere the gain was about 26 per tates Hawaii accounted for 
ent, brought the average figure up $1,374,500, British Columbia fo 
Both Hawai and Alaska show im )| 00, and Alaska for $21] 
portant ins—65.6 percent for th 100 
Island percent in the north California showed the highest 
1 t torv. In British Colum percentage of increase in sales (up 
bia. th “ume is down bv ] 1.5 percent), accounting for $24 
percent 183,000 of the busine Percent 
~ Saturation of refrigerators in th of customers buying in the West 
West averag ) the figure be ern mainland was 3.82 percent 
Ing vercent under that reported Best job was don in Oregon, wher 
last v lhis discrepancy is due t 149 percent of all customer 
the fact that mor ompani bought. Idaho, with 7.4 percent 
port ituration figure than im Washington vith 6.6 Mon 
When compart portin tana, ind Utah 4 VCI 
both ve On ire msidered, th ill well above thi ivcrage Unit 
mcr i ituration 1 1 |ittl il VCT( reported down slight! 
bett than one percent As thi in Wyoming and Nevada, and also 
1 t ilmost all sales ar in British Columbia. Comparing 
pl nent the average expenditure per hom 
otal sales for refrigerators in the in the West of $9.89 with th 
ele n Western states amounted to $3.37 iverage imecreasc in invest 
+846 units. or $167.451.300 in ment for the same unit would sug 
dollar lume. of which the Pacifi rest that about 66 percent of all 
( t hare Va $126,642.00 range old wer replacement thi 
1] ige amount spent per remaining 10,000 or more range 
vestern home was $23.87. This wa going into new homes or replacing 
tl Intermountain area other fuels for cooking 


i the Pacific Coast. About In addition to the sales recorded 
} nt of ill ustome! in the urves it is figured that 
bought lhe average investment ibout 13.5 percent of the manu 
home in terms of present re facture! total sales bi passed re 
! nt value wa $78 7¢ In tail channel! ind ould not b 
the W t 6.325.000 homes owned her reported 
r tol 760,300 VCT¢ vith 
In the past Idaho has don Water Heaters Gain on the Coast 
th t f selling, reported I'he number of clectric wat 
{ { ' : tanding at 97 heater old in the cleven west 
t. [his year New Mexico tates in 1956 was about 128,] 
recent of tom vhich 1 10 D cnt bo thi 
UO th ie 1) hgure Mo t of thi un 
‘ th 7 ) t the Pacific Coast hy t} 
t N id j i t ‘ 17.6 per t Ih 
I ! I t ifain . ( I 
{ t nit + nt, m ite of 
) { ted f n Colorado, New Mi 
+H 1 ef + \ \ lot 
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western dollar volume for this ap 
pliance was $15,128,400, of which 
$10,545,100 was accounted for by 
the three Pacific Coast states. Ex 
penditure per home for this appli 
ice was highest in Idaho, wher 
7.03 percent ot ill 
bought Washington 
were next m that order, 5.65 and 
03 percent of customers buying 
Average number buy 
West as a whole was 
1.51 percent and average expendi 


custome! 
Oregon and 


respective ly 
ing in the 


ture per home was $2.23 

Ihe average saturation reported 
for water heaters was 24.9 percent 
in the West, msing to percentage 
the 70 mark in Idaho 


Washington and Oregon. The ay 


Il above 
erage investment per home wa 
+, which was $1.98 more than 

last vear. This suggests that onh 
ibout | 
replacements, the remainder going 
into new homes or replacing other 


percent of the sales were 


fuels, California reported the great 
est increase im sales for the 


main 
).3 percent, but the best 
job of selling last year was done bi 
Idaho slightly fewer 
water heaters were sold than cle 
In the West as a whok 
the ratio was 2 to | in favor of the 
range 

Water heaters accounted for 1.8] 
percent of the dealer's 


land, up 
where only 


tric range 


total volume 
In the West as a whole 
00 homes still lack this ip 

Hawan’s sale 


of business 
+31 


pli ice 


| of water heat 


ters last vear amounted to $634 
UU | ibove those of 
19 percent of customers buying 
wa Alaska raised its total b 
1.6 percent to reach $69,600, 3.34 


percent 


percent of customers making the 
nirchase British Columbia sal 

I oft percent totaling 
51,275,500, which represents pur 
hases on the part ot 3.36 percent 


of all domestic customers 


Home Freezers Up 14 Percent 


Conservative gains reported from 
lmost all sections of the West 
brought the total of home freeze 
iles in 1956 to 148,700 for thi 
i up 18.4 percent over last 
Dollar volume for the 
rf mn Western state Wil 599 
054,700, of which $42,297,600 wa 
iccounted for on the Pacific Coast 
>16,757,100 in the Intermountain 
rea Montana Wyoming and 
Ne ida reported i drop in frecz 


busine but the gain lsew lve 


irs heur 


brought the Intermountain increa 
ibove 19 Ih 


Pacific Coast 


to » percent 
‘aim on the 
1% percent 
Ihis meant an expend ti ) 
>10.15 in the Int 1) 
tain state on the Pacit 
Coast, with 2.57 and 1.85 percent 
of the customer puying re 
t Average in the West 


/ percent 


PhOOTTN ot 


buying ( ) 
home Oregon did th cSt 
)| f selling, with a 

penditiire pcr hom } J perce 


if “stom DUVIN ind Ida 


home freezers is thi car given 
it 16.4 percent in the West, which 
is 0.8 percent below last vears h 
ure, reflecting the conservative esti 
mates from two large Calitormia 
companies not hitherto reportin 


\W hie i only 


ing for both years are considered 


those utilties report 


the increase in saturation per 


centage for this apphance is about 
1.9 percent. Best job of 


the past seems to have been don 


cllin til 


in Montana, which reports a 44 
percent ownership, Average iivest 
ment per home im the West f 
freezers 1s $65.60, with very ltt 
mcrease reported which would su 


gest that most sales are rep! 
ments, Western hom viach d 
not own thi ipphan total 


5.921.200 
ibout yf free 

1 drop of | percent 
from the 1955 figure. Dollar vol 
ume totaled $1,014,000, Alaska in 
creased its sales by 84.5 percent 
to bring them to a $157,200 total 
ipphiance which im 
Brith li 


bemg up 


Hawanu sold 
ers this year 


IL his Was Oe 
creased its 

Columbia, reported sales 
bv 96.3 percent to bring the total 
to $1,147,900 
tomers buying is. still 
in the Western state: 

British 
it 94+ percent 


Ce pt mce im 


Ihe percent of cus 
below that 
however, th 
standing 


Columbia figure 


l'reezers account for ¢ 
of the deale bouasinn inthe 
West as a whol YO 
the Intermountain area, ¢ on 
the Coast | Ilawan 
ind 10.01 Alaska, ‘Thy 
home fifth im im 
in dollar volume 
dealer in the 


percent 
percent in 


percent im 
percent im 
freezer ranked 
portance boursinve 
for the 
West 
Last year’s 


ibout 3.9 percent of the manuta 


ivcTaye 
figure how that 


freeze! 
finds its way into homes through 
other than retail channels—and in 
calculating total thr 
hould be added to those 
in this surve 


ture! output of hore 


ipph iii 
it 


re ported 


Air Conditioners Show Steady Gain 


Room air conditioner busine 
was up by 40.4 pel ent thi i 
to reach a total of 59,5] old in 
the cleven Western tutes, pl 
enting a dollar volume of about 
$19,140,500. Most spectacular of 
these gains was reported from t 
Intermountam ares iT 
crease wa 4 percent i ! 
more conservative 31° pe nt 
on the Pacific Coast. Some of th 
idvance was made at the 

iporative coolel which ! 
have erved in oman ca i 
precursor to th mo en 
equipment 

Average ituration m= th \\ 
va ) percent , , ' ' 
nent p hom | } 1h 
crag ustomer spent OY for th 
equipment practi ily all of whicl 
Va non-replacement ian 1 


ling yob is reported trom Ar 
JOA vhere j ) i! 
hom on oom : one " 


( outinus | Oil 





YOU’VE SEEN THE REST.. 


AGAIN, IN 1957 

















UPRIGHT MODELS 
4.2 cu. ft. 
14. cu. ft. 


—_ 3 17 cu. ft. 
[. mf CHEST MODELS 13.2 


cu. ft. 20 cu. ft. 


WITH THE MOST COMPLETE 


From every standpoint, BEN-HUR means more sales, more profits for you... 


1, SELECTION Ben-Hur offers the in one of the industry's true pioneers with 7. PROMOTION You profit through 
dustry’s widest choice of models 4 cu many “firsts” to its credit use of Ben-Hur’s strong, tested local sales 
ft. to 22 cu. ft. including Chests, Uprights, 4. STYLING Beautifully atvied by de promotions that have proved their ability 
“DUET” combinations and the fabulous to move more goods in less time 

new refrigerator and freezer BUILT-IN 
units 


signer Brooks Stevens, Ben-Hur freezers 


add beauty and glamour to any home 8B. EXCLUSIVE FEATURES — Ben-Hur and 
5, SERVICE Quality construction and only Ben-Hur offers the chariot glow 
2. QUALITY rruly America’s Finest thorough testing procedures result in few Warns light Flex flo cover tamper 
Freezer, a Ben-Hur is better built for bet dealer servicing problems but when proof Safety Cold Control Record of 
service is needed, Ben-Hur is the indus- Performance (R.O.P.) Tag and many 


ter performance performance that’s 


try’s most easily serviced freezer others. 
guaranteed by a five-year warranty ‘ 


6. ACCEPTANCE Consumer demand is 9. NATIONAL ADVERTISING — You're 


attested to by the fact that Ben-Hur is backed up by the largest consumer adver- 
largest exclusive freezer manufacturer is now America’s Fastest Selling Freezer. tising campaign in Ben-Hur’s history. 


3. EXPERIENCE Ben-Hur America’s 
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. | --NOW SEE THE BEST! 


Ameucas Finest Freeser ee Me L al 


NOW AMERICA'S FASTEST SELLER 











“DUET” COMBINATION 
MODELS 


A choice of 6 cu, ft. 


freezer and 8 cu. ft 





refrigerator or 10 cu 
ft. freezer and 12cu. 


ft. refrigerator. 














“BUILT-IN” MODELS 


Individual, self-con 





tained refrigerator 





and freezer units, in 


Stainless Steel, Cop 








per or with Custom 


Coloring 









e ..- GET THE COMPLETE STORY 
TEAR OUT AND MAIL 





gets riage ai 


BEN-HUR MANUFACTURING COMPANY, DEPT. L 
634 E. KEEFE AVE., MILWAUKEE 12, WIS 





0 K PROVE IT. HOW CAN BEN-HUR deliver more sales, more 
eRe profits for me? 











; NAME Le 
Te. ME [ae of wes PAGE 
4 ADDRESS a 
C Iulisfaction 
a city ; L : Zone : STATE ie 
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Evaporative Cooler Gains Vary 
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Automatic Washers Show 


Major Gain 
tomiut her mn th 
th iy wer 6.1 pe nit 
those of 19 id the it 
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t. At th ime tim i 
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But Conventional Washers Still Sell 
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for newest laundry ideas... 


LOOK for the NEW things 
coming from BLACKSTONE 


pee or 


rs BACiSTone awe ruil UNE / 





\ 
| 


NEW LAUNDRY FEATURES ——-BIG PR ois . 


——— — -_ 


t- — — AS Was i / ; — ~~ 








5. 





BLACKSTONE 


LEADS THE INDUSTRY 
IN WASHING FIRSTS 


America’s 





First 


Since 1874, when it first introduced its 
hand-powered machine Blackstone has 
pioneered the washin in tr loday 
Blackstone manufacture if ine ot 
wringers, automatics dryers a ronet 
No other manutacturer can match Bla 
stone's wealth of laundry expe 


Blackstone ints ed 
its famous H iCtor 
washin ict n in 
19 Its ex ive i¢ 
sign first gave triple 
cleansing icti } with 
rubbing fle x and 
flushing 











Ist “Agitator” Automatic 


In 1940 Blackstone 
brought out the coun 
trys first automatic 
washer with agitator 





action, thus utilizing 
a washing principle 
long since proved to 
be the most efficient 
of all type { ishing 
method 

















Ist Combination 
Laundry 


Imme liate fol 
lowing World 
War.ll, Black 


stone launched 


the tirst com! 

nation laundry 
Consisting of washer, dryer and ironer, 
this was the first package ever t the 
compilele iaundering automat 











“ 4 
or . 
rane > 100\ 
. ot {Oo} 
7 : . f 
+ 4 
+ + _ 
up 
) 4 , 
\ \ I » 
i | | }/\ a stone 
WZ \—} / \ heat Black 
WG NA / ’ ver ythings 
we S J gs 7 iA wasnes Cv~e 
ong : \ \ Sahib 
p - Bean 
f / ] C 2 se OF: 
/ / . 
/ \ ‘ vf 
/ j \ : L , +O 
f | / \ f j / : x 
} / \ ~ a j / «\ ad 
wi { 
} I} “Ee 2 
; } l se) les od * rade 
. Sy) NOG MING | “call s 77 
INIA VI \ 4 ry it 
=} \ii f=. | 
\ ’ & 2 ‘ { i} | 
L-> lad Zz } 7 ee 
- ae , | i bs Vas 
+4 s 1} } .G / 
| p i} | Ay 
y ! \ 
rm Vy 
| r\o uy 
vy = 
ee A 
EA Ar 
ae eee & 
“> “ 7 


Big things for ‘57 For new-year profits Black- they're sensational. This stems from Blackstone's 


Ist to Eliminate Troublesome 
Electric Gadgetry 


Blackstone is the only 


manutacturer that has 


eels been able to eluminate 
tre biesome ciectri 
~ —— badge! It LUU 
— 
—« 


“ee on mechanical Operation 
= ers the most service 
<& free washers in the 


aves 
ee” industry 





stone will be bringing you new, sensational laundry basic policy of not only wanting to build the best 

features . features that will make Blackstone product on the market today, but wanting to build 

washers easier to sell easier to buy. Look for new a better, more useful product tomorrow. You want 

selections, new Customers, new profits. It's Black further proof look at some of the industry firsts 

stom coming soon. PLAN TO BE READY Blackstone already has brought to the laundry field 
New firsts from Blackstone aren't only new — — firsts which began more than 80 years ago. 





ks America’s First Washer Manufacturer 
ac On s ® Since 1874 


oN 








REMEMBER—BIG THINGS ARE COMING FROM BLACKSTONE 
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Ist with Stainless Steel Inside 
and Out 


ror Rec 


ty and durabil of 
Stainless steel Black 


i) ASE ALID' the beau 


stone has used it for 
the top and tub of its 
quality model Royalist 

another exciusive 


Blackstune feature 
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For 57 Gell 


MORE LYE APPEAL....... 


APPEAL....... 


MORE 





BOOTH 496-498 
Jan. Housewares Show 
Navy Pier 





A complete selection 
of floor displays, 
window and store display 
material, newspaper ads 
and stuffers, available. 





Write for your FREE COPY of Berns Air King 1957 Catalog to 
BERNS AIR KING CORPORATION « 3050 NO. ROCKWELL STREET, CHICAGO 18, ILLINOIS 
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New! ‘‘Dual-Diffuser’’ Louvers—slimmer, modern design 
—richer, more striking styling. The fan line you'll be 
proud to display and sell... . in a complete selection of 
Window, All Purpose and Fan Mobile models. 


BERNS AIR KING IMPERIAL DELUXE. Electrically 
reversible, 3 speed push button control automatic 
thermostat, 20” model. Has new ‘‘dual-diffuser™’ 

louvers and capacitor motor. Golden control panel 

with ivory louvers and beigetone finish. The first window 
ventilator that actually adds beauty to any room. 

5 year guarantee. Model AV20PN. List Price $69.95. 


More models incorporating Automatic Thermostat—Push 
Button Control—Electrically Reversible operation. Now 

you can offer your customers all the most wanted features 
in a wider variety of America's finest fans. Display Berns 
Air King and watch prospects sell themselves! 


BERNS AIR KING ALL PURPOSE FANS. Available 

in 20” and 22” sizes .. . all with Retractable Control 
Handle incorporating automatic thermostat and 3 
Dual-diffuser’’ louvers 
and 5 year guarantee on all models. Two models 
electrically reversible, one manually reversible. Swivel 
stand extra on all models. All models come complete 
‘RT’. List prices from $59.95, 


speed push button controls. 


with side panels. Series ' 


Sell the best! Berns Air King fans rated first in quality and 
performance by America’s leading independent consumer 
testing laboratory.” There's a size, model and price to meet 
the needs of every prospect. You can feature a Complete 
5 Year Guarantee on 17 different Berns Air King Fans! 


BERNS AIR KING ECONOMY MODELS. Greatest 

fan values you can offer! Famous Berns Air King quality 
in a 20” electrically reversible window ventilator. 3 speed 
push button control. Handsome ivory finish. 5 year 
guarantee, Model SQ20PB (illustrated). List Price $49.95. 
Straight exhaust model SQ20. List Price $39.95. 


MULTI-PURPOSE, PORTABLE WINDOW FAN MODELS. 
14” Model RAIA4, List Price $29.95. 20” Model RA20. 
List Price $44.95. 


“All Purpose Fans Model RA20—RTC20 


ie) er 
ag 
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FLOOR FANS DEHUMIDIFIERS PEDESTAL FANS 





WINDOW FANS 


MOBILE FANS 
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Electrical Appliance Market Data by Regions (continued 























No. of Customers 1956 SALES OF ELECTRICAL APPLIANCES (UNITS) 
(Domestic) 
NEW ENGLAND Dec. 31 Dec, 31 Ro + ll Room . 
1955 Refrig W ater Air Auto Conv Vacuum Dish- 
(Estimated) (Actual) Consumption erators Ranges Heeters Freezers Condit Washers Washers lroners Dryers Cleaners washers 
MAINE 
Banaor Hydro Electric Ce 44000 41175 > 500 
St. Croix Electric ¢ 1,991 1891 1,128 
Central Maine Power Ce 199 000 196,296 2? 690 8 000 1750 4,200 900 5,800 3,100 100 1,400 3,000 275 
NEW HAMPSHIRE 
Public Service Co. of N. H1 116,500 114691 2 560 100 1900 1,500 400 750 5 900 
VERMONT 
( entral Vermont Public Service ¢ 8 400 023 2,72 
MASSACHUSETTS 
Plymouth County Electric ¢ 20,142 19,423 1,536 
Hrockton Edison ¢ 54,500 52, 800 2,720 2,000 1,500 1,100 400 400 2,000 1,000 300 1,000 2,000 100 
Cape & Vineyard Electric Ce 18,700 37,000 2,420 1,100 800 425 90 250 800 200 25 320 200 
New England Electric Systen 674,000 664,099 2,085 40,000 27,000 6,000 1,000 4000 40,000 3,000 300 11,000 11,000 2,000 
Western Massachusetts El ( 116,000 114,070 60 4425 1,410 1,475 1,825 
Hoston Edison ¢ 405 100 400 900 17 30,360 12,420 2000 1,200 5550 33,970 3,100 220 5,100 15,340 3,550 
Fitchburg Gas & Electric Light ¢ 15.990 15.791 850 100 80 30 90 400 100 15 100 150 30 
Cambridge Electric Liaht Ce 31,350 31,380 1,420 
Lynn Gas & Electric ¢ 40 A0O 40 556 160 1650 1.000 100 10 200 1,200 110 4 175 1,500 75 
RHODE ISLAND 
Newport Electric Cory 15,400 15.000 1910 500 780 360 100 50 500 325 50 300 400 ) 
Blackstone Valley Gas & Elec. ¢ 58,500 18 040 1,650 
CONNECTICUT 
(C onnecticut Power ¢ 90,500 88.735 1070 7,000 2,000 250 1,200 4,000 7,000 1,200 1,500 2,000 4 000 3,000 
United Illuminating ¢ 164,240 162.070 2,930 13,000 8,100 3,100 800 2,800 16,500 3,000 350 3,500 1,200 
bHartford Electric Light ¢ 94,200 91,971¢ 3199 6,200 4,000 1,300 1,300 3,500 6,900 1,300 100 3,800 3,400 4,600 
Connecticut Light & Power ¢ 271,000 262 531 317 14,000 8 600 4,200 1,400 1,800 13,000 4,900 300 =3,800 4,000 1,200 
Housatonic Public Service Co 17,000 16.430 9 600 450 250 50 100 200 350 80 20 40 150 50 
turation estimates as of 8-31-56 
No. of Customers 1956 SALES OF ELECTRICAL APPLIANCES (UNITS) 
MIDDLE ATLANTIC —"" 
Dec, 31 Dec. 31 omeee Room 
1956 1955 “rrour Retrig Water Air Auto Conv Vacuum Dish 
(Estimated) (Actual) Consumption erators Ranges Heaters Freezers Condit Washers Washers lroners Dryers Cleaners washers 
NEW YORK 
Niagara Mohawk Power Cor 921,131 896 699 2,949 61,586 24,136 8568 9528 10088 51,196 17,220 948 23008 42,330 960 
N.Y. State Electric & Gas Con 179.000 168 000 3034 18 400 9,000 5,000 5,000 1,000 15,400 9 000 
Central Hudson Gas & Electric Con 104 500 101 099 700 29850 1900 1,800 
Rochester Gas & Electric Cor 171,030 165 607 2 844 15,000 8,000 2,500 1,800 3000 19,000 2000 1,000 10000 9,000 1,500 
C onsolidated Edison ¢ 2,693,000 2.678.000 1,546 917,600 14800 1,900 5,400 150,000 194,500 3,450 30,700 197,900 14600 
Lona Island Lighting ¢ 459 874 435 564 98 99 000 6 500 1500 3000 90500 40000 4500 7.000 6 600 
Rockland Light & Power ¢ 45,800 43,700 2 000 
NEW JERSEY 
Public Service Electric & Gas ¢ 1,161,000 1,137,04¢ 13 
New Jerney Power & Light ¢ 89,800 86,837 1140 4600 } 400 1,800 700 675 3,600 125 1,300 300 
Atlantic City Electric 163,900 157,000 +100 5,900 5,500 2,500 2,200 6,000 
Jersey Central Power & Light ¢ 901.300 189 409 844 12,000 5 200 5700 1400 6200 12.300 4100 175 4400 8 900 1,900 
PENNSYLVANIA 
Pennsylvania Power & Light ¢ 513,800 03, 864 9710 315000 19000 12000 10000 8000 30000 18000 1.000 12,000 00 
Duquesne Light ¢ 405 600 195.700 9554 35 000 11,900 600 3,200 6500 35,000 22000 2,500 16000 16000 3,200 
United Gas Improvement ¢ 492 000 41.350 1.950 9 000 350 400 300 400 100 20 300 1,00 150 
Pennsylvania Electric ‘ 143 036 338,560 23,500 11,800 6,750 6880 1,930 20,700 17,475 18,300 1,200 
Metropolitan Edison ¢ 908 371 204,920 3275 13,775 8,500 3950 3900 4503 12,000 6,300 7 400 1,000 
West Penn Power ¢ 325,300 118.999 3,160 18.100 8,350 5,330 4950 1,725 13,500 15,000 800 15,000 8,900 820 
Philadelphia Electric Sy 857,500 836,662 2 832 70000 21,000 11,000 6000 53,000 67,000 14,000 23,000 35,000 000 
Pennsylvania Power | 73,620 71,860 3 460 5 600 3100 1,100 1,200 700 4 400 3,600 300 3,400 1,900 200 
(1) Not including recently merged Scranton Electric Co. Area 
2) Merged with Northern Pa. Power Co 
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REPORTING UTILITY 























PRESENT SATURATION (PERCENT) PLANS ON 
MERCHANDISING 
Food Room Food No. Dealers Did Co Plan 
Waste Tele- Re‘rig Water Air Auto Conv Vacuum Dish- Waste Tele- Serving Merchandise to in 
Disposers Radio vision erators Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners washers Disposers Radio vision Territory in 1956 8961957 
104 No N 
98 98 6 Yes Yes 
200 9 § 450 Yes Yes 
4? 15 5 170 Yes 
150 Yes Yes 
98 30 10 10 Yes Ye 
200 3,000 000 90 43 21 1° 6 30 60 4 10 85 6 4 98 80 95 Ye: Yes 
50 97 51 28 7 40 50 5 6 92 6 1.7 35 Yes Yes 
1,500 60 000 80 000 92 29 1 26 1.5 26 48 31 3.5 15 j 19 100 88 1,000 Yes Yes 
41.6 9.2 10.6 59 165 No No 
3,190 41 400 47,725 90 94 9 8.2 9.5 159 49 97 6 64.5 47 49 100 90.5 500 Ye Yes 
30 500 1,300 85 5 6 4 } 60 40 12 5 90 9 1 98 10 18 Yes Yes 
60 Yes Yes 
300 92 19 } 1 2 30 45 @) 1 80 1 9 46 Yes Yes 
18) 1,000 1,000 90 58 26 15 2 45 40 4 15 85 ] 6 99 86 24 Yes Yes 
100 Yes Yes 
1,500 » 000 10,000 96 19 12 15 11 44 44 y 11 80 10 5 100 4 85 Yes Yes 
23,000 99.5 34 13.5 5.8 5 56.5 51.9 8.7 6.3 43 82.7 204 No No 
2,900 12,000 15,000 98.2 40.2 15.2 11.8 10 54 35 13 14 94 13.6 9.4 100 4 88 110 Yes Yes 
800 97 34.5 18 12.5 2 34 52 9 5.5 87 | ‘3 99 8 88 595 Yes Yes 
50 250 700 94 60 34 10 4 35 95 2 3 95 5 2 95 25 5 Yes Yes 
REPORTING UTILITY 
PRESENT SATURATION (PERCENT) PLANS ON 
MERCHANDISING 
Food Room Food No. Dealer Did Co Plen 
Waste Tele Retrig- Water Air Auto Conv Vacuum Dish- Waste Tele Serving Merchandise to in 
Disposers Radio vision erators Ranges Heaters Freezers Condit Washers Washers lroners Dryers Cleaners washers Disposers Radio vision Territory in 1956 1957 
4.4 98,794 92 31 14 11 4 37 49 ] 11 16 6 99 848 2,151 No No 
92 30 14.8 149 1 24 10.4 1,000 No N 
32.4 18.6 271 No N 
( 30, 000 98 27 12 16 ) 47 4 6 16 98 5 ] 100 95 300 Ses Yes 
247,600 91.6 3.6 1.2 21 3.2 1.7 100 2 20001 Y) No No 
20.3 4¢ 350 No N 
110 les Y« 
91.5 43 1.5 1.8 11.1 38.2 32.2 10.7 18 84.3 3.5 1.2 100 98.2 2,000 Yes V¢ 
95 18 25 18 4 4 60 11 10 15 5 V9 90 110 lo Ni 
50 34 18 9 256 N Ne 
18,000 96 20 17 95 85 213 N No 
Of »6 000 91 44 21 20 5 28 10 9 10 ) 2.5 68 1,200 Y Ye 
10¢ 96 OOE 80 000 98 21 2 9 ] 18 ¢ 19 ‘7 90 4 6 100 95 1,125 ™N No 
100 80 20 10 10 Yes No 
38 000 90.5 33.5 18 14 w, 18.8 16.3 4.1 16 850 No No 
23,000 95 43.1 25.6 19.3 8.1 48 10.7 26 550 { Ne 
4 0 39,200 95 16.8 19 13.8 28 26.7 10.3 17.5 18.3 90 14 14 100 88 900 No No 
200 ,000 84 26 12 9 6 .« 15 > 5 9 80 4 100 95 1,825 « Yes 
190 9,000 93.3 38.6 17.6 14.7 4 28.5 61 32.1 20.8 68.5 2.2 24 86 184 Y< Yes 
saturation based on number of appliances & not customers 
Limited LY) Last years figure ADDITIONAL CHARTS ON PAGE 256 
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The BIG NEWS of the Room Air Conditioning Year 
comes fom CHRYSLER CORPORATION 


$e tart tte 4 reer pe > ot 
er teem tro» pee ear preter 








NEWS casement 


CUSTOM ROYAL 


. «+ for your casement market! 


Meet the newest, moat advanced 
model of the casement pioneer! 
Quickly, easily installed without 
removing glass or altering window 
Dramatic new styling, smartly 
harmonizing color! Features such 
precision engineering triumphs as 
Twin Air Filters, Super Quiet Cool 
ing, Special Night Operation Con 
trol. Exhausts and ventilates 
Popular *; H.P. capacity! CUS 
TOM available in ') H.P Plus 
economical new 7!4 amp. *4 H.P 
model! 


NEWS watt tee 
IMPERIAL 


.+- for your thin-model market! 


The big Chrysler advance in room 
air conditioners! New °’57 
AIRTEMP Imperial for wall or 
window! For those discriminating 
prospects who demand the finest 
Totally eliminates code-conflicting 
street “overhang.” Blends perfectly 
with all interior backgrounds. De- 
livers clean, dehumidified air —and 
lots of it-—-with super-silent opera- 
tion. Available in the three most- 




















demanded capacities —'4, %4 or 1 


H.P.! 








Model 1800 






see the big new line 
to sell 
all your market 










Model 1775-3 





Model 1600-10 


Model 1620-1 NEW / Conventional 


CUSTOM ROYAL 


...» for your extra-profit deluxe market! 


NEW S comventiona 


CUSTOM 


..» for your budget-minded market! 


It offera more —to profit you more! That's the new 
‘67 AIRTEMP Custom Royal for conventional 
windows! Chrysler-engineered for the ultimate in 
performance. Cools, filters, dehumidifies air. Amaz 
ingly quiet! Special 2-speed control for nighttime 
use. Five modela—in capacities from 1 to 2 H.P.! 
Including such features as reverse cycle heating, 
ventilation without cooling, and 12 amp., 1 H.P 
model 


Value leader of the year! Traditional Chrysler engi- 
neering superiority in models specially designed 
for real appeal to price-conscious prospects! Yes, 
here in the new ‘“‘dollar-measured” AIRTEMP 
Custom, true top-of-the-line operating efficiency 
and economy has been skillfully combined with 
sales-making, new low cost! Thermostat controlled. 
Yours now in 4, and 1 H.P.! Including 7! amp., 
YES, BIG NEWS...TOLD 4, HP. model. 

TO YOUR PROSPECTS IN 
A BIG WAY... with big full- 
page advertisements in these 
national magazines... with a 
big total.of... 


561,901,000 MESSAGES! 





Rated cooling capacity and performance certified to be in accordance with provisions of Standard 110-56 of The Air Conditioning and Refrigeration Institute 


. 
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sweep >forwa rd 


to new sales success In 5 f 


DIVISION 
CHRYSLER CORP 








NOW...in room air conditioners, as in fine cars, CHRYSLER 
Corporation sweeps forward...with new plans, new products 
—new profit for you A brilliant new AIRTEMP line, 
so complete it meets every market need Aggressively promoted 
and advertised to tell and sell for you locally All part of 
new plans and progress now being made for you at AIRTEMP 


. Air Conditioning Division of the CHRYSLER Corporation! 





— ema ssa ea ee ae aI ss a ssn a es ae a ee ae 
! 
I 
THE FUTURE j AIRTEMP DIVISION, Chrysler Corp. 
belongs to those who are ready to sell ! Dayton 1, Ohio 
in it! If you aren’t set for the biggest I 
sales year yet with the all-new Airtemp | 
Room Air Conditioner line, why not | : - 
mail the coupon —today. We'll rush you | Gentlemen : Please promptly forward information on Airtemp '57 Franchise 
complete details of the big new Airtemp | opportunities 
program for '57 immediately. | 
i 
1 NAME 
THE FORWARD LOOK i 
noo 
IN)AIR CONDITIONING . 
i 
CITY ZONE____STATE 
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Electrical Appliance Market Data by Regions (continued 








No. of Customers 1956 SALES OF ELECTRICAL APPLIANCES (UNITS) 
Dec. 31 Dec. 31, Average Room 
1956 1955 KW.H Retrig W ater Air Auto Conv Vacuum Dish- 
(Estimated) (Actual) “rrour erators Ranges Heaters Freezers Condit Washers Washers lroners Dryers Cleaners washers 
Consumption 
DELAWARE 
Delaware Power & Liaht Co (North 
em Div.) 10,000 617,349 3 200 »,500 3,000 3,200 100 2,000 4,500 1,300 150 3,000 3,000 400 
MARYLAND 
Jaltimore Gas & Electric Co 441,300 425,329 2,261 48,500 5,500* 3,200* 10,000 13,000 +- 25,000 — 1,000 5,000 19,000 5,000 
Potomac Edison Co 132.913 136,000 1206 7,000 6,000 4250 2,300 1,800 6,500 10,500 200 3,500 4,500 400 
DISTRICT OF COLUMBIA 
Potomac Edison Co 296 648 286,962 2,196 27,600 6,820 100 5,120 16,700 20,100 4,160 280 7,500 24,500 5,880 
VIRGINIA 
Virginia f lectric & P wer 600 000 575,056 ; 2 715 1 1,500 
Appalachian Electric Power ( 414,000 404,897 2,790 27,000 15,000 2,000 11,000 
WEST VIRGINIA 
Wheeling Electric ¢ 16,850 16,396 9 428 1 300 450 140 1,000 
Monongahela Power ¢ 185,300 182 898 1.937 8,700 3 700 1000 2,200 150 900 4,100 130 4,500 5,100 400 
NORTH CAROLINA 
Duke Power Co 560 000 17,000 4 400 30,000 
Carolina Power & Light Co 339,000 128 461 94000 25,000 21000 6500 4,900 19,400 1,200 325 2,400 1,450 
SOUTH CAROLINA 
South Carolina Electric & Gas ¢ 148 000 141,424 4.100 25,000 8,700 9,500 4000 10,000 14,000 1600 2,000 3,500 
GEORGIA 
Georgia Power ¢ 126,200 504,529 1285 63,000 42,000 12,000 18,200 33,500 35,000 47,500 1,125 5,250 32,500 16,500 
Georgia Power & Light ¢ 33,205 31,591 3350 3,000 1,560 865 1,390 1,100 1,920 1,380 15 120 480 100 
Savannah Electric & Power Co )0 400 48 162 1325 7,000 6,000 4000 3,000 3,000 6,000 1,000 100 1,500 3,000 150 
FLORIDA 
Florida Power & Light ¢ 470,000 437,183 }, 480 61,000 35,000 45,000 17,500 32,000 37,000 6,500 500 5,000 12,000 » 000 
Gulf Power ¢ 14,215 68,371 +538 10,000 4175 2,100 1,500 3,000 5 000 2,000 100 500 3,000 400 
Tampa Electric ¢ 112,500 105,824 4770 11,000 9,000 6,500 2,300 3500 11,500 3,500 100 1,600 100 
Florida Power Cory 182,700 170,444 1,244 12500 10,200 12,120 1,920 5,070 9,360 3960 160 1,560 2,820 1,680 
City of Jacksonville Electric Plant 100,411 93,554 
Excludiu Repla ment 


WEST SOUTH Ne. of Customers 1956 SALES OF ELECTRICAL APPLIANCES (UNITS) 
(Domestic) 








CENTRAL Dec. 31 Dec. 31, Average Room 
1956 ' 1955 KW-Hour Refrig W ater Air Auto Conv Vacuum Dish 
(Estimated) (Actual) erators Ranges Heaters Freezers Condit Washers Washers lroners Dryers Cleaners washers 
Consumption 
ARKANSAS 
Arkansas P & Light 246,641 240,168 2,039 23,302 3,974 600 8,391 7,919 15,278 8,479 2,132 
Arkansas-M uri | ( 43.000 12 649 9 500 1.200 600 150 250 1,000 600 400 150 
LOUISIANA 
L oursiana Pow & Light ¢ 187,900 180, 497 2 086 16,000 3500 1,300 11,000 10,000 10,000 7000 3,000 3,000 
Central Louisiana -lectr ( 17 000 12.360 1 880 1.200 100 1100 600 
New Orleans Public Serv ( 150.500 147,740 2570 19,000 900 5,500 18,000 21,500 3,300 100 2,100 4,01 1.900 
Southwestern Gas & Electr 158, 809 154,234 2,250 17,002 2,346 367 6601 10,250 16,135 5,105 199 1,727 - 
OKLAHOMA 
Public Service | f Oklahoma 206,300 200 612 2,307 5,962 253 3,063 2,295 
Oklahoma Gas & Electric | 17,000 270,159 2,210 18,000 4,200 350 3,150 10,800 16,000 6,000 2,360 
TEXAS 
Gulf States Utilities ¢ 235,100 990 378 19,000 1.000 1400 6,000 11,000 9,500 3,000 450 4000 6,50 4500 
uthwestern Public Serv 102,758 98 B80¢ 2 268 10,613 3,427 341 5573 936 16,199 1,690 614 5,099 948 
Community Public Service ‘ 64,000 59 517 2,260 
Texas Electric Service ¢ 246,529 233,123 2 831 18,000 6,700 150 10,500 10,000 22,000 2,500 500 4,000 2,500 
Central Power & Light ¢ 165,000 176,493 2,250 15,000 3500 1,100 3,600 10,000 13,000 8 000 300 2,000 900 
Electric Dept., City of Austir 44 800 42 765 2,600 
LI Paso Electric ‘ 69 308 66,507 1,600 2850 2550 2050 1,450 850 850 
Houston Lighting & ver ( 175.000 155 043 3450 28 000 9 000 900 9000 72,000 35,000 9 000 800 6 000 109 
Texas Power & Light ¢ 293,050 283 891 2,247 20,550 11,500 300 36,700 29,400 + 25,450 > 1,384 8405 15,490 3,400 
City Public Ser. Bd., San Anton 148,703 143,043 2,292 19.917 3116 660 3,609 16.158 21,087 2,952 320 1,982 6,000 1,366 
West Texas Utilities | 81,500 19,119 2,450 4,700 3,000 3,000 200 275 350 1,200 
Dallas Power & Light ' 194,700 187,453 3614 20,274 8,622 97 4,281 33,765 22,852** 3,025 403 3,510 5,460 
Excluding New Mexic Territory Includes 633 washer-dryer combinations 


PAGE 256 JANUARY, 1957—ELECTRICAL MERCHANDISING 








Food 
Waste 


Disposers 


Food 
Waste 
Disposers 





Radio 


12 000 


190 OOO 


68 400 


13 OOO 


3,120 
10 000 


40 000 
2 000 


9 625 


Radio 


Tele 
vision 


10 COO 


26 OOO 


6,500 


16 OOO 


12 C90 


18 OOO 


5,350 


5,000 


70,000 
7,500 
18 000 
14,000 


Tele 
vision 


14,000 


35,300 


34 400 


28 000 


19, 45¢ 
1) 000 
OOO 
1 000 
000 
é 96 
0 000 
OC 
4 47 








Refrig- 


erators 


945 


89 
94 


99.5 


96 


93 
95 
98 


9 


3 


92.8 


Retriq- 


erators 


Ranges 


14 
49 


48.8 


41 


90 


4 


) 


4 


Ranges 





Water 
Heaters 


6 
29 


27 


25 
32 
40 


54 
34 
50 
48 


9 
9 


rs 
) 


Water 
Heaters 


22 


6 


Freezers 


9 
18 


9 


10 


10 


31 
16 
30 


7.5 


11 
16 
6 


3 


r 
) 


3 


2 


7 


Freezers 


21 
17 


30 
95 


20 


30 
20 


18.‘ 


18.2 


20 
29 


¢ 


21 





1 


PRESENT SATURATION (PERCENT) 


Room 
Air 
Condit 


11.4 
44 


19.8 


14 
10.4 
18 


14 
10 


Auto Conv 
Washers Washers 
90 


—- 742 — 


15.8 17 
21.1 31.8 
147 18 
5 34 
‘ 35 > 
31 5 
24.4 43.2 
30 25 
36.1 
14 34 
23.1 35 


lroners 


Dryers 


PRESENT SATURATION (PERCENT) 


Room 
Ai 
Condit 


(7.2 


Auto 
Washers 


Conv 
Washers 


294 53.2 


18 46 
40 40 
43 32 
47.2 439 
46 1 
40 0 
548 29.3 
32.6 30.6 
50 10 

( P 

) 04 


lroners 


> 


Dryers 


Food 


Vacuum Dish- Waste 
Cleaners washers Disposer 
85 4.5 5.8 
45.8 4.3 4.4 
51.2 7.5 10.1 
65 
78 13 18 
10 8 1 
8 ) 
19 45 95 
22.2 18 1.1 
45 \s ; 
97 
41 9.1 14 
$3.3 $1 19 
Food 
Vacuum Dish Waste 
Cleaners washers Disposers 
] 
47 5 
41 ¢ 
a 
46 y 
95 5 
43 41 
26 
90 
99 
6 
14 
60 16 1¢ 
11.3 69 
oinga into offic Vv and m 


’ Radio 


98.3 


88.8 


100 


98 


98 


98.5 


96 


982 


98 


Radio 


9R 


88 


99 


100 


98 


otels 


Tele 
vision 


97.5 


43 


18.8 
15 


1.1 
10 


Tele 
vision 


80.8 


10 


80 
14 


91 


(I Y) 1 st year fi 








REPORTING UTILITY 


PLANS ON 
MERCHANDISING 
No. Dealers Did Co Plan 
Serving Merchandise to in 
Territory in 1956 1957 
120 Ye Yes 
Yes Ye 
260 Ye: Yes 
128 Ni N 
1,500 No Nx 
1,200 No N 
54 Yes es 
325 Yes Yes 
1,400 Yes Ye: 
1,200 No N 
229 No N 
Yes Yes 
122 No No 
125 Yes Yes 
1,595 No No 
85 Yes Ye 
146 No Ne 
165 No No 


REPORTING UTILITY 


PLANS ON 
MERCHANDISING 
No, Dealers Did Co Plan 
Serving Merchandise to in 
Territory in 1956 1957 
1,100 No N 
100 Yi Y¢ 
625 No IN 
286 Yes Ye 
225 No Ne 
433 No N 
350 No No 
770 No No 
450 Yes Yes 
212 No No 
250 Yes Ye 
400 No No 
550 No No 
40(L Y) No No 
81 Yes Yes 
450 No No 
55 No No 
140 No No 
100 Yes Yes 
200 No No 
jure 
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Electrical Appliance Market Data by Regions (ontinved 


EAST NORTH 


No. of Customers 


1956 SALES OF ELECTRICAL APPLIANCES (UNITS) 






































(Domestic) 
CENTRAL Dee, 31 Dec, 31 Average Room 
(dinate uel KW-Hour —_ Ranges Bn. nk Fr om wit wn | Dr = = 
) uel) 9 eerers ond esnhers asners roners yer eaners esners 
Consumption 
OHIO 
Columbus & Southern Ohio Elec. ( 222,000 217,11 2,660 18,800 7100 2100 4100 4000 11,000 4340 10,700 2,000 
City of Clevelamd Div. of Light & 
Power 41,600 47,407 2,040 250 100 500 
Cleveland Electric Ilu 468 580 452,079 3010 45,000 15,000 6,000 7,000 7,000 35,000 15,000 2,000 20000 28,000 3,500 
Ohio Edison ¢ 488,500 468,497 3400 | 36,000 17,800 5,300 6,700 4,000 21,000 9,000 2,000 14,800 18,900 1,700 
Dayton Power & Light ¢ 217,500 208 614 1,080 } 12,000 6,750 2,150 3,000 2,750 13,500 6,700 300 9,000 9,000 725 
Ohio Power ( 182,100 175,370 47 | 21,000 9,000 20,000 
Ohio-Midland Light & f 15,778 14,226 | 500 450 300 200 300 500 300 100 500 500 100 
loledo Edison Co 164 965 161 042 16,006 9,500 3000 2600 8,000 14,000 10,000 1,050 
Cincinnati & Elect ( | | 
Subsidiary ¢ pa 345,410 336,84 | 199,000 10,500 6,200 5,800 17,000 28,000 22,000 1,300 9,200 24,000 3,300 
INDIANA | 
Indianapolis Power & Light ¢ 174,000 171,2¢ | 1450 900 800 4000 4500 4000 7,000 2 000 900 8500 2,500 
Municipal Elec. Licht & Pow 14693 14.591 1100 | 
ithern Indiana Gas & Elects 61,450 60,70¢ | 3,34 | 4,35¢ 1440 1,008 1,33 3216 4,068 184 44 1,236 1,7 1 
Publ ry ( f Indiana, ly 414,000 106, 396 +160 
Indiana-Michigan Elect ( 16,000 28 39% 4 400 14,700 9,500 4580 17,800 
t t — 
ILLINOIS 
Central Wis Light ¢ )3,347 95,5¢ 0 1,200 1 400 00 500 6 000 2 000 400 6000 5 000 400 
Commonwealth Ed 614,600 1,616,434 45,000 23,500 4,500 12,000 57,000 120,000 60,000 2,000 19,500 145,001 1,200 
ntral Hl. f tr Bf 1630 143 at 4,500 1000 300 800 2.500 4000 9 000 150 1 50¢ 300 
Central Hl, Pul 92,400 189,8' 370 11,000 }, 800 100 4300 4000 8100 7,900 3,800 00 
+ + $$$ 
MICHIGAN 
Upper Peninsula f 19,000 18,800 | 1 000 1,300 1,150 1,300 17 6 130 77 10 46° 60( ( 
City of Wyandott Jepart 
Municis 11,81¢ 11,680 2 450 
Consumers P ( 117,251 695,544 | 47 14 006 100 17,300 
Bd Water & | | Con 19,500 18,098 | +850 4,000 2,600 1,500 1,300 3600 1,400 ( 4 
Michigan Gas & Elect 18.500 17,900 | 4 300 
Det tid f 180 000 1044 964 | 970 46 000 30 000 9000 6.900 14000 ~* 65 000 » 9000 26,000 3 600 
Edison Sault Elect 11.500 10.811 | 92598 178 400 400 100 275 350 100 200 150 20 
WISCONSIN 
Wisconsin Power & Light ¢ 163,000 159.723 | 2950 1 oot 6 800 4.000 00 1.2900 4,700 4 800 00 
Lake Superior District Power ¢ 17,100 16,984 1800 
Wisconsin Public Service Cory 136,900 133,889 2943 3 600 29 400 3000 3,000 400 2 400 1,200 800 3,000 600 
Madison Gas & Electric ¢ 18,2720 167° 4108 29675 Ree: 940 425 340 1,325 550 65 1,150 1,900 135 
Wisconsin Electric Power ( 117,000 404,327 | +550 21000 14000 9000 4000 5000 20000 1,000 16,000 20,000 2,500 
4 a ——— EEE 
No. of Customers 1956 SALES OF ELECTRICAL APPLIANCES (UNITS) 
EAST SOUTH Comes ct ae 
Dec. #1 Dec, 31 Average Room 
CENTRAL 1956 1955 KW-Hour Refrig Water Air Auto Conv Vacuum Dish- 
(Estimated) (Actual) erators Ranges Heaters Freezers Condit Washers Washers  lroners Dryers Cleaners washers 
Consumption} 
KENTUCKEY | 
Louisville Gas & Electric ¢ 159.000 152.2792 170 1 800 
Kentucky Ps wer | 16,500 15,233 28 | 1,500 1,800 448 1,300 
Kentucky Utilities ¢ 183,000 179,847 20.170 10930 4490 6,900 450 8,550 15,000 360 3,500 4 000 760 
TENNESSEE | 
Bristol Tennessee Electric Syst 11 300 10,948 8,500 
Knoxville Utilities Board 65,500 64,39 9,050 8 000 7,500 3,500 2,000 3,000 2 Bt 2,000 00 1,000 200 
Electric Power Bd. of Chattanooga 10.900 69,171 10,992 5,300 350 4500 1,300 7,500 4,500 1,200 75 2,000 3,500 500 
Electric Power Bd., City of Nashville 101,500 987° 9,500 8,700 1800 6,900 2,050 16,000 2,800 
Memphis Light, Gas & Water Div 142 500 135,31 312° 11,000 750 600 4000 16000 12.000 ) 100 2000 6,000 2,000 
Kinasport Utilities, In 17,459 17,800 6,700 83 1,300 650 
ALABAMA 
Alabama Power 11,545 495,291 3,198 36,820 26,000 9,500 13,500 18,700 33,300 19600 220 4,400 14598 2,750 
MISSISSIPPI 
Mississippi Power & Light | 144,680 141,079 2,100 12,000 3 000 200 4000 3,000 3000 1.500 800 275 
Mississippi Power ( 83, 380 16,679 2,261 5,500 1,150 910 1.500 4000 2,000 800 500 00 
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REPORTING UTILITY 






































PRESENT SATURATION (PERCENT) PLANS ON 
MERCHANDISING 
Food Room Food No, Dealers DidCo, Plan 
Waste Tele- Retrig- Water Alr Auto. Conv. Vecuum  Dish- Waste Tele Serving Merchandise to in 
Disposers Radio vision erators Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners washers Disposers Radio vision Territory in 1956 1957 
3,0C0 14,000 97.5 26.2 8 11.7 ae 31 65 24.3 7.7 9.1 98 90 115 Ny Nx 
10 5 5 125 No N 
3,500 75,000 60 000 94.7 27 11.4 13 3.7 37 55.8 17.8 17.6 86.6 48 5.9 98 95.1 150 Ny No 
4,800 47,700 97.6 40.2 149 9.2 3.7 22.6 68.7 14.7 15 82 2.4 49 83.1 835 Yes Ye 
1,500 17,500 22, 000 91 26.7 15.1 13.8 4.2 36.3 63 109 16.9 81.8 29 4 998 965 464 Yes Ye 
60.1 95 vy] 186 1.000 Yes Y« 
200 500 500 90 25 15 15 5 30 60 15 20 10 2 10 99 50 N N 
98 45 17 16 8 24 87 292 N Ne 
6,400 68 ,300 57,600 95 18.3 10.2 17.5 8.1 34 55 9.6 9 80 41 6.1 99.8 92.6 107 Nx Ne 
3 OOO 8 000 98 34 14 13 3 40 55 10 15 88 5 98 90 50 Yes Y« 
95 No N 
1 8¢ 3 AM 6,460 98 30 2 121 Yes Ye: 
1,000 Nx Nx 
97 60 40.5 20 7 43 38 24.7 2 80 515 Y< ¥« 
——— SS a ae ee sininindaan = a 
600 8 000 90 29 9 44 5 95 10 13 15 80 A 98 12 y Ye 
11 006 30,000 290,000 90.5 13.8 ~ 8 6.4 be 45 ] 5.2 81 2.5 9 97 90 2 000 ¥« ¥« 
1,000 4,000 6,000 96 16 10 17 14 30 4 11 94 40 N N 
18,700 92.8 29 15.7 5.7 5.6 5.4 647 No No 
00 4,500 85 40 30 1 5 95 5 80 . 7) 0 80 Y¢ y 
98 80 gy 20 920 50 0 40 97 10 40 100 90 10 N No 
94.4 45/' 27.7 100 Y« Ye 
7,500 98 84 28 27 16 64 1 28 95 98 98 46 No No 
9 Y« Y« 
62,000 96 37 10 10 3 34 61 18 17 89 j 8 97 86 200 Y< Y¢ 
3( 8) 1,500 84 70 30 8 2 925 57 : 7 65 ] ] 18 65 40 IN Ne 
800 28 000 98.3 38.7 31.7 31 2 15.6 14.2 6.5 14.5 17 2.1 2.7 99.5 83.7 599 Y« Y 
94 49 45 15 11 81 6 7 72 3 3 98 48 126 Yes Ye 
400 94 33 26 16 15 15 10 10 3 2 1,050 Ye Ye 
400 », OCO 5,200 95.4 28.2 5.1 94 3.7 28.1 54 98 97 15 3.2 59 99 82 i9 ¥< Y« 
5,000 25,000 95 35 23 17 4 28 61 15 15 90 4 ] 100 96 800 Y« Y< 
Merchandises ranges, water heaters, dryers in rural territory only 
—E — - - = —_ -_ ———ee —— — — = = 
REPORTING UTILITY 
PRESENT SATURATION (PERCENT) PLANS ON _ 
MERCHANDISING 
Food Room Food No. Deslen Did Co Plan 
Waste Tele- Refrig- Water Ait Auto Conv Vacuum Dish Waste Tele Serving Merchandise to in 
Disposers Radio vision erators Range Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners washers Disposers Radio vision Territory in 1956 1957 
9.3 180 No No 
46 14 ] 6.5 960 Y e+ Ye 
500 20 000 35 000 94.5 35.6 20.5 12 47 18.7 Ng 43 4.1 67.5 10 1 1483 434 635 Ne N 
. a a a - ' a 
410 IN No 
100 1,500 97.2 81.5 68.2 20 18 * 80 > 18 8 10 12 10 100 63.8 G4 Ne No 
( 00 13,000 96 91 71 19 30 85 20 16 85 6 3 100 10 92 No N 
16,500 97 83 61 9 95 + 10 , 6 90 115 No No 
0 11,000 20 000 89 1% 5 18 35 45 13 10.7 7 87 14 4 98 80 235 N Ne 
89 13.6 10 25 IN Ne 
| wae 43 000 64,000 89.2 36.7 19.2 88 5.4 21 5 ¢ PF = | 1,250 Ye Y< 
J — = 
17 8 000 93 16.5 2 14.4 16.3 3 2 500 No Ne 
0 650 3,500 84.5 15 4.5 9.5 159 43.2 270 Yes Ves 
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i Watch for two new and brilliant 
small appliances which will soon 
take their place alongside other 


specialties in the Waring family. 


bucdyget-seller, the $8.95 fully-automatic. the $12.95 115-230 volt. the only 


dual voltage quality-built tron made for foreign and domestic travel. See the 


WONDERS of WARING, fourteen star performer designed to sell to dis- 


criminating people, to make your store the showcase for the very finest im 


mall appliance it the Housewares Show. WARING BOOTHS 427, 429. 431 


WARING PRODUCTS CORPORATION 


25 W. 43rd St., New York City 36. Subsidiary of Dynamics Corp. of America 


. 
=... [ 
—s 
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NOs 
from the 
Oat ter-vexems Waleyenercy: 


closeup of the 














jj;imammoth Chicago 

















appliance-TV 


market! 


a dramatic, exclusive 
story jam-packed with 


current selling information! 


Naija wee “3 

















Comprehensive Chicago 


Mid-America’s biggest 


s\elole 


Home appliane® 


market 


KITCHEN RANGES 


TELEVISION sets 


op FREEZERS 


s 
HOME FO 
‘ 


/ 
AiR CONDITIONERS 
/ 














Tribune study profiles 


appliance-I'V market! 


® How many Chicago families 


have bought new appliances and 
TV sets since 1952? 


® How has appliance and TV set 


brand preference shifted in Chicago? 


® Which appliance do most Chicago 


families plan to purchase next? 


® How many Chicago families plan 


to buy a major appliance 


or TV set this year? 


THESE are only a few of the questions you may 
need to answer to meet the selling challenge 
posed by the huge Chicago market. And the 
Chicago Tribune has the facts for you! 

The ‘Tribune’s new study of the Home Appl 
ance Market in Metropolitan Chicago provides 
a veritable treasury of current data. Out of nearly 
},000 interviews it draws a graphic picture of 
conditions today and prospects for tomorrow in 
the major appliance and 'T'V fields 


This report goes far beyond household satura 


tion levels. It details brand standings and recent 
sales trends. It examines source of purchase by 
shopping center and by individual store. It shows 
sales potentials by item and by brand. It analyzes 
prospective purchasers by family income and 
social class. 

The ‘Tribune Home Appliance Market study 
offers real help you can put to work right now 
to bring your 1957 Chicago sales plans into 
sharp focus. Ask a ‘Tribune representative to go 


over the story with you today. 
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The Tribune is Chicago’s 
No. 1 Appliance Guide! 


Tops with appliance buyers! 












lhe hicayvyo ‘Tribune study of Metro ' 
Tribune 
politan Chicago Home Appliance 57.5% 
Market provides new evidence of Trib 
une ale powell 
When isked whi hy Chicago news Sun-Times 
, “' the 17.6% ‘Tabulation of answers to 
papel wy considered most useful in oW : 
ae question, ““Which Chicago 
buying appliance 7.5% of the study newspaper do you think is 
spondent named the Tribune. The News most useful to someone 
P : buying new appliance?” 
chose the ‘Tribune over the second Chi 14.8% Source: Home Appliance 
Cayo newspapel by a margin of more Market in Metropolitan 


than three 


‘he 
tion 


held for 


Pribune 


whi hy 


to one 


American 


8.4% 


Note 





Chicago, 


Chicago Tribune 


Tabulation does not total 
100%. 1 


% of respondents tn 


ficated no preference 


Tops with appliance advertisers, too! 


study 


long time 


applane c 


Tribune 


62.8% 


reinforces a convu 


idvertisers have 








Since 1950, general advertisers of 
News 
housing equipment and supplies and 
19.7% 
radio and television sets have placed 
more lines of advertising in the Chicago 
ribune than in any other newspaper Sun-Times 
in the nation 8.9% Percentage of expenditures 
: of general advertisers of 
In Chicago, these same advertise) 
jousing equipment & sup 
place far more of thei advertising lin American plies and radio & televisior 
ets place n “ach Chicago 
age and expenditures in the Tribune 8.6% ere ee 
newspaper, first 10 month 
than in any other Chicago newspape) 6 








THE WORLD‘S G ALES1 NEWSPAPER 
Chicage New York City Detroit San Francisco Les Angeles 
W. H. Hottendort E P. Struhsacker WE. Botes Fitzpatrick Associates Fitzpatrick Associates 
333 Tribune Towe 220 ©. 42nd St Penobscot Bidg 55 Montgomery St 3460 Wilshire Bivd 
\Uperior 7-0100 MUrray Hill 2-303 WOodward 2-842? »Artield 7946 DUnkirte 5.3557 
MEMBER. FIRST 3 MARKETS GROUP, METRO SUNDAY MAGATINE NETWORK AND 


Booming Chicago can produce more sales and profits for you in 19 
Get the up-to-date story of this great market and its most produ 
tive newspaper from your nearest ‘Tribune representative 


Chicago Cribune 


METRO COMICS MAGATINE NETWORK 


JANUARY 1eS7 
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Motor Rebuilder Praises 
KLIXON Protectors for Protecting 
Motors From Burnouts 


HUNTINGTON, N. Y.: Mr. Edward S. Dole of Rex Electric Motors 
is in a position to know how Klixon Protectors save motors from 


burnouts. He writes: 


‘I have seen so many specific cases where Klixon Protectors sav ed 
the motor from a burnout that I know they can be depended on to 


give reliable protection.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, aré 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pa 

you well to ask for equipment wit 

KLIXON Protectors. 


WRITE FOR THE NEW FREE INFORMATIVE 
BOOKLET, ‘THE STORY OF THE SPENCER DISC” 





Manual 
Reset 





Automauc 
Reset 


LIXON 


METALS & CONTROLS CORPORATION 
SPENCER THERMOSTAT DIVISION 
2501 FOREST STREET, ATTLEBORO, MASS. 
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The Far West 





per home averages $11.24, sales 
mounted to $234,500 and were up 
1+.4 percent on a unit basis ovet 


1955 Percent of customers buy 
ing was 1.03 and $2.18 pel hom«e 
vas spent on the average Alaska 


now reports a saturation of 8.7 pet 
cent, which is 2.9 above last vear’s 
figure. Investment per home aver 
iges $18.44; expenditure per hom« 

60, and 2.64 percent of custom 
ers bought this appliance, ‘This was 
one of the few items on the elec 
trical list which this year sold at 
i higher level in British Columbia 
than in 1955. Sales here amounted 
to about $1,179,600 and were 25.4 
1.5 percent of 
customers bought dryers. Satura 
tion level in this Canadian province 
tands at 4.6 percent, up 1.6 per 


percent ibove 1955 


cent over last year 
Vacuum Cleaners Do Well 


Vacuum cleaner § 
up by about 37 
West as a whole, 
vell im the 


iles are reported 
5 percent in the 
doing particular 
Intermountain area 


oie} 


Unit sales were about 2,593 on 
the Coast, which was 8.2 percent 
ibove the 1955 hgure; 72,839 in 
the Intermountain states, 78.2 per 


Washington, 
Idaho and Nevada sales were re 


cent up Oregon, 
ported lower than last year, as wer 
figures from Hawai and British 
Columbia. ‘Total dollar volume for 
the Coast was about $30,552,600 


for the Intermountain area $5,251, 
OOU 

Saturation average for the West 
this year is given at $1 percent 


which means that the average home 
has an investment of $66.42 in thi 
ipphance. ‘The figure is consider 
ibly above that given in 1955, un 
doubtedly revised in the interest of 


ICCUTACY 
Dishwasher Sales Up 50 Percent 


Dishwasher sales for the eleven 


Western states this year reached a 


figure of 73,987, which was 49 
percent above that reported last 
ear. Dollar volume came to about 


2,187,100, of which $18,221,400 
counted for by the Pacify 
Coast and $3,965,700 in the Inter 
mountain area 


Va i 


This meant an ay 
crage expenditure per western home 
of $3.12 Best job of selling i 
reported from Nevada and Califor 
nia, where both increase over last 


years sales and expenditure per 
home were far above the average 
California business was up by 74 
percent, 1.45 percent of all custom 


ers buying, with an average of $4.35 
pent per home In Nevada 1.95 
percent of the added thi 
ipphiance represent 
93 percent of the dealer's dollar 
volume 
Best selling job in the past ha: 


homes 
Dryers now 


CONTINUED FROM PAGE 


L838 —————"": 


Nevada 
which reports a saturation of 19 

percent and in Arizona, where 11.4 
percent of the homes have dish 
washers. ‘The average for the West 
is 6.3 percent, up 0.6 percent ovei 


been done in southern 


last year [his means an average 
investment of $15.90 per ‘home 
Over 6,637,000 still remain to be 
sold in the West 

In Hawai, wher ituration | 
given as 5.6 percent iles this year 
amount to about $257,700, 20 per 
cent above last year in units sold 
Average investment per home here 
is $16.80, average expenditure thi 
year $2.40, 0.8 percent of customer 
Alaska, where there wer 
reported last year 


buying 
only token sales 
reached the respectable total of an 
iverage $3.48 spent per home. Sat 
uration is reported at 5.2 percent 
up 3 percent Ovel 955 Dish 
washer sales in this northern terri 
tory represent 4.01 percent of thy 


dealer's busines 


Food Waste Units Do Even Better 


In dollar volume dishwasher and 
food waste unit sales are not far 
ipart, but because of the difference 
in price, this means an even better 
iles job this year for the food 
waste unit Some 200.961 wer 
sold in the West, amounting to 
$22,263,000, of which nearly 90 
percent wa 
Coast, better than 80 percent of 
the total being sold in Cahfornia 


iccounted for on the 


lone, where business in this appli 
ince more than doubled last year’s 
Votal for the 
tain states was 22,345 units, up 
0.4 percent. Gain for the West 
is a whole was 176 percent 
Saturation of food waste unit 
now stands at 9.1 percent for the 
West Highest state is Nevada 
Arizona and California are next 


vith 11.4 and 11 


\verage investment per 


figures Intermoun 


r pectivel 
home | 
510.01, average expenditure $3.1] 
of which practically none is replace 
ment busine Percent of custom 
ers buying averaged 2.83 in the 


West 


cent of customer 


California reports 4.2. per 
buying. Montana 
Colorado and Nevada’ were il] 
ibove average in this re pect Whi 
ear food waste 

percent of the dealer's busi 
rn About 6,442,800 homes r 
old in the eleven West 


units account for 


main to be 
ern states 
Hawaii reports a 
».1 percent for thi 
cent of customer 


ituration of 
ippliance Per 
buying was 1.0 
ind average expenditure per hom 
$1.13 suSINess was 6 percent 


Alaska tripled it 


sales of this equipment, 0.97 per 


ibove last year 


cent of customers buying, bringing 
the saturation to percent In 
British Columbia very little interest 
is shown in this ippliance as yet 
(Continued on page 266 
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Electrical Appliance Market Data by Regions continued 


WEST NORTH 


No. of Customers 


1956 SALES OF ELECTRICAL APPLIANCES (UNITS) 














(Domestic) 
Dec. 31 Dec. 31 Average Room 
CENTRAL 1956 1955 KW-Hour Retrig- Wate Alr Auto. Conv. Vecuum Dish- 
(Estimated) (Actual) . eretors Renges Hesters Freezers Condit. Washers Washers ironers Dryers Cleaners washers 
Consumption 
MINNESOTA 
Otter Tail Power Co 70,300 69 677 2,950 
Minnesota Power & Light Co 54,175 53,367 3,390 4,532 3046 1,938 1,615 3466 2,481 7s S38 t201 155 
Northern States Power Co. & Subs 
Cos 528 000 513,506 2,950 50,000 18,000 10,000 15,000 13,000 20000 10,000 5,000 15,000 15,000 5,000 
Montana-Dakota Utilities Co 55,245 54,345 | 3,000 2000 1400 750 90 500 1,200 300 . 1,200 700 200 
IOWA 
lowa-Illinois Gas & Electric Co 89,025 87,456 2,401 
lowa Power & Light Co 136,000 134,602 2,450 
lowa Southern Utilities Co 63,800 63,490 2,250 3,888 990 744 1,026 200 800 520 648 800 160 
Interstate Power Co 69,150 67,950 2,939 3,500 2,200 2,800 2,400 2,000 2,200 3,200 100 
lowa Public Service Co 100 815 100,512 2,400 5,000 1,450 950 3,000 2,200 1,000 
lowa Electric Light & Power Co 117,395 115,452] 2,511 8,000 9,000 850 1,000 5,000 7,000 4000 300 3,200 2,500 500 
MISSOURI 
Missouri Power & Light Co 53,070 52,171 3,200 1,500 900 1,600 4,000 2,000 8,000 300 1,500 2,000 200 
Kansas City Power & Light Co 236,000 230,400] 2,500 30,000 7,000 200 7,000 12,000 15,000 4500 350 6,000 1,500 
Rolle Municipal Utilities 2,590 2,552 2,714 
St. Joseph Light & Power Co 33,870 33,138 2,360 2,400 1,200 250 600 750 900 7150 200 700 1,100 10 
Union Electric Co 509,900 498,131 2,978 42,800 15,40C 6,100 10,500 32,000 19,600 11,950 14,900 4,900 
City Utilities of Springfield 29,500 28,333 2,200 
Empire District Electric Co 55,400 54,447 2,022 268 230 
Board of Public Works 4,196 4,107 2,100 
NORTH DAKOTA 
Sheyeun Valley Electric Coop., Inc 2,398 2A26 40 50 50 10 25 15 
Wild Rice Electric Coop., Inc 4,960 4,800 2,748 - ‘ 
Beltrami Electric Coop., Inc 4,335 4,166 250 150 150 75 10 100 200 12 100 50 12 
P_K.M. Electric Coop., Inc 3,339 3,339 3,444 30 130 124 136 8 45 28 30 153 150 22 
Clearwater-Polk Electric 1,910 1,887 2,580 150 50 30 100 0 20 200 0 50 50 5 
Nodak Rural Electric Coop., In 8 920 8,720 1,800 
SOUTH DAKOTA 
Northwestern Public Service Co 29,200 29,000 3,200 2,000 1,500 1,500 750 900 =: 1,200 600 500 1,000 1,500 200 
Black Hills Power & Light Co 21,640 20,949 2,850 900 750 250 450 150 950 150 75 750 400 150 
NEBRASKA 
Omaha Public Power District 99,800 96,200 3,500 5600 4100 100 1,400 6600 5,100 3,000 2,400 300 
Consumers Public Power District 94,000 92,394 2,850 
KANSAS 
Kansas Power & Light Co 132,500 129,795 2,377 9,800 4,600 375 3,200 7,400 11,500 3,600 4,200 
Kansas City Bd. of Public Utilities 37,000 36,387 2,300 250 25 
Western Light & Telephone Co., In 35,350 34,897 1,500 1,000 300 1,000 2,000 1,500 300 100 1,000 1,000 150 
Kansas Gas & Electric Co 129,000 125,213 2,911 8,700 4,300 500 3,000 7,900 11,000 2,000 270 4,000 480 
" md only 1.9 percent combination depending on whether or not com eight months in the Los Ange! 
The Far West: consoles panies report multiple ownership irea was either a portable or a 17 
On the Pacific Coast sales for in one home. ‘This is a fair indi inch model in the regular line, On 
continued 1956 were about 567,082 sets, up ition of the fact that there is no the other hand, there was a re 
| percent over a year ago; some real saturation point for any ipphi ported total of 3,810 color set 
125,896 sets were sold in the Inter ince. When practically every home owned in the Los Angeles signal 
ituration being less than one pet mountain area (52.8 percent up), has a radio, the customers simpls irea, of which 283 were sold in the 
cent, and sales not more than $.10 bringing the total to 692,978, an keep on buying Average invest month of August. 
per home. Unit sales reported wer increase of 21.3 percent over 1955 ment per home in terms of the l'otal number of sets sold in th 
+ percent below those of last sales. Highest percentage of cu value of last year’s unit sales is West in 1956 was 881,086, of 
year tomers buying was in New Mexico, $33.18. Practically all sales wer which 676,247 were bought on th 
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Coast, 204,839 in the Intermoun 
tain territory. Nevada was the only 
state not reporting an increase ove! 
1955 business. Percent of western 
customers buving was 12.43, aver 
age expenditure per home $24.5¢ 
Highest individual level of buying 
was in New Mexico, where $35.60 
was spent per home and in Idaho 
where this figure was $39.84. Or 
gon was not far behind with 
average expenditure per home of 
$32.84. 
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PRESENT SATURATION (PERCENT) PLA N 
MERCHANDISING 
Food Room Food No. Desless Did Co Plen 
Waste Tele- Retrig- Weter Air Auto. Conv. Vecuum  Dish- Waste Tele- Serving Merchandise to in 
Disposers Radio vision erators Ranges Heeters Freezers Condit. Washers Weshers lroners Dryers Cleaners washers Disposers Redio vision Territory in 1956 861957 
90 45 33 15 8 1,000 Yes* Yes* 
190 8,540 92 44 30 10 20 719 9 8 62 6 2.2 50 300 Yes Yes 
5,000 25,000 30,000 92 24 22 14 3 17 80 13 13 79 3 3 100 69 1,000 Yes Yes 
100 90 48 27 19 3 40 49 16 84 2 Yes Yes 
9s 12 4 16 15 40 50 12 10 90 5 5 100 + 90 250 Yes Yes 
93 25 11 15 8 38 62 5 18 91 2 3 100 85 200 Yes Yes 
100 3,500 11,000 94.2 25.3 21.4 17.2 7 16.7 73.9 5.8 80 1.8 4 100+ 68 400 Yes Yes 
300 5,000 97 30 36 22 20 13 3 98 70 500 Yes Yes 
Be No No 
500 4,800 99 27.1 38.7 25.9 6.8 27.3 73 9 17.1 19.9 2 44 98 842 1,000 Yes Yes 
250 3,500 5,000 92 31 16.5 18.5 24 35 50 17 5 80 2 2.5 98 80 250 Yes Yes 
3,000 97 27 6 15 29 36 72 11 11 90 15 25 95 90 250 Yes No 
No No 
70 1,500 4,000 90 18 9 12 9 25 65 5 6 75 1 1 95 60 125 Yes Yes 
4,800 119,700 94 26 9.5 14 27.3 33 59 12 6 21 85 1,200 No No 
60 No No 
93 20.5 12 11.5 7.5 2 2.5 60 320 Yes 
90 70 25 25 30 25 70 25 40 80 20 10 90 50 15 No No 
75 90 49 34 35 75 33 15 2 51 26 No No 
plete 90 30 40 40 1 15 80 20 15 30 10 10 100 60 20 No No 
12 200 150 68 36 22 21 1 10 90 5 10 1 1 63 5 30 No No 
15 100 185 95.3 49.6 43.8 45.1 0 43.5 93.1 1 19.3 75 32.5 98 445 45 No No 
2 100 300 85 25 15 35 0 1 90 1 5 40 1 0 95 35 5 No No 
95 50 40 30 i 10 85 15 20 80 3 2 99 70 No No 
250 2,000 15,000 96 48 37 16 3 35 60 20 10 93 2 5 96 70 165 Yes Yes 
100 850 2,000 91 47 19 9 2 22 60 7 9 88 3 2 98 40 19 Yes Yes 
300 5500 8,400] 75 31.2 142 147 144 27.3 19.4 21 26 1004 110 No No 
92 47 8 9 11 14 82 6 14 71 6 8 95 14 600 Yes Yes 
18,000 96 26.4 5.3 12.9 21.3 37.7 52.1 8.8 16.8 485 Yes Yes 
99 15 3 , 20 10 80 2 90 1 2 100+ 80 50 No No 
200 94 29 9.5 30 25 35 60 6.5 18 90 10 12 210 No No 
880 18,000 95 24 4 22 26 46 37 14 15 80 6 12 98 80 160 No No 
* Through sales companies ADDITIONAL CHARTS ON PAGE 268 
ific Coast is now given at 75 Hawaii sold 12,085 sets in 1955 the expenditure per home averaged home building program, providing 
for the Intermountain area at 64.2 in increase of 15.9 percent over 529.58. ‘Total sales amounted to i market for all appliances In 
ind for the West as a whole at 1955 business Total dollar vol about $9,144,400 in terms of U.S creasing emphasis on industry 
Teer Ihe increase over last year’s ume was about $2,417,000. Satu prices, or a total of 45,772 TV which now ably supports agri 
percentages is between three and ration rose from 58 percent last cts culture and mining as a source of 
five in each case. In all probability year to 70.8 in 1956. Investment I'V easily remains at the top of revenue, adds stability to the pi 
the gain made during the year i per home stands at $141.60 and the list in terms of its importance ture. Better than average incomes 
even greater, as 1955 figures still iverage expenditure per home wa in dealer sales, accounting - 20.35 till prevail on the Coast and 
included numerous areas where no $22.50. ‘There was little replace percent of the total. ‘This pro savings are high 
report was given because very few ment selling. Alaska, which last portion is slightly greater in Idaho, 
ets were owned. There still are year had only a 4.4 percent satura New Mexico and Alaska, and i Good Times Ahead 
one or two smal] companies in Ne tion, now reports ‘TV sets in 33.2 lower in southern Nevada In 
vada where no sets are owned o1 percent of its homes. From token British Columbia alone, TV sets ‘There are many factors which 
sold. Although the Montana sat ales in 1955, the total in 1956 made up 31.49 percent of the total could pare this prospect downward 
uration figure is low at 16.9 percent, reached 1,742 in the _ territories in the area most of them national or inter 
it must be remembered that re reporting. Purchases were made : national in character, affecting the 
ports are primarily from rural areas by 9.62 percent of the customer Preepertty Aboud country as a whole. How much 
Average investment per western and average expenditure per home No definite estimates of busi tighter credit will affect install 
home for T'V sets stands at $145.40, was $19.24. Although British ness for the coming year have been ment buying it is difheult to pre 
ind already some percentage of th Columbia business was off by 39.7 made as yet, but there is a general dict But short of a major cata 
et old represent replacement percent from its phenomenal 1955 feeling that prosperity is to con clysm in international affairs, it 
Some 5,151,166 homes of the figure, it still averaged higher than tinue. There seem to be no signs would appear that there is a pro 
West now own TV sets, while | the States to the south in individ of an abatement in the migration longed period of good times ahead 
135,960 nain to be sold in the ual purchases, About 14.79 per- toward the West, which in itself for all appliances 
rea ent of customers bought sets and vill insure a continuance of th Iend 
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Electrical Appliance Market Data by Regions (continued) 


No. of Customers 





























MOUNTAIN (Domestic) 1956 SALES OF ELECTRICAL APPLIANCES (UNITS) 
Dec. 31 Dec. 31 Average Room 
(Esimeted (Actual KW-Hour | Oe an a « Condit. Wonen Wanen | Dr } 
} uel) - e ges er eerers onait. asners ashers roners yer eaners washers 
Consumption 
ARIZONA 
Arizona Public Service C« 122, 000 114,306 2,950 11,000 2,000 900 2,500 5,000 8,500 4,000 750 1,500 750 
Mesa Municipal Dept 4 400 4034 2,700 400 50 10 50 200 200 50 100 50 175 200 
Tucson Gas, Electric | ght & Power 
Cr 4,288 50,322 2 460 2,600 950 250 550 300 2,850 950 125 150 1,000 300 
ulphu Sprir Valley Electric 
( oof Inc 4,000 4,400 1 600 
Salt River Power District 47,000 43,492 3650 2,500 900 200 1,200 1,500 2,000 300 50 150 1,000 300 
COLORADO 
(olorado Spring Dept. of Pub 
Utilities 29,500 25,840 2,300 
Loveland Electrical Dept 1500 1309 1,950 100 25 25 15 10 25 10 10 30 1( 
Southeast Colorado Power Ass'n 5,000 5,000 2,000 
Yampa Valley Electric Ass'n, Inc 2,375 2,321 2,700 100 50 50 100 15 25 10 100 60 25 
Public Service Co. of Colorade 949,137 236,612 2,220 27,000 12,200 4,000 6000 4000 29,000 8000 1,000 12,600 2,000 
Powder Valley REA, Inc 1,760 +598 4,560 
Irinidad Municipal Power 3,300 3,240 2,330 
Hlome Liaht & Power Ce 11,500 10,916 3,835 
Union Rural Electric Assn., Inc 3,900 3,700 4,080 60 30 10 40 10 30 50 20 20 50 10 
Mountain View Electric Assn.. Inc 43550 4493 6.144 12 35 30 20 3 30 6 1 
Fort Collins Light & Power Dept 6,890 6,320 1,320 100 400 150 300 300 300 500 100 400 800 200 
( colorado Central Power Co 23,000 20,902 2,400 350 300 5 150 50 450 200 250 
Lamar Light & Power 2,465 2,454 2 400 65 40 27 40 32 60 10 15 30 200 5 
IDAHO 
Idaho Powe: ‘ 105,000 104,468 6,500 8,000 8,000 7,500 4,500 400 8,400 1,000 500 3,500 2,000 500 
City of Weisir 1,750 1,688 6,036 
Northern Lights, In 3,025 2,904 4,500 715 125 15 100 0 15 10 0 75 25 10 
Clearwater Power ( 4020 1,960 7,200 100 200 300 200 50 150 25 5 250 500 10 
City of Burley 1,960 1,947 5,800 
MONTANA 
Hill County Electric Coop., In 1,950 1,915 7,500 
Marias River Electric ¢ oop 9070 9005 4053 
Vigilante Electric Coop., Inc 9715 943 5 640 44 95 12 24 44 15 24 95 24 
Montana Power Co 120,800 117,332 3,450 8 400 8,300 2,000 2650 450 12,000 350 10,000 4,200 
Heartooth f lectric Coc p Inve 1,800 1,764 4.200 
Ferqus Electric Coop., Inc 2,690 2,645 7,200 31 145 196 319 0 50 275 20 50 600 10 
Sheridan County Electric Coop., Inc 1,970 1,910 4,000 150 80 15 50 100 100 20 30 80 30 30 
Yellowstone Valley Electric Coop 
Inve AIB(LY) 2,418 5,340 
NEVADA 
Caliente Public Utilitie 105 305 9,000 20 20 20 5 10 40 10 10 50 5 
Ely Lieaht & Power Co 1,800 1,695 1,680 
Sierra Pacific Power Co 28,720 27,540 4,500 3,000 1,545 1,022 410 
Truckee-Carson Irrigation District 1,490 1419 5,420 
Southern Nevada Power Co 93000 91,765 10,000 625 450 500 30 425 650 10 350 150 450 450 
Elko Lamoille Power Co 2.100 2026 2 400 
Mineral County Power System 1,150 1,178 3,000 
——— — ————_——$ EEE — 
NEW MEXICO 
Public Service Co. of New Mexi 12,197 68 338 2,100 » , BOO 2,100 350 2,200 5,500 1,500 900 1,000 375 
Roosevelt Ce unty Electric Coop 1812 1822 4 260 300 16 70 170 25 320 125 4 65 125 10 
Otero County Electric Coop., In 1,800 1,500 2,220 100 50 50 100 25 50 10 50 20 10 
Southwestern Public Service Co 11,912 10 685 1135 1,237 3446 1,127 495 3,245 1,210 203 880 144 
New Mexico Electric Service 8,456 1,862 2417 700 210 10 520 200 800 220 25 100 800 43 
Jemez Mountains Electric ¢ oop., Inc 5 900 5 596 1,620 
Basin Light & Power C ) 000 4,457 2,050 
Raton Public Service ¢ » A455 » 450 3,300 40 80 
UTAH 
Heber Light & Power Plant 1,310(LY) 1,310 6,200 
Helper City Light & Power 1.045 1,025 6,000 20 25 20 10 10 25 5 10 15 15 10 
outhern Utah Power ( 1,780 3,731 4 400 
Telluride Power C« 1,452 1,596 4,200 250 350 300 150 300 100 50 100 
Bountiful City Electric Light & Powe: + 566 1166 3641 
Utah Power & Light ¢ 178,886 174,778 3,867 12,400 10,700 4000 4,800 500 15,000 4,500 2,500 7,000 18,000 1,500 
Provo City Power, Dept of Utilities 1,687 7,702 2,947 631 529 84 154 19 870 165 258 395 572 63 
Payson Municipal System 1,250 1,200 2,700 25 10 3 6 13 20 70 3 15 25 5 
St. George ity Utility Commis n 1.400 1350 5,000 
Uintah Power & Light ¢ 1,027 1.055 6,000 50 25 30 15 20 50 30 15 20 é 
WYOMING 
Lower Valley Power & Light, In +100 2,850 4,080 30 20 20 20 15 10 10 15 15 10 
Powell Municipal Distributing Line 1,260 1,208 1,584 48 12 18 2 62 25 23 41 2 
Rawlins Electric C 2,476 2,452 1,691 90 90 5 18 3 108 50 10 72 10 
Cheyenne Light, Fuel & Power ‘ 13,585 13,045 3,430 500 400 50 400 175 1,000 750 75 700 400 100 
Montana Dakota Utilities C 329 5,319 2,327 320 290 28 120 28 160 30 8 90 90 15 
New Mexico Area Only LY 1955 FIGURES As of 10-1-56 
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PRESENT SATURATION (PERCENT) 


REPORTING UTILITY 
PLANS ON 
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Food 

















Room Food No, Dealers Did Co Plan 
Waste Tele- Retrig- Water Air Auto Cony Vecuum Dish- Waste Tele Serving Merchandive to in 
Disposers Radio vision eretors Renges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners washers Disposers Radio vision Territory in 1956 8 8=61957 
750 9,000 13,000 93 18 12 15 8 50 45 12 12 12 98 77 450 No No 
100 300 400 90 10 5 20 20 70 25 20 15 60 30 30 100 75 40 No No 
200 2,850 5,000 90 7 3 3 3 98 65 60 No No 
i . cicale 1 No No 
300 3,600 — 4000 | 985 21 a” ee 7 50 35 10 5 70 8 4 98 90 200 No No 
, . 50 No No 
25 60 75 | 100 60 49 20 2 60 40 5 5 100 5 5 100 60 7 No No 
90 15 11 50 12 Yes Yes 
25 200 50 98 40 20 25 15 35 1 15 85 1 1 99 2 15 No No 
6,000 30,000 94 15 9 18 5 11 14 72 7 7 5 16 475 Yes Yes 
100 No No 
12 No No 
No No 
10 100 50 80 30 30 20 1 10 88 10 3 60 2 2 100 40 10 No No 
6 50 97 26 40 27 1 10 23 2 2 60 96 30 3 No No 
200 500 600 70 25 10 15 5 20 80 10 15 70 10 5 80 60 25 No No 
98 29 10.5 12 8 No No 
15 234 100 | 97 30 15 35 2 a: 50 10 10 75 5 3 97 12 15 No No 
500 5,000 22,000 98 82 19 32 3 37 58 22 28 5 5 3 99 55 600 Yes? Yes 
300 80 75 60 35 50 80 75 10 10 4 No No 
6 50 75 95 45 35 50 0 20 65 0 20 20 3 95 30 40 No No 
10 500 300 90 80 80 25 5 30 70 5 35 75 5 5 100 90° 150 No No 
979 87.1 6.56 279 . | ee, 14.3 13.4 oe a: 98 42.5 20 No No 
99 80 50 70 2 40 5 5 60 85 10 5 100 5 50 No No 
95 20 20 20 5 10 90 9 10 95 5 5 95 10 25 No No 
30 32 97 63 52 43 21 1 10 64 11 14 51 9 4 78 10 25 No No 
12,500 16,500 540 No No 
70 50 40 30 10 80 10 10 100 100 4 30 50 No No 
10 450 50 | 1004 80 73 85 ot 5 95 18 16 90 5 5 100 15 80 No No 
60 60 300 85 20 40 15 10 25 715 20 40 85 15 10 95 30 11 No No 
30 No No 
) 50 0 90 90 90 25 1 90 5 5 15 1 75 0 2 No No 
O 0 18 No No 
92 55 47 97 No No 
11 No No 
900 375 600 95 80 15 20 15 60 40 10 10 90 20 40 95 15 16 No No 
B(LY) No No 
8(LY) No No 
400 11,500 85 No No 
10 50 275 14 No No 
20 100 8° 20 30 40 50 60 1 3 60 1 90 10 15 No No 
100 6,105 60 No No 
50 2 000 1,700 9! 20 } 28 6 35 25 5 8 68 10 10 99 45 33 No No 
J0(LY) No No 
11(LY) No No 
250 | 48 47 _ . eee cr ere el lea 95 10 No No 
15 No No 

10 10 20 98 60 40 10 5 50 80 20 10 90 10 10 100 90 6 No 
90 15 1 10 30 60 ; 1 65 90 2 20 No No 
92 13 55 20 0 No No 
12 No No 
2,500 15,000 18, 000 91 51 30 16 35 58 10 14 85 3 j 99 #0 100 No No 
93 1,128 1,047 96 84 16 33 5 44 60 13 97 4 4 99 88 17 No No 
10 20 25 80 60 10 20 10 10 70 2 12 10 3 2 80 60 4 No No 
95 90 15 40 3 50 95 25 10 95 3 3 90 j0 12 No No 
! 15 ik — a a a a ee Pe ee ee 12___No__No 
10 15 100 84 61 63 35 28 69 8 12 84 9 6 100 40 5 No No 
6 48 15 19 No No 
5 60 40 90 20 2 40 60 5 20 90 5 2 90 40 15 Yes Yes 
100 1,500 1,200 95 35 1 22 2 50 40 30 40 92 4 2 98 15 25 Yes Yes 
140 _350| 98 50 1 15 3 8 15 80 2 2 100 4 24 Yes _—Yes 
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THEY’RE BUYING 





MODEL 92 
WASHER 


ABC Custom Deluxe ABC-0-Matic Washer 


featuring new Two-Speed, Two-Cycle Washing 
with choice of 3 wash water temperatures 
SEE YOUR @ CENTRA-FLEX WASHING ACTION 
ABC DISTRIBUTOR @ SHAMPOO PRE-WASHING ACTION 
@ TRUE OVERFLOW RINSE 
@ SPIN-AIRE DAMP DRYING 
@ GEARLESS TRANSMISSION 


Sw 
TCH TO THE PROFIT TRACK 
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ABC 


T REAGONS?! 


There’s reason after reason after reason—a ABC gives you smartly designed models... 
carload of ’em—why you should hook up with gives you harmonious decorator colors that 
ABC, Stop, look, and listen! ABC gives you a please your style-conscious customers. Yes, 
fatter profit on every model in its bright 1957 ABC’s got everything—a big, bulging car- 

















line...offers you a dealer-minded price setup. load of everything you need to make your 
ABC brings you far more new, exciting demon- ABC line the most pointed-to, talked-about, 
stration features—backs you up with a respec- looked-at, asked-for line in the industry to- 





ted name in the home laundry appliance field. day. Ask your distributor to prove it! 













Oe) ©) 5 Ge 


ALTORFER BROS. COMPANY 

ABC Custom Deluxe Jet-Aire Dryer PEORIA, ILLINOIS 
featuring new Air Only Fluff-Drying 

@ ONE EVEN HEAT 
INTERIOR LIGHT 
2-WAY VENTING 
PERFORATED PORCELAIN DRUM 
AUTOMATIC SAFETY DOOR 
EASY-ACCESS SERVICE LID 


~ AND GO PLACES W 
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Electrical Appliance Market Data by Regions (Continued 





No. of Customers 1956 SALES OF ELECTRICAL APPLIANCES (UNITS) 
PACIFIC (Domestic) 
Dec, 31, Dec, 31, Average Room 
1956 1955 KW-Hour Retrig- W eter Alt Auto. Conv. Vecuum Dish- 
(Estimated) (Actual) Consumption eretors Renges Heaters Freezers Condit Washers Washers tlronern Dryers Cleaners washers 
CALIFORNIA 
Alameda Bureau of Electricity 13,650 13.451 2 900 450 290 5 50 350 100 100 140 250 35 
Pasadena Light & Power Dept 41,224 40,876 9 248 680 63 
Modesto Irrigation District 21,800 20,919 500 
Pacific Gas & Electric Co 1,426,000 1,369,360 9 156 90,000 45,000 9600 18000 7,000 + 124000 -- 50,000 21,000 
Sen Diego Gas & Electric Co 219,962 209,003 9 674 19,000 5,000 3,750 5,500 2,750 21,000 6,000 750 2,500 19,000 2,000 
Jurbank Public Service Dept 30,525 30,300 9 130 250 200 20 15 300 325 75 175 30 
California Electric Power C« 71,000 66 610 9 400 2 600 650 400 200 2,000 3,500 1,000 50 500 
lurlock Inigation District 16,422 15974] 4985 
City of Riverside, Public Utilitie 22,167 20,026 9 304 1,291 27 
City of L.A. Dept. of Water & Power 102,000 679 000 91 50 46,600 6,600 1,700 3,800 3,400 33,300 3 400 7,700 
Southern California Edison ¢ 1,178,000 1,111,570 91 13 106,000 19,500 4,500 29,000 10,000 155,000 17,000 1,200 20,000 90,000 18,000 
California-Pacific Utilities Co 23,109 22,066 5 600 1042 1,005 695 552 150 1,500 850 420 760 2,100 260 
Imperial Irrigation District 21,700 21,257 5 600 1 800 400 200 220 2,500 1,500 700 50 100 
Glendale Public Service Dept 41,100 40,393 1 900 600 
Palo Alto Municipal Elec. Utility 13,368 12,697 9 600 
Sacramento Municipal Utility District 111,000 104,575 3 000 10892 6359 1,357 2,111 2900 12175 1,791 7,980 2,208 
Anaheim Liaht & Power Dept 13,171 8113 1 200 
OREGON 
Lane County Electric Coop, In 4,715 4.109 9.060 150 100 150 20 10 50 20 100 40 10 
The California-Oreqon Power Co 12,000 69,510 8 350 3,500 3 400 3400 2,500 4,300 700 3 600 700 
Eugene Water & Electric Board 22 000 21,396 9.000 
Tillamook P. U. D 2,230 2,170 16 200 80 50 100 30 110 25 10 110 75 10 
Pacific Power & Liaht Co 206 592 203 034 6 489 25,173 26400 12,470 11,861 1,699 36,246 8,790 1,378 25,922 2,468 
Central Lincoln P. U. D 9,500 9107 95 16 
Portland General Electric ( 209 250 903,749 8 050 17,500 17,000 12000 8,300 50 19,500 3000 1,450 16,500 12,500 
WASHINGTON 
Jenton Rural Electric Assn 1100 9970 9 600 60 85 85 100 20 80 30 10 10 60 10 
Clark County P.U. D. No. 1 27,850 27,362 9000 1.500 1.500 1,500 500 50 1 000 200 200 1,000 100 150 
Franklin County P. U. D 5 400 5 160 9 000 
Lewis County P.U.D. No. 1 10.5925 10 494 1 400 
Okanogan County P.U. D. No. 1 6 800 6576 1.200 500 100 60 50 50 50 150 100 100 200 5 
Washinaton Water Power C« 122,789 117,497 1900 10.000 9,500 9000 5000 250 9,700 3,500 500 9,000 9,200 1,250 
Grays Harbor P. U. D. No. 1 17,429 17,088 1,800 
Port Angeles City Light 4,720 4650 8543 
Pacific County P, U. D. No. 2 6.131 5 816 9 489 150 190 935 65 0 400 80 50 300 100 50 
Snohomish County P. U. D. No. 1 49 850 47,219 8 090 +000 3 000 1000 800 10 1,800 400 200 1,000 2,500 1,500 
Inland Power & Light Ce 5 426 5 311 10.390 
Tacoma City Light 53,060 12,612 9,120 5,908 1920 2,970 1,485 2,672 1,298 4,659 
Mason Co. P. U. DD. No. 3 5,300 5 000 1.900 100 100 100 50 50 10 
Puget Sound Power & Light ( 173,000 168,705 1.100 4,000 5500 2900 1,700 ‘ 4,150 > 15 2,800 1,150 
Chelan County P. UU. D. No. 1 13,900 13.723 143 197 819 301 26 841 138 14 365 273 114 
Seattle City Light 197,700 195,876 8 040 15,000 12,000 5,000 20,000 13,000 
Cowlitz County P. UD. No. 1 20 000 19 610 19 000 1 960 1550 550 630 20 1650 90 10 1,825 575 105 
Grant County P_ UD. No. 2 11.900 10.525 13.900 
ALASKA 
City of Anchorage Muni ipal Lieht 
& Power 6.170 , 934 9 940 
Fairbanks Municipal Utilitie » 500 5 400 9 450 
Matanuska Electric Assn 1.350 1930 5 040 100 50 100 50 100 20 5 50 50 30 
Ketchikan Public Utilitie 2 700 9 625 5 800 90 90 15 40 60 30 } 60 80 5 
Alaska Electric Light & Power ( 9 390 3,750 95 150 50 50 8) 60 10 0 60 ] 40 
BRITISH COLUMBIA 
British Columbia Power Comm 5 000 1.000 3 700 2,700 2,700 
British Columbia Electric Co., Ltd 
Victoria Division 41,890 40,272 3670 3 465 2,040 410 185 1,080 1,530 40 365 2,245 80 
Vancouver Division 212,250 202 880 4.200 15,492 10,407 8142 1,529 5,495 3,365 207 4,219 688 
HAWAIll 
blawaiian Electric Co., Ltd 82,900 19,348 4.000 8500 4,500 5,000 2,300 150 8,000 2,000 200 1,000 150 
Lahaina Light & Power Co., Ltd 1,325 1,333 3158 50 40 30 10 5 25 35 2 2 10 5 
Maui Electric Co., Ltd 8 660 8624 3,080 413 323 239 117 19 534 310 7 37 112 37 
Hilo Electric Light Co 14,535 12,955 2, 560 500 450 350 150 250 200 15 150 10 








Sales fiqures include some areas served in Wyoming Wyoming territory is not included in saturation estimates 
* Saturation estimates as of 8-56 
Service is provided to fringe area Outside 9 cities 


‘ White qoods dealers only 
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REPORTING UTILITY 
NS O 





PRESENT SATURATION (PERCENT) PLA 

a JS MERCHANDISING 

Were Tele- Rebri —_ Food No, Dealers Did Co, Plan 
Disposers Radio vision oe Ranges Ba Freezers Conde Wathen Waker lroners Dryers = hk. 2 ed Redio vollen p actoed ae 1937 
0 400 400 96 34 2 6 45 45 10 12 96 1 1 100 92 4 No No 

16 4 26 No No 

40 No No 

20,700 117,000 160,000] 859 188 94 138 16 + 83 — 8.5 5 31 98 68 2,348 No No 
9500 46000 45,000 15 12 350 No No 
175 300 800 90 24 2.7 6 10 31 54 H 8 85 4 19 85 83 20 No No 
85 30 18 8 10 55 35 5 10 100 Yes Yes 

23 Yes Yes 

80 43 4 30 No No 

102,000 88.5 11.3 5.7 15 18 693 206 9.6 45 98.1 41.4 100+ 83.7 500 No No 

93,000 130,000 140,000 83 12 35 16 4 90 10 10 5 70 6 36 98 86 109 * No No 
190 95 658 66.7 206 9 45 55 27 116 98 7 6 100 40 97 No Ne 
95 34 16 10 50 55 40 8 6 90 10 8 90 60 60 No No 

65 95 25 60 No No 

No No 

577 18,685 99 22.8 7.1 20.1 716 555 318 146 83.1 6.8 17.2 158 No No 
17 No No 

10 100 200 95 80 95 10 20 80 10 25 100 10 5 100 80 16 No No 
260 8 000 175 No No 
60 90 75 No No 

10 15 150 | 100 90 90 21 22 5 10 30 35 4 1 90 60 16 No No 
833 30, 671 38 5592 95 78 73 17 5 56 18 10 24 80 3 1 98 10 162 No Ne 
55 No No 

1,250 97 81.5 75.5 25 52 A5 1.5 31 9 350 No No 
5 15 200 90 62 72 20 20 10 5 20 40 5 5 95 20 60 No No 

100 1,500 2,000 94 83 80 20 34 55 13 20 85 4 2 99 17 5 No No 
99 95 80 20 10 5 5 15 20 80 4 5 100 4 10 15 No No 

63 61 25 No No 

10 200 300 90 90 90 40 5 10 80 5 5 70 5 5 90 10 10 No No 
500 15,000 16,500 95 89 89 28 5 52 96 18 31 91 16 12 98 16 460 No No 
75 80 50 40 No No 

16(LY) No No 

35 200 150 68 55 54 19 0 62 38 11 15 61 ; 15 15 15 No No 
500 3,000 4,000 85 17 70 4 9) 30 60 5 10 80 4 2 100 50 175 No No 
No No 

8,250 984 867 802 162 286 71.4 424 978 142 5 68.7 138 No No 

43 50 73 71 15 15 20 20 3 84 15 6 No Yes 

250 2,200 96 19 15 21 88 > 13 24 5 1 66 100 No No 
19 682 1,265 95 81 80 17 3 35 63 10 15 80 3 y) 100+ 55 33 No No 
18,000 98 90 13 18 40 18 10 300 No No 

15 00 6,300 95 90 90 15 3 34 51 4 45 90 15 } 220 80 10 No No 
985 90 82.7 268 1.7 508 383 8611.5 31.4 12.6 6 16 100 50.2 20 No No 

20 No No 

20 No No 

20 400 100 98 60 10 25 10 88 10 20 10 5 1 100+ 50 4 No No 
10 200 20 65 45 30 5 2 98 2 9 75 1 1 92 10 5 No No 

30 200 500 | 100 80 35 10 0 20 80 2 10 100 10 5 100 50 11 Yes Yes 

27 27.6 250 No No 

30 2,010 6,075 79.2 44 15.7 1.7 12.3 17.5 3.7 2.7 4 4 58.8 148 No No 
122-9575 31,633] 838 46 443 52 13 me 44 § 1.2 5 100+ 695 27 No No 
1,000 10,000 95 5 45 12 2 50 35 2 5 50 5 5 98 15 185 No No 
5 90 715 98 90 80 10 1 35 60 1 1 10 5 ‘ 98 30 No No 

37 429 1,109 95 5 41 17 1 22 57 3 9 32 3 2 90 56 16 Yes Yes 

10 300 900 95 50 40 15 60 25 10 60 10 “ 95 60 14 No No 
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Canadas Appliance Boom; 


= Dryers, ranges and water heaters set new records in 1956 


= Washer, refrigerator and radio sales beat 1955 levels 


® Continuing gains expected in 1957 


By KENNETH C. BLANCHARD 


NY way you look at it, the Canadian 


ipphance industry seems headed for 
mother record year in 1957. An ex 
panding population rising income and inh 


creased productivit vill undoubtedly mean 
further advances in the national economy 
vlich will result in more dollars being spent 
for IPplLance 

Washer sales in 19 
eight percent over the 


ine expected to jump 
00,000 unit volume 
of 195 dryers will be up 37 


frigerators | 


percent, r 
percent. ‘These are just some 
of the estimates by the Dominion Bureau of 
Statistics that tend to substantiate the fact 
that the Canadian appliance industry is al 
most assured of a prosperous year in 195 

lo illustrate the extent to which the 
(Canadian appliance market has grown, her 
are some of the highlights of the perform 
ince Of six major appliances, plus radio and 
I'V in 1956, based on the Dominion Bureau 
of Statistics latest authentic figures 

lelevision—In the four years since a tech 
nician pulled the switch to send the first 
Canadian Broadcasting Corporation telecast 
on the air, Canada’s ‘TV growth has been 
fast and fabulous, Nearly 90 percent of the 
population now live within range of at least 
one of Canada’s 35 ‘TV station 

After four consecutive years of sales in 
creases, when each succeeding year doubled 
or even tripled the previous one, TV sak 
now seem to have reached their pinnack 
The 700,000 unit volume of 1956, although 
ictually representing a 9.6 percent decline 
764,956 unit 
sales in 1955, means that sets are still selling 
at a rate (ratio of sales to total homes) that 
even the United States 
1955, could not match 

Well over half of Canada’s 
homes now have ‘T'\ 


compared to the record high 


, In its record year of 


3,872,000 
he Dominion Bureau 
of Statistics estimates of July 1955 place the 
2,000,000: 110,000 in the 
Maritimes; 580,00 in Quebec; 950,000 in 
Ontano; 200,000 on the Praines; and 160, 
000 in British Columbia. Most manufacture 
feel there will be 100,000 ‘TV homes in 
Canada by the end of 1956, making it the 
third largest viewing nation in the world 


hgure at roughly 


274 


Average monthly sales of T'V during the 
ears 1952 through 1955 indicate the indus 
try experiences extremely heavy sales in th 
final four months of the year, with almost 
9 percent of the business handled during 
these last four months. The high month was 
November, with 15.5 percent, followed by 
October with 15.4 percent and December 
with 15 percent, and a low of 3.4 percent in 
June 

Radio. Radio sales, after dropping to a 
post-war low of 487,200 units in 1954, made 
in encouraging recovery in 1955, and con 
tinued their upward climb in 1956, with sales 
of 676,100 units. Despite this comparatively 
good year, however, it is still considerable 
hort of the post-war high of 836,400 unit 
old ih 1947 

While all categories of radio (home, por 
table, clock, combinations) registered gains 
in 1956, the biggest increases were shown 
by home sets (including clock radios) with 
combined sales of 400,000 units, compared 
to 1955 sales of 337,347 units, a gain of 18.6 
percent. Portable sets (including auto radios) 
had a modest gain of 1.1 percent with sales 
of 240,000 units during 1956. Combination: 
ifter showing declining sales for five straight 
years, registered a 2.2 percent gain, with sales 
of 36,100, compared to the 35,238 units 
sold in 1955 

Geographically, Ontario, with 54 percent 
of the total sales, far outdistances the other 
Canadian Provinces in its share of the radio 
market. Quebec ranked a poor second with 
18 percent, followed by Alberta with 6.6 per 
cent, British Columbia (6.5), Atlantic Prov 
inces (5.9), Manitoba (5.4), and Saskatche 
wan (3.6) 

DBS estimates as of September 1955 place 
radio at the top of the list among the ele 
trical products owned by Canadian families, 
with 95.9 percent of Canada’s 3,872,000 
homes having one or more sets 

Home Laundry. Laundry equipment 
(washers, ironers, dryers) had a very impres 
sive year in 1956, both in units and dollars 
l'otal estimated sales of 350,000 units in 1956 
represent an all-time high, and an increase 
of 9.9 percent over 1955, when sales 
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lotal retail dol 
lar volume was estimated at $70-million in 
1956, compared to the 1955 total of $63- 
million, a gain of 11.1 percent. 

Washers. A total of 300,000 washers were 
old in 1956 (60,000 automatics, 240,000 
compared with 274,600 in 1955 


smounted to 318,500 unit 


wringers), 
in increase of 9,3 percent 

Unlike the United States, where the auto 
matic washer outsells the conventional 
WIrihger Or Spinner type by d three to one 
ratio, there is still a surprisingly big demand 
for wringer washers in Canada. Although 
1utomatic washers have been steadily increas 
ing their share of the Canadian market, they 
are still being outsold four to one by the con 
ventional models. Automatics are not ex 
pected to equal wringer sales before 1961, 
and it will probably be 1963 before ther 
show a substantial margin. 

Automatic and conventional washer sales 
in Canada follow a fairly consistent monthly 
pattern, with no period of the year really 
outstanding. Although the spring and fall 
months do account for a slightly larger share 
of the sales, washers probably have the most 
evenly distributed year round sales of any of 
the appliances 

According to DBS estimates, the washer 
business in Canada should remain healthy 
for some time to come. This will be due for 
the most part to replacement sales. With 
four out of every five homes in Canada al 
ready owning a washer, sales to new owner: 
will account for only one in every three sales 
(approximately 100,000 units a year) during 
the years 1957 through 1961. Replacement 
sales during this period are estimated as fol 
lows: 1957, 224,000; 1958, 239,000; 1959, 
200,000; 1960, 154,000; and 1961, 177,000. 

Dryers. ‘The 50,000 clothes dryers sold in 
Canada during 1956 may seem like an in 
significant sum in comparison with 1.7-mil 
lion U. S. sales, but according to the Do 
minion Bureau of Statistics, may well be the 
beginning of a period of rapid growth. Ac- 
tually the year 1956 in itself was a banner 
year, registering a 36 percent gain over 1955 
sales of 36,700 units and more than doubling 
the 22,000 sales of 1954 





Will it Last 


A month-by-month sales picture covering 
the years 1953-1955 shows that dryers en 
joyed peck demand during the last quarter 
of the year, with almost 43 percent of the 
total sales occurring during this period. The 
individual high was registered by December 
with 15.7 percent of the sales, while a low 
of 3.6 percent was recorded by July. 

Geographically, the sales pattern seems to 
be approximately the same for dryers as for 
the other appliances. Ontario is at the top 
of the list, with 50.6 percent of the sales, 
followed by Quebec with 17.2 percent, 
British Columbia (10.9), Alberta (8.4), Mami 
toba (5.9), Atlantic Provinces (3.8) and 
Saskatchewan (3.2). 

Freezers. The profound optimism that 
was so evident among freezer manufacturers 
after the record-high sales of 1955, lost some 
of its lustre in 1956, with sales plummeting 
almost six and a half percent. Freezer sales 
in 1956 amounted to 20,000 units, compared 
to sales of 21,380 units in 1955. Although 
the 1955 unit volume wasn’t astronomical in 
proportion to the other appliances, it did 
represent a whopping 156.4 percent gain 
over 1954 sales of 8,340 units. 

With only one out of every 20 households 
in Canada owning a freezer, the manufac 
turers are enthusiastically looking ahead to 
substantial gains in 1957. 

Refrigerators. ‘Ihe sale of 280,000 re- 
frigerators in 1956 did not approach the rec- 
ord volume of 346,000 units sold in the 
Korean war scare year of 1950, but was good 
enough to register a 1.4 percent gain over 
the 276,000 sales of 1955. a 

According to the Dominion Bureau of 100 : on 
Statistics, Canadian refrigerator saturation- 
which now stands at 76 percent—will equal 4 
the United States (94 percent) in about six 
years. This will result in a high level of sales 4 
to new owners. On the other hand, the aver 
age life of refrigerators, usually estimated at 
10 to 15 years, will tend to keep replacement 
sales low. Sales during the next six years, 
therefore, may not go much above the level 
reached in 1956, but will undoubtedly have a 
fairly substantial increase when the refrigera- 
tors sold in the post-war period become obso- 

(Continued on page 276) 











New kits and products make FLEX-VENT 
the most complete dryer venting line 


New! ... All-Aluminum Ducting 


No other line of dryer venting equipment is nearly so complete or 
versatile as Flex-Vent is today. There now are Flex-Vent kits and 
parts for any possible installation and for every dryer model. In addi- 
tion to gleaming white flexible fiber glass ducting for easy installation 
around obstacles, the Flex-Vent line now includes: weatherproof, all- 
aluminum vent hoods; all-aluminum ducting; transparent plastic 
window plates; aluminum window plates; adjustable window plates 
for apartment and other temporary installations. 


For complete information, mail us the coupon below. 





New! Adjustable Window Plates ew! Plastic Window Plates 


Approved by all leading dryer manufacturers. 


glexible Typing 


CORPORATION 
GUILFORD, CONNECTICUT @® LOS ANGELES 64, CALIFORNIA 


Flexible Tubing Corporation, Dept. 81, Guilford, Connecticut 


Please send me more information on Flex-Vent Kits. 


Title and Company 


Address 


c 
' 
' 
' 
' 
' 
' 
' 
' 
| Name 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
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Canada’s Appliance Boom 





lete. ‘The curve might turn upward 
earlier than expected, however, a 
manufacturer dynamic ob 


with wall refrigerator 


create 


solesce nce 


freezers, refrigerator-freezer com 
binations, et 

Ihe average monthly sales of re 
frigerators during the years 1952 


1955 indicate they experience thei 
heaviest sal in the ping and 
carly summer months, and drop 
off sharply during the remainder of 
the vear Ihe best 
vas June, with | 
November and December were the 
lowest months, with 4.7 and 4 
percent respective] 

In 1955, as im previous yeat 
Ontario provided the biggest por 
with 45 

Queb 


ingle month 
3 percent, while 


tion of refrigerator sales, 
percent of the total 
ranked with 26 percent 
followed by British Columbia with 
7.6 percent, Atlantic Province 
6.1), Manitoba (5.5), Alberta (5.1 
ind Saskatchewan with (3.3). Th 
remaining 1.1 percent was exported 
Water Heaters. lor the fourth 


sci ond 


traight year, electric water heate: 
ha hown increased sales over th« 
previous year, and each succeeding 
car has seen new record high sales 
In 1956 a total of 51,500 electri: 
water heates VCIC old, compared 


to 49,390 units in 1955, a 
f percent 


mun of 


It is interesting to note, how 
cr, that in the last few years th 
Western Provinces portion of thi 
market has been decreasing Phi 









dow not necessarily mean th 
consumer acceptence of thi prod 
uct ha veakened in that part of 
thr ounti What has actuall 
happened is that U. S. manufa 
turers located on the west coast 
have taken a substantial part of th 
busin previously obtained — by 
(Canadian manut rers located on 
the west coust 

his has not brought about an 
idical change in the geographi i 
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however. Ontario 
with 54.3 percent of the sales, is 
till the large t 
Quebec was second with 17 pel 
ent, followed by the Atlant 
with 9.4 percent, British 
Columbia with 4.6), Manitoba 
5.2), Saskatchewan (3.8) and Al 
berta (1.7 
Ranges. Ihe year 1956 was 
record year for the Canadian el 
tric range Sales of 210, 
000 electri in 1956 repre 
ent a 9.4 percent gain over 195 
ind were 27.3 percent better than 
the 165,000 unit volume of 1954 
With only 42.4 percent of th 
Canadian household equipped 
with electric ranges and 20.3 per 
ent with a ga 
is looking ahead 


distribution, 


single market 


Province 


industry 


ranyes 


the industry 
with 
Although 
not expected to hold their present 
level, the Dominion Bureau of 
Statistics forecasts indicate a fair] 
ubstantial volume of electri 
ranges, 160,000 units will be main 


range 
continued 


enthusiasm sales are 


tained during the next three yea 
criod 

Replacement sales 
account for 
the volume, 


! 
which n 
about one-fourth 
will play an increa 
ingly important role during the 
veal By 1959 replacement sal 
ire expected to equal sales to ne 
ind will probably account 
1961 
During the year 
lectri¢ 


OWNCTS, 
for 60 percent by 
1950-195 
ranges sold best in th 
of August, September and 
percent of thie 
occurring during 
thi period Although these mont] 
did account for a slightly la 

than average share of the 

no period of the year was 


bad. With a difference of on! { 


month 
October, with 28.7 
veal business 


jum 


percent separating the low m t 
July 6 percent) and the 
month (Octob 10 pc t 
iles could be considered consist 
throughout the / 
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NEW! 


VALUE-PACKED GAS RANGES WITH ROTO-ROASTER 


HERE IT IS! A sparkling new series available in 20", PLUS ALREADY-FAMOUS 
( and = 36 model: Spectacular idvancements, CALORIC FEATURES: 

















killf ntegrate with the best featur fron irrent ‘ 
' " e HI-SPEED TOP BURNERS~—all four giant 12,000 
' el nak t ew ( r T eries are tar 
BTU top burners give fast, dependable cooking. 
‘ re to be e of your fore t ‘ rker ’ 
Guaranteed for the life of the range 
- NOTABLE NEW FEATURES: e BIG 4300 CU. IN. OVEN—holds 35 Ib. turkey. Non 
e ROTO-ROASTER—a new oven rot erie for cook- tilt chrome racks oven light. Oven door has 
= j 4 
ng moister. more flavorful meats. Offers your cu: newest silicone sea non-fog window 
ners the fun of a barbecue any day of the year e ALL PORCELAIN ENAMEL—inside and out, from THERMO-SET TOP BURNER. Now more than ever a most 
: ' wanted cooking feature. It keeps food at the exact tempera 
any k 1 of weather. Available on all 20”, front to back, top to bottom. No wonder Calorie ' ‘ J t . sut t ter 
r eryt J i ; ’ ule 
ana st models America's easiest rar ge to keep clear ‘ meee eee eee eee CC — a ae ce eae amy 
e EYE-CATCHING CHROME 10ds parkle to back Yes. Caloric Two series is NEW but the slogan’'s | CALORIC APPLIANCE CORPORATION | 
4 4 4 P 4 " { DEPARTMENT EW tortor A 
ard ar } es sets off yntr lia the same! They're the best-looking, best-cooking | ; ; as I 
e ICE-BLUE BEAUTY—on backguard is subtle, yet ranges at the price your customers will find anywhere Tw lll lta te tae hiatal ee Os 
stylish. Bound to add even more sales-appeal!' Show them and you'll sell them! | ‘ | 
Bes | 
* LONG-LINE HANDLES in bright chrome: Easy to CALORIC APPLIANCE CORP., TOPTON, PA. | * | 
grasp, cool to touch. Snap off, and on, for quick, 7 | City lor tate | 
easy cleaning RANGES - DRYERS - BUILT-INS - DISPOSERS J 
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nearly 1] percent in unit and 12.5 
percent in dolllar Conventional 
washers were off only a little over 
one percent in units and up a lit 
tle over one percent in dollars 

In the same year 1,268,000 con 
ventional washers were sold with an 
average price of $147 for a total 
dollar $187,030,000 
Only the post-war year of 1948 
and the war scare buying year of 
1950 approached the best two 
years in unit sales of washer 

As might be« x per ted, the clothes 
dryer, both electric and gas, 1s get 
ting into the big time from both a 
unit sale and dollar volume angk 
In 1956 a total of 1,660,000 dryers 
were sold at an 


volume of 


iverage price of 
$223 for a total retail dollar vol 
ume of $369.780.000. This com 
pares with 1955 business of 1,396, 
600 units sold at an average retail 
price of $222 for a total retail dol 
lar volume of $309,050,000. ‘Total 
dryer busine therefore, wa up 
18.9 percent in units 
lor the benefit of those inter 
ested primarily in the electric busi 
ness, it might be noted that, of the 
total dryers sold in 1956, 1,190,000 
170.000 


were clectric models and 


were gas models, a ratio of about 


two and a half to one electric over 


gas. ‘The gas dryer made a larger 


percentage increas however in 
iles during 1956 over 1955-——cele 
tric units being up 15.8 percent 
ind gas unit up 27 percent 


Any discussion of washer-drye 


busine would not be complete 
without noting the emergence and 
potential importance of combina 
Indications are that 
close to 100,000 of these units were 
old in 1956 


over 300,000 units have been | 


tion unit 


ind that perhap well 


i 
home 5 mice 
Bendix 


stalled in) customers’ 
the introduction of — the 
Duomatic a few short years ago 


l'oday, about a half a dozen of the 


major manufacturers including 
Kasy, RCA W hirlpool, General 
Mlectri Philco-Bendix, Maytag 


ind Westinghouse hav 
out combination 


brought 
washer-<iryet 
ind while sales during the 
about thre« 


percent of total washer busine 


model 
past year were only 


it is reasonable to expect that by 
1960. 
something like a on 


combinations may sell at 
millon 1 


vear ratio 


278 














Ihe third member of the hom 
laundry family—the electric iron 
ing machine—still show igns of 


continuing decline. In 1956 only 
60,000 units were sold at an aver 
age price of $215 for a total retail 
value of $12,900,000. ‘This com 
pares with sales of 87,100 ironers 
m 1955 at an average price of 
$211 for a total retail value of 
$15,352,600. We made the obser 
vation last year that it seemed as 
though ironing machine — sale 
might stabilize at somewhere around 
90,000 to 100,000 unit level a 
year, but so far our forecast has 
Obviously — the 
woning machine has 


not materialized 
been hurt by 
the increasing popularity of clothes 
dryers, which ¢liminate many item 
formerly ironed, such as towels, 
blankets, bathrobes, et The in 
creasing sales of steam irons, too, 
have cut into the potential ironetr 
business. It must be recognized 
further, that the electric ironer is 
not a fully automatic device of the 
push button variety as is the auto 
matic washer or dryer. It require: 
ome skill of operation, home dem 
onstration, to insure the operator's 
F.ven so, it is a 
natural complement to the com 
plete home laundry and it is dis 
couraging to see a device which hit 
a peak of nearly 600,000 units sold 
in 1947, decline to one tenth of 
that number in 1956. In fact, al 
most an identical number were sold 


confidence, et 


0) years ago in 1926. ‘The company 
dominating the field today is Iron 
rite, In which does the major 
part of the busines. Much of their 
uccess may be ascnbed to their 


rental plan 
Replacements and Trade-ins 


Our annual 
trade-in survey 


replacement and 
of 1956 points up 
ibout dealer 
laundry 
lhe percentage of deal 


ome imteresting tact 
experiences with home 
equipment 


ers selling washers, for instance, is 


ilmost identical with those selling 
refrigerators (86.4 percent). Only a 
lightly smaller number (78 per 


cent) sold electric and gi dryers, 
but only 27.6 percent are now 
elling ironers, Of the 
00 dealers reporting to us on their 
iles, it was interesting to note that 
the average dealer sold 


more than 


’S washer 


per year, dryers and 6 ironing 
machine On washing machines 
of course, 77 percent of their sales 
vere replacements and only 23 


percent went to homes not previ 
ously owning washers. On dryer 
conversely, 12.5 percent were re 
placement sales and 87.5 percent 
went to homes not previously own 
ing dryers. lroners, reflecting a rela 
tively low saturation, had a 17 pet 
cent replacement factor, and an 83 
percent sales to homes not owning. 

Of the responding dealers, 80 
percent of them acknowledged tak 
ing washers in trade, nearly 
cent take in dryers and only 6.5 
percent handle trade on 
number of trade-in: 


— 
é4> pel 


would 
WOoneCT The 


ompared to total sales on wash 








ing machine vas Close to 55 per 
cent. In other words, more than 
half of sales involved a trade-in 
On dryers the figure was only 6 
percent and on ironers, less than 3 
percent. The discrepancy between 
the percentage figures for replace 
ment business and sales involving a 
trade-in are explained by the num 
ber of people buying a new ma 
chine who decided either to keep 
the old machine as a second, who 
gave it away or who merely junked 
The disposition of traded-in 
home laundry equipment reveals 
some interesting facts. A relatively 
high proportion of those washers 
taken in trade, for instance, (41.9 
percent) are junked outright by 
the dealer. ‘Those trades which are 
eventually re-built and re-sold com- 
prise 27.7 percent of the washer 
total and those older models resold 
“as is” comprise 18.6 percent. ‘The 
remaining 11.8 percent were still 
on the dealer’s premises. Dryers, on 
the other hand, showed only an 
8.5 percent ratio of trade-ins junked 
while 55.4 percent were eventually 
re-built and re-sold by the dealer 
Trades re-sold ‘“‘as is’’ comprised 
18.4 percent and traded dryers on 
hand amounted to 17.7 percent 
In the ironing machine business 
there was an even disposition of 
trades between junking (36.4 per 
cent) and those being re-built and 
re-sold (36.4). ‘Those re-sold “‘as is” 
comprised 9.1 percent and 18.1 
were still on hand in the dealers’ 
shops at the time of the survey. 
‘These figures point to the obvi 
ous fact that washers are being 
sold more and more in a replacc 
ment market, saturation 
stands today at 86.8 percent of the 
country’s 47,415,000 wired homes 
‘he introduction of the automatic 
ind more recently of the washer 
dryer combination is hastening ob 
solescence, however, in this highl 
iturated field 


where 


Seasonal Sales Patterns 


Manufacturer shipments of wasli 
ers follows a fairly even pattern 
throughout the year but they tend 


to peak in August and September, 
following a relatively low period in 
July. At the retail level the months 
of August, September and October 
represent the high point. Roughly 
22 percent are sold in the first quar 
ter, 25 percent in the second 
quarter, 27 percent in the third 
quarter and 26 percent in the 
fourth. Dryer shipments by manu 
facturers follow a somewhat differ 
ent pattern. About 24 percent are 
shipped in the first quarter, drop 
ping to 14 percent in the second, 
rising to 26 in the third and 36 
percent in the fourth. At the retail 
level, the last quarter of the yea 
is by far the biggest sales period, 
with approximately 40 percent of 
sales coming in that important 
three months period. Curiously, 
the second quarter months of April, 
May and June comprise only about 
16 percent of the business, perhaps 
reflecting the customer’s feeling that 
spring weather is good for the old 
fashioned methods of drying 


Sales by Regions 


[.LECTRICAI MERCHANDISING S$ 
annual survey of appliance sales and 
saturation by regions supplied to 
us by the cooperation of over 250 
utility companies serving 38,543, 
210 wired homes, provides valu- 
able information on the sale of 
home laundry equipment in vari- 
ous sections of the country. These 
wired homes represent 81.3 per 
cent of the total wired homes of 
the country. They show washer 
sales at a rate of 89 units per thou 
sand customers; dryer sales at 25 
units per thousand customers; and 
ironer sales at three per thousand 
customers. Projected to the na 
tional total of 47,415,000 wired 
homes, that would mean national 
sales of 4,217,090 washers; 1,177 
789 drvers and 132,762 ironet 
The washer and dryer figure 
checked out rather closely but th« 
1rone!l figure would 
ilmost double that 
manufacturers 

The two regions of the count 

Continued on page 280) 


seem to be 
provided by 


THREE YEAR SALES SUMMARY — Clothes Dryers 





ELECTRIC DRYERS: 1956 1955 1954 
Units Sold 1,190,000 _—+1,027,600 697,700 
Average Retail Price $212 $21) $219 


Retail Value ~ $252,280,000 $216,752,000 $153,040,500 


GAS DRYERS: 


Units Sold 470,00 9,000 


“470,000 —S«- 369,000 “243,200 
$250 $250 $257 
~ $17,500,000 $92,298,000 $62,590,000 


Average Retail Price 





Retail Value 


Jan. 1957 Jan. 1956 Jan. 1955 


Homes Owning 


~§,625,000 4,213,000 + —s«2,967,000 
41,790,000 41,787,000 41,810,000 








Homes Without 
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The Dreamette. low-priced clock- 
radio with same features as The night—on in the A.M. Buzzer alarm 


Squire 


Finished in antique white 
pink, blue or black. With gold-colored 


LOWEST PRICED CLOCK-RADIO IN RCA VICTOR HISTORY 


paces 6 new profit-makers 


The Squire. Mode! 8C51, 


in maroon 


3-position selector lever 
turns on radio at pre-set time 


Accurate clock with 
easy-to-read dial 


Calibrated control lets you pre-set volume 


Convenient “window dial” tuning 


Rich “Golden Throat” tone 


Printed circuits for longer life 


It’s loaded with “sell—and the price is $27.95! 





The Palomar. Turns itself off at 


Dial light, luminous hands. Turquoise 


white, charcoal, yellow. (8C6) $34.95 


maroon cabinet 


trim. (8C5) $29.95 











ELECTRICAL 


The next move is yours! Recently, RCA Victor brought you the most 
complete line of table and clock-radios in its history. What hap- 
pened? Fantastic sales were reported at every level! So now, RCA 
Victor gives you even more to work with—six spanking new beau- 
ties—each with “Golden Throat” tone . all are richly styled in 
colors that shout sales appeal 

But as we said before, the next move for profits is yours 0 call 


your RCA Victor distributor now! 
‘ 
A ™ 





The Cole. Lowest priced table model 
Rich “Golden Throat’ tone 
circuits for new dependability. Smart 


8X51) $19.95 


The Lyons. Another stunning low The Burgess. New push-pull, on-off 


Printed priced table radio. Has all the fea control lets you preset volume 


tures of The Cole but in black, white, ‘Golden Throat’ tone. Printed cir 
green or pink, With gold-colored trim cuits. Dial light. Charcoal, white, yel 
8X5) $21.95 low, pink. (8X6) $24.95 








Unparalleled advertising — TV — Radio — Magazines 
helps you to the biggest profits ever! 
Watch for hard-hitting TV commercials on “Producer 
Showcase” and The Perry Como Show. Read these publica 
tions for power-packed ads that help tell your sales story 
Life, Saturday Evening Post, Seventeen, New Yorker 
Ebony, Time 








ICTOR 


CAMDEN #4, NEW JERSEY 


SEE THE ENTIRE SELL-UP AT THE CHICAGO HOME FURNISHINGS SHOW JAN. 7-18. 
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Manufacturer's nationally advertised list prices shown subject to change 


Slightly higher For West and South 
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WILL HELP WIN SALES 


rhe long life and dependability of Lamb Electric 
Motors has been proven in many thousand 
applications during the past 41 years. 


In the appliance field, as well as in other fields, 
Lamb Electric Motors have gained an outstand- 
ing reputation for ruggedness and reliability. 


Long motor life is one of the many reasons why 
Lamb Electric motored appliances are so popular 
with both dealer and customer. 


THE LAMB ELECTRIC COMPANY * KENT, OHIO 


In Caneda Lamb Electric—Division of 
Sangamo Company Ltd,.—Leaside, Ontario 


Motor parts ’ re 
for household re 


appliances 


, =a ~ 
W eight-saving , 
motor for ‘ 


home appliances 





Tur bine for 


canister-type 


vacuum cleaner 
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Home Laundry 


fala 
—— 
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} i Hill bit 
e th West South Central ind 
the M itain area ith 106 unit 
old Pp thousand stom I 
pectivel The econd large st arca 
the Pa in Coast tate with 

102 sale per thousand customer 


Closel following was the South 
Atlant rea with 95 iles pel 
thousand . customer On cloth 
dryer the Mountain state again 
were in the lead with 36 units sold 
per thousand customers and th 
Pacific states were second with 34 
per thousand customer Third in 


lin vas the Kast North Central 


region with | per thousand cu 
tom Ihe Mountain area also 
held the lead 1 the unit ile of 

Tr th vr thousand cu 
, 1 

Design Trends 

i ‘ her fcature water con 

ditionmg ce itomatic lint 


itching filters; flexible, adjustabl 
vashing action according to typ 


fabri gentle tor delicate and mor 
iworous for regular fabrics; tem 
peratu vatcr selector iunproved 
drain actions and sediment ejecto 
pump me company feature 
magi minute pre-treatment = of 


led clothes before regular wash 
cle begins; bleach and detergent 
iutomatic dispensers as well as a 
continuance of 2 wash cycles intro 
duced. Another 1957 feature is a 
lid shut-off device which auto 
matically cuts off current when lid 
is opened 

1957 dryers feature more power 
ful heaters and flexible heat sel 
tion—high medium low ind 
tumbling without heat 

Ihe trend to matchmat in 
washer and dryers continue 
throughout each brand’s entire linc 
High tyle backsplash control 
panels with fluorescent lamps and 
olor trim continue 


Estimates for 1957 


itinue, there is n 


nn) oO ippose that th hom 


hia 2) } in 19 Vill not 
cqu { more th | cx a th 
t » IY> | ists Db 
ndustry executive pol it to i| 
I mighty OUU,UUU autom 
vasher n 1957: 1.050.000 conven 
tion vash 1,380,000 clectri 
obably 500.000 gas dr 
ind about 58,000 ironing ma 
hin 
Automatic washers, therefore ar 


expected to be up ibout 150,000 
unit conventional washers to 
drop about 200,000 units; electri 
dryers to increase about 165,000 
units; and gas dryers about 35,000 
units End 
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Majestic 


has a New Profit-Package 
almost ready to open 


A Sensational 


NEW LINE of 


Incinerators 


Smokeless-Odorless.. . 
Gas-Fired ... Electric. . . Fuelless 





The Majestic Co., Inc. 


Erie Street Huntington, Indiana 
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MVE AHEAD 
With 19 
big [957 


DOMINIO! 
Fan -rogran 


“Want to move ahead in sales and profits next fan season? 








hen take a few minutes and read this special announcement 
It may well be the most profitable reading you'll do all year 


“Our 1957 Dominion Fan Line is the most complete, 

most competitive line of quality fans we've ever offered. New 
models including window exhaust fans, all-purpose fans, casement 
window fans assure a style for every purpose. Reduced costs on 
many models give you quality fans at promotional prices. You 
make a full profit margin on every fan you sell. And they stay sold 


because they're backed by our one-year replacement warranty 


“Want more proof? Just open this page to the finest fan line 


that will mean bigger volume for you in 1957! 


ROBERT SHAFFER 
Director of Sales 


Dominion Electric Corporation 


tf : os ALA. A) 
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“Take a look at ’em! 


Seventeen beautiful new models 
automatics, reversibles, 

portables all backed by 

Dominion's 1-Year Replacement 

Warranty and each one 

priced to sell fast and give 

you a full profit margin! 


Deluxe 20” Portable Window Fan 


I, Electrically reversible, thermostatically contro 
Two-speed, 3500 c.f.m. Model 2065—$49.95 


MOWED 


faster with this 
big line of tul/-protit 


DOMINION FANS 


Every Dominion Fan 
is backed by this 
Famous 1-Year 
Replacement Warranty! 


16” 3-Speed 
1800 c.f.m. Moc 

















New Twin 12” Portable Fan-Ventilator New 20” Window Ventilator New 20” Window Exhaust Fan 
For casement or regular sash windows Electrically reversible. Two-speed, Provides ample air movement for multi-room cooling 


Two-speed, 2500 c.f.m. Model 2055—$42.95" 3500 c.f.m. Model 2054—$39.95* 3500 c.f.m. Model 2056—$29.95* 





Window Fan 
ermostatically controlled 


Model 2065—$49.95* 





Automatic 20” Portable Window Fan 
Thermostatically controlled. Manually reversible 
Two-speed, 3500 c.f.m. Model 2066—$42.95* 


yk aA 


New 16° Custom All-Purp 


ee 


ose Fan 


Aerodynamic design 


Rotates full 360 


New Deluxe 20” Port-A-Breeze Fan 


Easily moved from room to room—easily removed 


Two-speed fan, 3300 


from for window use 


Model 2068—$49.95* 


stand 


c.f.m 


New Deluxe All-Purpose Fan 


ae 


Economy 20” Portable Window Fan 
Provides low-cost home cooling 


3300 € f m 


Two-speed, 


Model 2067—$37.95* 


New Economy All-Purpose Fan 


Blows widespread 


fountain of air 


Two-speed, 2000 c.f.m 


Model 2032—$31.95" 


Two-speed, 1250 c.f.m 


Model 2026 


Rotates full 
$19.95" 


360 Unmatched economy. Rotates full 360 


750 c.f.m 


Model 2007- $13 95° 


16” 3-Speed Oscillator 
1800 c.f.m. Model 2030—$39.95" 


12” Oscillator 
1250 <.f.m. Model 2015 


10” Oscillator 


8” Stationary 
700 «.§.m. Model 2012 


$19.95" 350 «.f.m. Model 2004—$6.45* 


$15.95" 
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“Twin 1500" Kitchen Ventilator—Portable Fan 
Twin fans for a 
1500 «.f.m. Mode 


eason cooling efficiency 


2050—$18.95" 


20” Reversible Ventilator—Portable Fan 
For fast ‘rT 
3500 c.f. 


16° Reversible Ventilator—Portable Fan 
Two-speed, 2200 c.f.m. Manually 
Mode! 2052—$32.95" 


Two speed 


2053—$39.95" 


tire — 
j roor ooling 


Mode! 


reversible 











Continuous National Advertising 


Dominion appliances are pre-sold through colorful ads in leading con- 
sumer magazines including Better Homes aNnp Garpens, Houst 
BEAUTIFUL, GOOD HOUSEKEEPING, LIVING FoR YOUNG HOMEMAKERS 

and on network TV and radio programs such as QUEEN For A Day, 
STRIKE It Ricn, Pop THe Question, It CouLp Be You, STAND Up 
AND Bre Countenp, | Ask Yor 















STRIKE 
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New, Deluxe 16-Page Catalog New Envelope Stuffer Tie-In Newspaper Ad Mats Product Mats and Photos 
Illustrates in full color the complete line of Four-color consumer hand A complete selection of mats in Two-inch mats, 120-line screen 
Dominion fans; points up sales features; out piece details complete various sizes for your local fan cuts, and 8 x 10 photographs on all 
details specifications provides every line of Dominion fans promotions Dominion fans 


thing you need to close the sale 





Bulld year 'round profits with the complete line of quality Dominion appliances 


" <>. 
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Automatic Coffee Maker Immersible Fry-Skillet Automatic Pop-Up Toaster Steam and Dry Iron 
Brews 4 to 10 cups; makes instant Automatic controlled heat from New single lever control. Styled in Uses ordinary tap water. Weighs 
coffee, too. Keeps coffee hot until ‘simmer’ to 420 . Gleaming ‘'sil chrome. Model 1120 — $16.95 only 3 lbs. Wide steam range 
you serve it. Two new models from vercraft'' styling; polished aluminum Use as dry iron, too. Model 1070 





$16.95 cover. Four models from $16.95 $14.95 
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emphasizes the fact that we are 
operating almost wholly in a re 
placement market for refrigerators 
Our survey showed that 86 
percent of the responding dealers 
were selling refrigerators and 70 
percent were selling freezers. ‘The 
iverage dealer sold 63 refrigerator 
a year and 13 home freezers. Of 
the refrigerators sold, 77.4 percent 
were replacement sales and only 
22.6 percent went to homes not 
previously owning refrigerators. In 
this connection, it also might be 
born in mind that new home con 
truction accounted for many of 
these new sale In the hom: 
freezer business, on the other hand, 
only 14.1 percent of the dealer 
sales were replacements and 85.9 
percent went to homes not pre 
iously owning them. In the cas« 
of the refrigerator, this growing 
imount of business going to the 
replacement market highlighted the 
unportance of the trade-in much 
is it does in the automotive field 

Over 80 percent of the dealer 
urveyed accepted traded-in refrig 
erators and nearly 25 percent of 
the dealers were accepting frees 
trades. Of the 77.4 percent of 1 
frigerator sales which constituted 
replacements, trade-ins amounted 
to 54.2 percent of total unit sales 
of refrigerators In the case of 
freezers, while only 14.1 percent 
were replacements, 7.1 percent of 
these sales involved a trade-in. It 
should be remembered that ther 
is a gap between the percent of re 
placements and the percent of 
trade-ins to replacements. Some 
families elect to keep their old unit 
is a second model in the home, 
others sell them privately or give 
them away to relatives and others 
merely junk them 

It is interesting to note the dis- 
position dealers made of the trade 
ins they accepted In the case of 
refrigerators, the largest percentag 
were re-built by the dealer and re- 
old (34.9 per cent). Those refriger 
tors resold “as is” comprised 27.9 
percent; 25.5 percent of the trades 
taken in were junked outright by 
the dealer and might, therefore, 
be counted a price concession to 
the customer for a piece of worth 


less equipment; and 11.7 percent 
were still on hand in the deal 
premis¢ In the ise of home 
freezers, the largest number of those 
taken n trad oughly half 


them were re-sold “as is” which 
might indicate that the customer 
was trading in a usable model, but 
wanted a larger one; 27.3 percent 
of the freezer trades were re-built 
by the dealer and eventually re-sold; 
15.1 percent were still on hand 
ind only 7.6 percent had to be 
junked by the dealer. 


Seasonal Sales Factors 


Ihe seasonal sales factors of re 
frigerators may be analyzed in two 
way manufacturers’ shipments 
and actual sales at retail. As might 
be expected, manufacturers’ ship 
ments tend to peak at the first two 
quarters of the year with 27.8 per 
cent in the first quarter and 28.9 
percent in the second for a total of 
56.7 percent The third quartet 
shows 23.7 percent and the final 
19.6 percent for a total of a second 
half of 43.3 percent. Sales at re 
tail, however, show the two middle 
quarters of the year by far the heay 
iest sales period. The first quarte: 
accounts for only 20.44 percent 
and the final for 23.15 percent 
In the second quarter, howevei, 
the 25.84 percent and the third 
quarter with 30.57 percent means 
that 56.41 percent of all refriger 
ators sold move in the months from 
\pril through September. 

In the case of home freezers, 
manufacturers’ shipments are com 
paratively low in the first quartet 
peaking in the second and third 
quarters and declining again in the 
final quarter, At the retail level 
however, about 21 percent of freez 
ers are sold in the first quarter, 25 
percent in the second quarter, 30 
percent in the third quarter, 24 
percent in the final quarter 


Geographical Factors 


Ihe study of refrigerator sales 
by a representative group of NEMA 
members shows that refrigerators 
old best in cities in metropolitan 
areas Of a million population and 
over. ‘These account for 16.7 per- 
cent of total sales. If one takes 
the cities from 500,000 to 1,000, 
000 and over, the total is 26.8 per 
cent. It is curious to note, how 
ever, that the towns of 50,000 to 
500,000 population account for the 
largest group—28 percent of total 
sales. Going down the line, towns 
of 5,000 to 50,000 account for 26.9 
percent and in the small town and 
rural areas—populations of 1,000 
to 5,000, there is 18.3 percent of 
the total. In other words, the three 
largest categories of population 
ireas arc almost evenly divided in 
thei participation in the busine: 
Small towns on the other hand, do 
better with the home freezer. ‘The 
towns with populations ranging 
from 1,000 to 25,000 account for 
well over half of the total sales 
with the remainder going to the 
larger citi This trend, however 
may well be reversed in the years 
thead as the popularity of the re 
frigerator-freezer combination § in 
reases and sales are concentrated 
more heavily in the urban areas. 


Some further information ot the 
geographical distribution of both 
refrigerators and freezers may be 
garnered from Evecrricat MERCH- 
ANDISING'S annual survey of utility 
sales territories who reported to us 
cach year and which are reprinted 
in full elsewhere in this issue. The 
utilities responding to this year's 
survey represented over 38,000, 
000 domestic electric customers 
Projecting their findings to the 
total of 47,415,000 customers show 
ales in their specific areas of 3, 
087,939 refrigerators—a close ap 


proximation to the 3,700,000 units 
found in our annual figure. ‘This 


represents sales of 78 refrigerator 
per thousand customers surveyed 
\ year ago, the figure was almost 
identical, 79 refrigerators per thou 
and customers. Four areas were 
above this national average, how 
ever, the West North Central with 
81 per thousand; the South At 
lantic region with 102 units per 
thousand; the East South Central 
with 82 and the West South Cen 
tral with 86. ‘The lowest area in 
the country was the New England 
territory with 59 unit sales per thou 
sand customers. 

These same utilities also reported 
on home freezer sales in their areas 
The total projection would show 
814,590 freezers sold, or an aver 
age of 17 per thousand customers 
Six areas, yee showed better 
than this national average The 
most active freezer market appat 
ently was the West South Central 
ection with 38 freezers per thou 
and customers; the next highest 
East South Central with 27; the 
next the Mountain area with 
per thousand, closely followed by 
the West North Central with 24 
New England, Middle Atlantic and 
Kast North Central regions fall far 
below the national average of 17 
per thousand customers, New Eng 
land again lagging with only 5 sales 
per thousand customers 


Sales By Outlets 


Independent appliance dealers ac 
counted for 35.1 percent of the r 
frigerator business at the retail 
level; department and furniture 
tores between them garnered 31.5 
percent of the business; building 
contractors, 14.2 percent and the 
remainder of the business among 
1 miscellaneous group of outlet 
uch as utilities, farm implement 


automotive stores and others 

In the freezer business, the ap 
pliance dealer again leads with 35.1 
percent while department, furniture 
stores did 14.5 percent of the busi 
ness. Farmer implement stores 
were the second largest categois 
with 15.9 percent. ‘The remainde: 
of the business was divided among 
the usual miscellaneous group of 
outlets. It might be noted that 
the tarm implement category might 
be adversely affected in the years 
ahead by the departure of Interna 
tional Harvester from the busines 


Design Trends 


Since the early post-war years, 
when the emphasis was merely on 
filling backlogs of demand for re 
frigerators, there have been many 
exciting innovations in design. Re 
frigerator manufacturers have taken 
a leaf from the automotive people 
in sparking obsolescence by in 
corporating dramatic new features 
and improvements in their mod 
els. ‘The combination, —two-in 
one freezer-refrigerator is still the 
biggest innovation in the business, 
but the advent of color, built-ins, 
and the new use of new materials 
such as plastics are bringing a new 
look to the business. Notable, too, 
in the past vear has been the in 
troduction by a few manufacturers 
of the “square look” —refrigerators 
designed to fit flush in) modern 
kitchen arrangements 

Refrigerator size trends continue 
upward, according to data from 
NEMA members. Only about 5 
percent of all refrigerators selling 
today are in the 4 to 7 cubic foot 
range. In the early post-war years, 
65 percent of the fete ol sold 
were in this size category. 49 per 
cent of sales are in the 8 to 10 
cubic foot class and a whopping 
46 percent are in the Il to 15 
cubic foot and up range. Reflect 
ing the refrigerator-freezer combi 
nation trend, it may be noted that 
this year some 20 percent of the 
business will be in two door mod 
els, whereas in 1952, such models 
iccounted for less than 9 percent 

The market for the combination 
is still an impressive one as surveys 
have shown that less than half of 
the refrigerators in use have no 
provision for even minimum frozen 
food storage. While the introduc 
tion of color has given dramatic 

(Continued on page 286 


THREE YEAR SALES SUMMARY — Home Freezers 


1956 
975,000 
Average Retail Price $390 
$380,200,000 $439,945,000 $391,425,000 


Units Sold 


Retail Value 





1955 1954 
1,100,000 900,000 
$400 $395 


Jon. 1957 Jon.1956 = Jan. 1955 
Homes Owning — 8,550,000 «7,715,000 —-6,750,000 
Homes Without 38,865,000 38,285,000 38,027,000 
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On-the-target for stronger '57 selling! 


PVIT 


PORTABLE RADIOS 


3 new transistor sets—aimed at 
your fastest growing market! 


NEW Pocket size, 6 transistors, weighs only a pound! This 
compact beauty fite hand, pocket or purse. Unbreak 

able plastic cabinet, beautifully styled in Ebony, Siamese Pink 

or Bone White, with gold trim. Pocket-or-belt clip in back, » 


doubles as casel-stand, Low-cost battery laste many months 


Karphone accessory available extra. Size, 6%" x 3'e" x 14" 


In exclusively designed gift carton, Model 9677P, $59.95* 





NEW! 6 transistors, big 5” speaker. A marvel of pure 
wear-proof Arvinyl 


tone dependability ina virtually 
on-aluminum case, richly textured in off-white or tan, gold 
trim. Planetary drive for precision tuning; printed wiring 
automatic volume control. Size, 10%" x 8%," x 374". Model 


0 74P, $69.95" 


NEW 7 Transistors, 

super-sensitive. 
An engineering triumph 
in a tubeless radio, with 
finest automatic volume 
control, Flip-ewitch dial 
and folding handle per 
mit double duty as table 
model or portable. Hand 
some luggage-type cabi 
net in British Tan or 
Dark Brown Alligator 
leatherette. Long-life 
battery good for a year or 
more in normal us Big 
614" apeaker. Size LL! 
xnhle "x 4". Model 9562 p, 
$79.95" 





LUXURY-STYLED, SUPER-POWERFUL 3-WAY PORTABLES! 


High-spirited styling, in bright, 
gay colors—and as good as it 
looks! Air loop antenna for long 
distance range. Alnico ““V’’ PM 
speaker. A smartly turned-out 
traveling companion in lustrous 
plastic case, Matador Red, Aqua 
or Cinnamon, rich gold-tone trim. 
Model 954P, $32.95* Model 952P 
in Maroon only, $31.50* 


Distinction in every detail, typi- 
cal of Arvin quality that goes 
clear through. Bold saddle stitch- 
ing in light tan leatherette, with 
gold trim; handy shoulder strap; 
4 tubes plus rectifier. On-off vol- 
ume control inset in top, above | 
dial. Air loop antenna and big 
Alnico “V" PM speaker, for dis- 
tance. Model 8565P, $39.95° 


Electronics and Ap pliance Division 


Arvin INDUSTRIES, Inc., COLUMBUS, INDIANA | “2tionally 


Arvin also manufactures Arvin Portable Electric Heaters, Lectric Cook, Fans, Auto Advertised 


mobile Heaters. All-Metal Lroning Tables, Outdoor Furniture and Eilat cull sia tAloe. 
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* Portables priced less batteries, suggested retail zone 1. 
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Refrigerators—Freezers 


——— CONTINUED FROM PAGE 285——— 


impetus to the obsolescence move, 
there are no indications to date that 
olor will dominate the sales pi 
ture in the year ahead and the 
best estimates available show less 
than 20 percent of total sales go 
ing to colored models. But new 
home construction embodying full 
color kitchens and the urge on the 
part of consumers to modernize 
their existing kitchens, may well 
reverse the trend 

As in the refrigerator field, the 
trend in the freezer field is to 
larger unit Only 9 percent of 
present freezer sales are in the 7 
to 10 cubic foot category; 40 per 
cent are in the 11 to 14 cubic foot 
ize and an additional 40 in the 15 


to 19 cubic foot The remaining 
11 percent comprises freezers of 
0 to 22 cubic feet and over It 
is estimated that upright freezer 
models are now taking well over 
50 percent of the entire freezer 
busine However, there is still 
1 marked trend to the chest type 
in the rural areas. Amana, who did 
much to vearhead the revival of 


the food freezer plan ind who 
9 red the upright freezer, have 


tak cognizance of this continu 
ing sat rest in the chest del by 
making th new Deep Freez 
primarily a chest type line. It might 
be noted also that when Interna 


tional Harvester left the ippliane 
field, their freezer facilities were ac- 
quired by Whirlpool Seeger. They 
ire now marketing a complete 
line 

All the best available information 
on refrigerator iles in the year 
ihead, provided us through the co 
operation of leading manufacturer 
in the field, show iles of 3,655 
QOU unit 1 lose to the 3,700,000 


Id in 1956. We also asked for 


estimates on 1957 sales of refriger 
itor-Treezel mm bination ind in 
dication int to ile of about 


I 
OO.000 unit which would boost 


the refrigerator total if they were 


onsidered — refrigerator or the 
freeze total were the imilarly 
included in that catego 

In the freezer industi imilat 

npilation how a forecast of 
ibout 1,060,000 for 1957, a slight 
n 1S¢ Ve thie 175,000 sold in 
1956 leurth prices on both re 
frigerators and freezers are expected 
to be slightly higher in 1957, due 
to increased costs of material 


Air Conditioning . . . Growing Up? 


The room air conditioner business is 
beginning to show signs of maturing 
This “growing up’—and its implico- 
tions for appliance dealers—is discussed 
in detail in a Room Air Conditioner 
Market Study appearing in the 
February Air Conditioning 
and Fan Issue 
of ELECTRICAL MERCHANDISING 
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The Squeeze On 
Retail Mark ups 


~and what to do about it... 
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FYVHE ECONOMISTS now say that much of the ‘‘cost-of 

living’’ price stability of this past year can be 
credited to what they call the “increased productivity of 
retailing.”” This is a polite term for “THE SQUEEZE ON 
RETAIL MARK-UPS.” 

They also state that prices are going up rather than 
down. How does the appliance market absorb these in 
creases in the face of increasing competitive pressures? 
THE DEALER HAS BEEN SQUEEZED ABOUT AS MUCH AS HE 
CAN STAND. What can be done about it? We gave you the 
answer a few weeks ago under the title ‘Profit Formula 
For Dealers Who Handle Two or More Appliance Lines’’ 
and are repeating it here because we feel it is such an 
important message 

“The so-called ‘Battle of the Giants’ now appears to 
have become a battle of attrition against Dealer Profits. 
More and more appliance dealers are learning that the 
shiny concept of double-the-volume-at-half-the-markups is a 


WHATEVER OTHER MAJOR LINES YOU CARRY, FOR 
A SOUND PROFIT OPERATION, NORGE 1S A MUST! 


ws NG E is The Dealer 
Profit Line 


NORGE SALES CORPORATION, Subsidiary of Borg-Warner Corporation 
Merchandise Mart Piaza, Chicago 54, Illinois. Canada: Addison's Ltd., Toronto. 
Export Sales, Borg-Warner International, Chicago 3, Iii. 














MERCHANDISING—JANUARY, 1957 


delusion... that the highly touted gross dollars on low mark 
up leaders just don’t offset increased operating costs 

“Recently, our records show a sweeping new trend as first 
hundreds and then thousands of dealers almost simultane 
ously realized that the way to compensate for the ‘low 
mark-up lines’ is to merchandise NORGE...the Dealer 
Profit Line! A sharp increase in our shipments and 1500 
new dealers added in 45 days further confirm this trend 

“Amazingly many of these dealers found themselves sell 
ing more Norge merchandise because they had more sound 
dollar value to offer in quality, features, and genuine bene 
fits than in any other line they handle. The resultant 
creative-selling made happy customers and produced 
healthy profits for these dealers.” 

That’s why Norge—spearheaded by the fabulous Dis 
penser Wheel Washer—had the biggest sales month in its 
history in October and continued this pace through 
November 














Turn Page for 
More Reasons Why 


It Mee 6 = Carry the 
7 NOR E Line! 






























NEW WASHER EXCLUSIVE LAUNCHED WITH GREATEST 
CO-ORDINATED PROMOTION IN APPLIANCE HISTORY! 


SENSATIONAL MAGAZINE CAMPAIGN. 
Norge initiated joint multi-million dollar 
national advertising and merchandising 
program with Calgon—nationally famous 


water conditioner manufacturer 


$60,000 NORGE-CALGON "WHEEL-OF- 
FORTUNE" CONTEST. A giant traffic 
builder! 200 Norge Washers given free to 
persons submitting best lines to jingle 
Practically every major food store and 
supermarket in the country, selling Cal 
gon, tied in and sent stream of traffic to 
Norge dealers 





2-FOR-1 OFFER. Another huge crowd 
puller! 2 new handkerchiefs given away 
for 1 old one—just for watching a 1 min- 
ute demonstration. 


DRAMATIC "SHAKER" TEST. A “stopper” 
->) that proves need for con- 


if Sap ditioned rinse water! Cus 
—! 


is dropped into a shaker 
containing Calgon condi 
tioned water. A few shakes reveals the 
soap film left in the fabric 


i™~ 
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ot ° » 
J tomer’s own handkerchief 
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FREE CALGON. A big free |, 
box given to every person | ea 
coming in to watch a demon- | 4! 
stration! A full 12 box case of |====- 
Calgon free with every purchase of a Dis- 
penser Wheel Washer. 





NEWSPAPER ADVERTISING. Complete 
newspaper advertising program to help 
dealers publicize the Dispenser Wheel 
Washer in their own town, and cash in 
on national effort. 


RADIO-TV. A complete ‘‘package”’ of spot 
announcements to introduce the Norge 
Dispenser Wheel Washer toevery market. 


ee 
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Rocks Laundry Market 


— 











1957 EXCLUSIVES ALSO MAKE NORGE DRYERS 
EASY TO SELL AT FULL MARK-UP! 





EXCLUSIVE 4-WAY DRYING : ; 

| 

The feature that women want most wool, synthetics, cashmeres or even Pic 
in a dryer! 4 different drying actions Nylon hosiery. Duplicates outdoor , 

for better, safer drying of every type drying at its best! Never any danger a 





fabric, whether it’s cotton, washable of scorching, shrinking, or matting! 





EXCLUSIVE HAMPER-DOR 


Has 3 open positions to make clothes loading and unloading easier than ever 


| | | 
2 2 | 
me on | e- | 
—— i fd \4 | 


~~. KH yh 
SEeEEEE S|) 


d ae 















Model DS 
= y —<—) e- 7 
CLOTHES CHUTE SORT 'N STACK SHELF CLOTHES BASKET Turn Page for 
position funnels clothes position for sorting dried position for easy load- Still More Reasons Why 
right into dryer drum. clothes. ing and unloading. 


It Pays to Carry the 


ORG E is The Dealer NORGE Line! 
Profit Line 
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Another Cizzling 
Ceared to 


This giant January-February Activity 








Features Laundry Promotion Models 
Jam-Packed with Top-O-The-Line Features! 





CALL YOUR DISTRIBUTOR TODAY FOR FULL 
DETAILS ON THIS RIP-ROARING SALES EVENT! 
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Promotion From NORGE 
Boost Traffic and Cale! 


This is typical of NORGE’S continuing round of sales events designed 
to help the dealer move merchandise at full profit margins! 


















Here’s your chance to feature new Norge Washer and Dryer colorful window banners and tags for setting up traffic 
models containing the greatest exclusives in laundry equip building store and window displays, and to tie-in with your 
ment today, at spectacular low prices! Check the whole advertising. They all combine to give you the most power 
overpowering array of top quality features you can show packed promotion Norge has ever staged. Plan now to cash 
and demonstrate. Look at the hard-hitting co-op ads to in on it to the fullest extent, for the biggest January 
trumpet the event to every prospect in town. Look at the February sales you’ve ever known! 


'57 NORGE Washer ’'57 NORGE Deluxe 
with Dispenser Wheel 2-Way Dryer 


e Exclusive Dispenser Wheel adds conditioner to the rinse auto- e Exclusive 2-Way Feature permits drying with or without heat 
matically —for up to 39% brighter, cleaner clothes. Ends lint to handle regular wash and delicate fabrics. 
problems, too! e Exclusive Time-Line Control times any drying period up to 

e Two Automatic Cycles—regular and short 120 minutes. 

e Temperature Selector for hot or warm wash water e Giant-Size Lint Screen 

@ Decorator-Styled Black Backguard e Exclusive 5-Way Venting 

e 5-Year Warranty on Transmission Components e Decorator-Styled Black Backguard 

e 30-Day Satisfaction Guarantee e Gas or Electric Models 











Model AE-6215 





” ig The Dealer Profit Line 
remem ce 
NORGE SALES CORPORATION, Subsidiary of Borg-Warner Corporation, Merchandise 
Mart Plaza, Chicage 54, Ilineis. Canada: Addison's Ltd., Torente. Expert Sales - 
Borg-Warner International, Chicago 3, Illinois 
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where around 


percent. ‘The low 
est figure offered by seven re spond 
cuts was 30. the high st 45 and 
only one manufacturer ventured to 


predict that built-in sales ‘possibly 


vill eventually outsell tandard 
ralige 

As far as color is concerned, 
builtin ranges are already several 


jumps ahead of standard units and 
ie not likely to be outdistanced 
In 1956, nearly 95 percent of all 


tundard range were white; only 
lightly more than percent of 
Diltam unit were thi tandard 


color Ihe rest of the built-in vol 


THIEL woordmg to NEMA, wa 
divided up hike thi brushed 
chrome and chrome 5% percent 
coppel ilver and staunle tecl 
ee percent; colors (pink, blue 


rreen. ete percent 
The Dealer's Share 


biver since L948, the 
dealer has been getting a gradually 


ipphance 


nialler share of the electric range 


busine According to NEMA 
figure ipphance tor which 
old | percent of the ranges in 


1945, only got 34.4 percent in 
1955. The growth of built-ins is 
ilread trend 
Some manufacturer iv that build 
ers get SO percent of the builtin 
bounsanne and that the 
0) percent 1 


accelerating = this 


remaining 
divided among ap 
pliance tor 
kitchen 
others, ‘The most optimistic esti 
mate of the 
by any manufacturer ) 
More typical is the big manufac 
turer who ay Ihe retailer 

hare of the built-in range busine 

is neghgible. While it varies from 
imarket to market we 


department store 


pecialty dealer and 


dealer hare made 
+5 percent 


would esti 


mate that it is in the neighborhood 
of ten percent.” 

Another producer says bluntly, 
“The appliance dealer is not 
equipped to become a big factor 
in the built-in range business. ‘Two 
of the reasons: cost of installation 
ind the necessity of a big bank roll 
It would not surprice us if the 
builder was still getting more than 
80 percent of this business and the 
outlook for 1957 is just as dismal 
for the appliance dealer.” 

Similarly, the 
which, according to published re 
ports by ‘lappan, sold around 
,000 units in 1956, is not likely, 
to lend itself to appliance dealer 
merchandising 

One factor which makes it diff 
cult for the retailer to participate 
effectively in the built-in range 
busine was a recent subject of 
complaint to the TC by the Na 
tional Appliance and Kadio-T'\ 
Dealers Assn. ‘That, of course, | 
the alleged propensity on the part 
of manufacturers to sell) built-in 


clectronic range, 


ranges to builders at price lowe! 
than for equal quantitie old to 
dealer 

ven a manufacturer complain 
that because he has been unable 
to compete with builder 
he has 
and, con equenth moves more of 
them through dealers than through 
builder Actually,” he says, “‘the 


price on built mn ranges have bec Nn 


models 


to rely on his deluxe unit 


demoralized; there is no consist 


ency in price or in policy of selling 
Prices to the builder range from 
135 or lower up to $210 on a 
built-in range set (oven and = sur 
face unit im omany case the 


builder will take one at a time and 
get the very low price 

The trend toward a bigger shar 
of the range business for builder 

ind not just built-ins, but all 
types—i imply documented — by 
NEMA figures which show that 
builders, contractors and govern 
ment agencies got 13.5 percent of 
the business in 1955 as compared 
with only 4.4 percent in 1948, 11] 
percent in 1954, and 9.5 percent in 
19 

\ similar trend is 
clectric water heater Apphance 
dealers got their biggest share (a 
cording to NEMA) in 1949 with 

» percent. In 1955 this percent 
Build 


government 


ipparent for 


ie had dropped to 1.9 
Cl contractor md 
which had 


iwencn percentage 


THREE YEAR SALES SUMMARY — Water Heaters, Storage 


1956 

Units Sold 870,000 
Average Retail Price $115 
Retail Value $100,050,000 
Jan. 1957 

Homes Owning 8,015,000 
Homes Without 39,400,000 
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1955 1954 
900,000 806,000 

$115 $120 
$103,500,000 $96,700,000 
Jan. 1956 Jan. 1955 
"7,500,000 6,805,000 
38,500,000 37,972,000 





of 3.6 and 6.8 in 1948 and 1949, 
increased their share to 12.9 in 
1955. Appliance dealers get their 
biggest competition for 
heater sales 


water 
from plumbers—33.3 
percent of the volume of 1955 


How Many Dealers Sell? 


Last year we reported in thi 
pace that, according to our Re 
placement and ‘Trade-In Survey, 
76.9 percent of the responding 
dealers were in the range business. 
In 1956, according to our 1956 
tudy, more—79.8 percent—were 
selling ranges, but sold fewer per 
dealer. In 1955 the average volume 
was 36 units; in 1956 it was 25.5. 


Replacements and Trade-ins 


\s outlined in the article, ““Now 
It’s a ‘Trade-In Market,” elsewhere 
in this issue, ranges are sold as or 
about 
four out of every ten sale As re 
cently as 1952 
range purchase 
original 


iginal equipment in only 


ix out of every ten 
represented an 
Similarly, the 
percentage of range sales involving 
i trade-in has also climbed. Back 
in 1952 only three out of every 
ten sales involved a trade; in 1956 
it was four out of every ten. Deal 
crs responding to the survey said 
that, of ranges accepted in trade, 
7.7 percent were junked, 47.7 
were resold, and 14.7 percent were 
on hand. 


pur ha ¢ 


Sales by Sizes 


Once again the trend in popular 


ity growth of smaller size ranges 
manifested itself in 1956. Here’s 
the picture as drawn by NEMA 


hgure 





ange Sales by Size of Unit in Percent 


1956 1955 1954 
22 inches and under 3.60 3.28 3.81 
Over 22--up to 32) 39.30 35.49 32.65 


Over 32 inches 7.10 61.23 63.54 





Only the middle category—over 
22 and up to 32 imches—has been 
consistently increasing its share of 
the market. Much of this can be 
ittributed to the 


inch range 


space-saving 30 


Sales by Area Population 
NEMA figures on the sale of 


ranges by size of town show an 
interesting post-war development: 
the declining importance as a mar 
ket of towns of 50.000 population 
of less. Back in 1949 areas of this 
ize accounted for 69.7 percent of 
ill sales, but in 1955 their share 
had dropped to 57.4 


towns of 


percent. 
5,000-and-under 
had all dropped, while cities of 
».000 to 25,000 just about held 
their own and cities of 25,000 to 


| hose 


90.000 made some gain, The big 
change is seen in cities of 50,000 
to 100,000 (which jumped from 
ix percent in 1949 to 9.4 percent 
in 1955) and 100,000 to 250,000 


which went from 9.2 percent in 
1950 to 12.9 percent in 1955) 


JANUARY, 
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Cities larger than these maintained 
about the same level. Here then, 
is the growing market for ranges 
cities in the 25,000 to 250,000 
population group 


Water Heater Sales 


Last year the big news in water 
heaters was the quick-recovery 
unit which, because it performs 
the way its name implies, could be 
sold in smaller sizes and at prices 
competitive with gas models 
However, the obstacle to its sales 
progress which existed then is still 
a big factor 
utility reluctance to put an ap 
pliance on its lines 


That, of course, 1S 


which draws 
so much power during peak load 
periods 

According to one manufacturer, 
only 46 utilities have, to date, ap- 
proved the quick recovery heater, 
an action taken by eight or ten of 
them within the past year 

Another manufacturer says, 
“Those who have approved it 
indicate that the sale of electric 


water heaters has increased, going 


contrary to the general trend 
which shows the electric water 
heater industry to be declining 


We think that in 1957 there 
Way he some more 
[his same 


conversions.’ 

finds that 
quick-recovery units now account 
for about 25 percent of its 


heater volum« 


( Oompany 


water 
Another says its 
sales of this type of unit jumped 
140 percent in 1956 and expects 
total industry sales to be about 
70,000 units in the coming year 

Standard heaters didn’t 
do so well in 1956. Although most 
respondents blame the decline on 
the slump in housing starts, others 
take perhaps a more objective look. 
One, for example, says, “Sales 
dropped off slightly in 1956 be 
cause of the growth of gas home 
heating and, hand-in-hand, sales 
of gas water heaters. We think the 
electric water heater sales curve 
will continue at a much more 
gradual rate of climb than antici 
pated a year ago.” 


water 


Implications of Natural Gas 


[hat last sentence is a most 
significant one. Another manu- 
facturer underlines it with thi 


statement: “The decline of ele 
tric water heater sales in 1956 can 
probably be attributed to a reduc 
tion in new construction plus the 
ever expanding transmission and 
storage facilities of the natural gas 
industry. Although the first fact 
may not contribute to a decline of 
electric sales in 1957, the latter 
will become an_ ever-increasing 
deterrent to electric water heating 
volume” (italics are ours) 

Ihe implications of what these 
two companies are saying bode no 
good for heater 
It is within the realm of possibilit 
that an unchecked expansion of 
natural gas facilitic 
damage the 
market except in a few 
areas unless the clectri 


electric water 


could ecriou ly 
water heater 
| 


, 
isolated 


industry 


electri 
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ind the electric utilities partic 
ularly, wage a vigorous battle to 
get electric units in both new and 
old homes. At first glance it would 
appear that they have 
ready to 
unit 
Still another possibility in’ the 
form of product is a combination 
water conditioner 
Several manufacturers pooh-pooh 
the near-future possibilities of thi 
ippliance, but others are less pe 
imistic. One, for example, says, 
We feel there is a good possibility 
of a combination water heater and 
water conditioner being developed 
for domestic use within the next 
five years, have little doubt that it 
would be readily accepted, and feel 
quite sure that such a combination 
could be profitably promoted.’ 


a weapon 
hand—the quick-recovery 


heater—water 


Sales by Size of Tank 


Sal by sizes took ome odd 
turns in 1956. For example, heat 
ers in the 21-34 


counted for th 


gallon size a 
smallest share of 
total sales since 1947. ‘Table top 
models in the 45-54 gallon. size 
iccounted for the biggest share 


(3 percent) in the same period, 
while regular models in this size 
dropped to 30.64 percent their 
mallest share since 1947 (NEMA 


figure 1956 based on first nine 
month 
Here’s how NEMA figures show 
iles by size of tank for 1956 and 
1955 
1956 1955 
0-7 gals 1.15% 0.96% 
8-20 gals 3.70 Dae 
21 34 excl table top 13 17 13.84 
table top only 6.71 6.80 
35-44 (excl. table top) 11.93 10.98 
table top only 9.92 9,22 
15-54 (exel. table top) 30.64 $4.05 
table top only ee 4.03 
95-69 gals 6.71 6.53 
70-84 gals 11.72 10.77 
85—99 gals 0.09 0.13 
100 and over 0.49 0.42 
It perh | vorth noticing that 
the biggest single gain since 1948 
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has been made by the 70-84 gallon 
ize—from 7.23 percent in that year 
to 11.72 percent in 1956. It will 
be interesting to watch the effect 
that quick-recovery units may have 
on sales by sizes, because, if such 
units were to become generally ac 
cepted, — the tanks 
wouldn’t be so necessary in the 


larger size 


iverage home 
Sales by Size of Town 


\s with ranges, there has been 
a change in markets for electric 
water heaters. As recently as 1954, 
iccording to NEMA figures, towns 
of 50,000-and-under accounted for 
65.2 percent of industry sales. In 
1955 this dropped to a low of 55.4 
percent 

Over a period of several years 
those communities which most ma 
terially increased their share of the 
market were: 25,000-50,000—up 
from 6.4 percent in 1949 to 10.1 
percent in 1955; 50,000-100,000 
up from 5.8 percent in 1949 to 
10.9 percent in 1955; and 100,000 
50,000—up from 7.4 percent in 
1950 to 10.9 percent in 1955 

Manufacturer estimates of 1957 
water heater sales as made to this 
publication run anywhere from a 
low of 700,000 units to a high of 
1,350,000. An average of the pre 
dictions of 12 manufacturers 1s 
907,000 units—an increase of 37, 
000 units over 1956 and big enough 
to be the best vear since 1950 

Istimates of 1957 sales of stand 
id ranges run from 1,100,000 to 
1,400,000 and the average of pre 
dictions by ten. companies is 1, 


94,500, a gain over 1956. of 
94.500 

Most manufacturers far unde 
timated 1956 sales of built-in 


ranges, so it’s quite possible that 
their predicitions of 1957 sales are 
equally low Kight companies 
guess 1957 volume from 340,000 
to 600,000 and the average is 433, 
500—48,500 more than in 1956 


I nd 











SEND ONE OVER 


1957 





THE ARMED FORCES HAVE BROKEN THE SOUND BARRIER 








TOP 
Qu ALITY 


TWIN-BRUSH 


ELECTRIC 


FLOOR & RUG CONDITIONER 
POLISHER-SCRUBBER-RUG CLEANER 


THAT WILL BREAK THE SALES BARRIER FOR YOU 


Not just a fine Polisher-Scrubber, but a RUG CLEANER too! And 
... what a value! Satisfied buyers have been paying $76.75 for this 
combination, $66.00 for the Polisher-Scrubber Unit and $10.75 for 
the Rug Cleaning Attachment. NOW, you can offer the works — 
SCRUB, WAX and POLISH ALL FLOORS — BUFF FLOORS 
AND FURNITURE — SHAMPOO RUGS SPARKLING CLEAN — 
ALL AT A BIG SAVING OF $26.80. 


ALL THIS 
95 





DEALER PRICE 


‘3207 








STOMERS “” 
FOR 


your 


aryl Electric PLUS EXTRA PROFITS FROM THIS 

land Tin ' 90 FIRST VOLUME SALES-PRODUC. 

The she scrubber: ING MERCHANDISING PLAN 
and EVER OFFERED TO THE TRADE. 


Polisher including — 


ZV 2 Screening 


(@ i wy pf orusnes 
’ ; 


- ™ 9 Felt Pads 


IT HAS PROVEN EMINENTLY 
SUCCESSFUL IN SEVERAL "TEST" 
LOCATIONS. 










NEVER BEFORE HAS 
$49.95 BOUGHT so 
MANY FLOOR AND RUG 
CONDITIONING 
SERVICES 


2 Polishing 
Brushes 





Order Shetland Model T-7 
" PRICE-BARRIER-BREAKERS” 
from your distributor or write 
to The SHETLAND CO., Inc., 
LYNN, MASS. 
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“THE GOLDEN FRANCHISE 


IS SO PROFITABLE, 
| REORGANIZED MY 
OPERATION TO SELL 


IRONRITE EXCLUSIVELY” 


HERE ARE THE FACTS ON THE 


| 


EN i\CHISE ...ONE OF THE 
MOST AMAZING DEALERSHIP PLANS 


IN AMERICA 


By the nature of the product itself, Lronrite Automatic Lroners 
require specialty selling. ‘To sell them 100°, effectively, they must 
be demonstrated and the prospect must be persuaded to sit behind 
the ironer herself and actually use it. 


Now, unfortunately, this type of selling virtually disappeared 


after World War IIL. So Ironrite had to find a new method of 


marketing automatic ironers. And there had to be a big enough 
profit for the distributor, the dealer, and the salesman, to permit 
the kind of selling job required 

The answer was a rental plan—tested and proved before it was 
put into operation, This solves both problems. Now, for a very 
small weekly payment, the prospect can try out an Ironrite in 
her own home on her own laundry, and the dealer can afford to 
pay fine commissions to attract the best sales people and still keep 
an outstanding profit for himself 

Dealers found the Lronrite Rental Plan so successful, it became 
known as the Golden Franchise. Here are some of its unequaled 
advantages 


Actual statement from an Ironrite dealer. 


R. M. Gottlieb, Vice President in Charge of Sales / 
lronrite Inc on, 


Mt. Clemens, Michigan 


Please see that | receive a copy of your booklet 

called The Golden Franchise 

NAME 

NUMBER AND STREET 

cITy ZONE STATE 
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You can earn more than 100°), on your capital investment 
every year. 


Every sale is at full retail price and profit. 
Selective, individual, district-dealer franchising. 


Complete line of ironers. An Ironrite model for every type 
of home. 


No trade-ins. 
Tremendous potential market. 
Highest quality product 


Actually no competition. Ironrite is the only true ironing 
machine made. It is not a mangle. 


High customer satisfaction. Many sales are the result of 
Ironrite owners talking about it to friends and neighbors. 


> © #8828282 8868 ®@ 


No indiscriminate franchising. Only outstanding retailers, 
with a record of sound business practices, qualify for the 
Ironrite Rental Plan. 


This is the most talked-about appliance franchise in the business 
today. The finest dealers are getting in on it. If you would like 
to put a good, protected profit back into your business, why not 
look into the Golden Franchise. 


If you will mail us the coupon (left), we will see that you get 
a booklet explaining this great opportunity in detail. Do it 
today. It costs you nothing. 


ry a “ “ ae 
j : 
P pe. by bey &. 
] t § a : 4 y te 
cons 3 ‘! yy mY 
a ¥ ¥ 


AUTOMATIC IRONER 


IRONRITE INC., MT. CLEMENS 
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ing of trade-ins 


Color: Still a Problem 


But if —_— were a problem 


because they were selling so well, 


another product posed a headach« 
for the 


opposite sales of 


reason 


ing off in some 
New York area, for example, 
ers who up to now have soft ped 


the fall months launched the big 
gest push yet on color. 


By years end this push was pay 
markets. In the 


dea! 


aled color were beginning to show 
enthusiasm for the 


product and 


says Sylvania president Don Mitch 
ell, color will represent 75 percent 
of T'V set production 
Some interesting changes 
lic attitude toward : 
flected in the annual Videotown 
survey conducted by Cunningham 


& Walsh. About 


in pub 


color iit ( 


25 percent have 
color sets had not materialized. ) 
for the sales which were beginning now seen a color program (50 pet 
On the surface, at least, 200d 
to appear on some sort of regula cent more than last year's figure 
progress was made during 1956 in ) ; 
I , basis Philadelphia, too, reported Reactions were mixed, ranging trom 
overcoming the handicaps under 
hich ae I lal ;' uccessful sales eftorts as did Bo disappointment to extremely fa 
Vhich Nor hac ipored up to how 
1] ih tenon? , I ¢ cen ton and other citic But in other vorable comments bout half of 
lhag ri UI 
= - localities the mood was one of ex I'V owners said they would like 
was achieved, programming volume ; kd | 
> > pectancy and “next year’ was onc to own a color set. ‘They woukd be 
was stepped up tremendously, and ' ; 
i again the magic word for color willing to pay up from last 


i “big” screen set was being mat 


year § figure of $356 
keted There remain, very obvi What's the “Premium” 
ll tof tabl ; ously, still other handicaps to be :, There Are Other Problems 
! npact of th - ible set 1 overcome. since colo ice dncie Lhe $500 price tag hasn't been | ” | 7 | 
Hat )pal » YO ) c ( ( 0 s ( Ol ik ok ( OU 
immedia ipparent a ue ex 1956 fell considerably below th the key to sales it was once ex ta ind color wer 
imine the industrys dollar volume quarter million level. RCA official pected to be and some marketing the two most obvious problems con 
hanks largely to the growth of the ) experts say that it isn’t a specifi fronting the industry during the 
a fall had hoped to move 200,000 sets ‘et h qhale tab of eaail 
portabie, avel ibs price has fauen during the year but other manufac price but rather the premium’ veal whole list of additiona 
to $19 Combine this lower price tneve didn’t Chink that the tmduelen which will determine the public's problems promise still more head 
with production and the in - ¢ eleaiie ennai aalt hel onoen acceptance. By this they mean that iches for the industry. There is, for 
dustry’s dollar volume for 1956 fall ois On January 1, 1956 nal the public is likely to balance the example, the possibility of realloca 
harply below the 1955 level. The 35,000 color sets h id been installed idded service of color against the tion of channels (and the outside 
1956 figure of $1,365,000,000 is las Mime - “totes wad ont hon extra money they must pay over the chance that some day a whole 
ibout 20 percent under the 1955 ain 150.000 were por it retail cost of a black and white set. ‘Thi sale switch to UHI might be or 
total of $1.745,000.000 ‘ ’ . ; ; 


I'he portable permeates all think 
ing and all analysis of 1956 perform- 
some 
lieve that the record inventory is not 


ance manufacturers even be 
as serious as it looks since portables 
account for a share of it and they 
can be disposed of easily. 
Certainly one of the biggest 
questions left unanswered at year's 
end In December, however, 
had become. Many of the 
estimates were colored by the in 
dividual’s own stand on portables 


Hiess 


during the course of the year owner 
ship is still well below the quarter 
million mark 


A Long Second Look 


All of this has led to consider 
able soul searching on the part of 
some in the industry. 

The advertising trade press, for 
example, has carried several articles 
recently which take a decidedly 
conservative approach to color. The 
radio and ‘I'V columnist for Adver 


certainly 


is a rather nebulous concept and 


“premium” is a_ relative 


term but it is probably a realistic 
one since color represents an im 


proved but not a 
the consumer. 
Phere some question 
that being pushed too 
hard, too early, but there is a wide 
spread feeling that, as Philco presi 


new service to 


may be 
color 1S 


dent James Skinner said recently, 


things “will be rough until we all 
get into color.” Retailers as well 
is manufacturers are looking for 


dered by the FCC). The industry 
last year faced a competitive situa 
tion which saw a half dozen fa 
miliar brand names disappear in 
1956 alone Nor were these the 
only problems besetting the ‘TN 
manufacturer in 1956, ‘The ques 
tion of central service was becom 
ing more acute and the shuffling 
of distributors continued at what 
was sometimes an alarming rate 
Complicating all of this was a 
market which did not materialize as 
expected. None of these problems 


but there was general agreement tising Age examined the problem ward to that day and some people was solved or near solution as the 
that through July portables ac in the magazine’s November 26 have a fairly specific idea of how it year ended, Manufacturers and re 


counted for 10 percent of produc 


Chere 


issue. His conclusion: “The fact 


will materialize 


RCA president 


tailers had good reason to look for 


tion was agreement, too, is that the best sets are probably Frank Folsom, for example, thinks ward to 1957 with caution 
that thi hgure was increasing as only half as good as the future sets that in the decade ending in 1965 Some of these headaches may 
the year wore on. ‘There was some are going to be, and they are at the industry will have sold over 53 be years in developing; others may 


disagreement, however, on just how 
rapid the actually was 
Many feel that port 
ables would account for as little as 
12 percent of production by year 
end In December, however, 


increase 
seemed to 


Until a 
developed with 
locked-in color tuning, there can 
be no mass production and distri 
bution.” He went on to peg satu 
ration on January 1, 1957, at 150, 


least twice as expensive. 


simple tube is 


million color 


sets. By that time 


lake the matter 
(Continued on page 296) 


never materialize 


THREE YEAR SALES SUMMARY — Radios 





RETMA vice-president James Se 000 and projected this to 500,000 HOME RADIOS 1956 1955 1954 
crest said that portables would a by the end of 1957, one and a half PR" Rae — . 
count for over 50 percent of 1956 million by the end of the follow Units Produced Pe 3,800,000 ; 3,393,800 3,067,600 
production ing year and four million by Jan Average Retail Price $25 $29 $29 
(here was no arguing, however, uary 1, 1960 ——$_—___ ee _ . 
about the impact the portable had In the October 26 issue of Tide, Retail Value $95,000,000 $97,575,000 $88,193,500 
made on the industry. RETMA agency man I:merson Cole takes a wr wet sis = 
figures for 1955 show only 250,000 careful look at the problem of just PORTABLE RADIOS 
portable sets were produced. For when agencies will feel justified in = 
the same product in 1956 the figure buying color. His “conservative” Units Produced 2,900,000 2,027,500 1,333,500 
was over 1.5 million guess: when saturation has reached cca nn iil 
Among manufacturers, reaction 20 percent. He reasons that it will Average novel Wie $39 $35 $32 
to the portable varied greatly. For be at least 1960 before this figure Retail Value $113,100,000 $70,861,000 $42,472,000 
General Electric it was the vehicle is achieved. aa 
which boosted that firm into the Actually, you didn’t need to go CLOCK RADIOS 
top circle of manufacturers. But outside of the manufacturing end me 
other firms saw in it a low-profit of the ‘I'V industry last year to run Units Produced 2,500,000 2,243,700 1,874,900 
item and added it to their lines re into unkind words about color. Ex ~~ 
luctantly, voicing a hope that it ecutives of both General Electric Average Retail Price 7 $34 ; $34 $31 
growth could be held in check ind Zenith had sharp words for the Retail Value $85,000,000 $76,173,600 $58,121,900 
For dealers the portable was both medium during the fall month : 
1 blessing and a problem. It stim ind most other manufacturers were Jan. 1957 Jan. 1956 Jan. 1955 
ulated T'V in a year in which sales taking an ultra-conservative ap a pot 
had a tendency to lag. But it cai proach to color, tailoring their pro Homes Owning Radios 47,700,000 46,800,000*  45,900,000* 
ried low margins, both in terms of duction to orders on hand. Ther a 
percentages and dollar It also were exceptions and the most ob Homes Without 1,900,000 1,700,000 1,500,000 
omplicated the market for dispos vious one was RCA which during aaa - i > 
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i half-dozen familiar 


Columbia, Sentinel Sparton ( ape 


ou the replacement ind 


of the r pling cement 


rc old ilmo { } } | a! nt Te old 


cmci noderate InCICcas OVCI 
1955 

\ somewhat 
econd set 


harper Mic! is€ ll 
ywnership iS imdicates 
im the 1956 “Consumer Analysi 
of it Milwauk« 
Journal. In 1956, 9.6 percent of 
households owned more than one 
IV set his was up from 6 
n 1955 and 4.4 in 1954. It should 
ve remembered, however, that th 
Milwaukee market, according to th 
Journal study, has a saturation of 
/9.5 percent I'he second-set own 
ership rate in such a market would 
naturall a 


i 
HCAS Viie 


market by thi 


higher than in oth 
ituration is much 
lower 
Nationall ituration 4 esti 
nated by Kiecrraican Mrercnan 
pISING to be about 80 percent 
NBC research says that there are 
} nullion sets in use in 1.4 


million hom | hi micah i | 


r { ) ' 
ration © { percent based 


i total of 47 t-million 


wired 


Home It also indicates that ther 
ire 1.1016 set pel TV household 

Still another set of figure ivall 
ible for use in computing satura 


tion are those compiled by the 
\d tismg Research loundation 
nad released last fall iT COVE 
he miarh is Of March, 1956, and 
how that million household 
then had ‘TN for a itturation 
of 73 percent of household On 

regional basis the northeast and 
iorth central regions have the high 


} 


t ownership with saturations of 

ind 79° percent 
Thirteen states have saturations of 
better than 80 percent and thr 


inn number h ive 


re pectivel 


ituration of 
( than 60 percent 

Still further owner hip data is 
mipiled on a quarterly basis bi 
Market Research ( orp. of America 
O0-famuah pancl Ihe 


hip figure indicate " 


using a 
July owne 
ituration of /6 percent ompared 
vith 74 percent at the beginning 
if the vear Here, too, the north 
cast and north 
thre highest 


rains seem to have been 


central regions show 
Bi rest 
hown bi 


ituration 
farms (up three points to 54 per 
ent), cities under 2500 (up from 
63 to 67 percent) and cities of 2500 
to 50,000 population (up from 62 
to 65 percent) 


Where They Were Sold 


Regional information on current 
iles is available through study of 
MrecrricAt, MERCHANDISING’s an 
of utilitic Vhese firm 
eport ¢ timated retail sales in the 
ireas and the 1956 study show 
that the West South Central re 
rion had the best selling rate, 152 
ets per 1000 customers, ‘The West 
North Central region was second 
thus duplicating the 1955 result 
Projecting these estimates to na 
tional total 
ite that on] 


vere sold during the veat 


rit il Hrve\ 


however would indi 
5.9-million ‘TV set 
This 1 


white goods sales 

index on i 
gional standings is contained in 
the chart, “How The Applianc 
Market Is Divided 
on pag 90 of this issuc 
ure how that the Middle At 
lantic, East North Central and 
South Atlantic regions rated one, 
two, three. As the chart accom 
article indicates, thi 
rating parallels the ten year aver 
ge for 1946 to 1955. The two 


top regions, 


A more accurate 


which appears 
Ihese fig 


panying thi 


have ab 
50 percent of ship 
ments in that ten year period whil 
the Mountain region and the Kast 
South Central together have «a 
counted for only 6.55 percent. By 
tates, New York, California and 
Pennsylvania have ranked at the 


! 


P 


for example, 
orbed about 


When They Sell 


elling figures for thi 
ntire year of 1955 are now avail 
ible but they reflect little chang 
from the pattern set in 1954. About 
percent of the year’s tota! 
done in the final quarter of the year 
vith December (14.27 per nt) th 


highest single month 


CASON il 


RADIO 


Ih experience ol the radio im 
during 1956 should give 
comfort to TV mars 
keting men who are worried about 
the effects of a 

Radios have labored in a climate 
of a 90 percent o1 better saturation 
ince 1948 but this did not prevent 
the industry in 1956 from regi 
tering the best results since 1950 
Output of 9.2 million home, port 


dustry 


Ol sicle I ible 


aturated market 


ible and clock radios represented 
1 gain of 20 percent over 1955 and 
16 percent over 1954 

It should be 
that figures on auto radio produ 
tion are excluded from this study 


noted in passin 


ince so many of these units ar 
old as 


bypa . conventional 


initial equipment and thu 
marketing 
As a matter of fact, auto 
radio did not enjoy th 


channel 
reneral 
rood health experienced by th 
home radio industry last year. Auto 
idio busine is tied in rather 
fortunes of th 
reflecting thi 
ito radio output fell from 7.2 
million to 4,750,000 in 195¢ 
Dollar volume also rose during 
1956, reaching $293 million. Thi: 
is a gain of 


direc tly W ith t hie 
iuto makers and 


ilmost 20 percent 
Ihe increase here does not corr 
pond exactly to the unit increase 
ince there were some price differ 
neces during the vear. The average 
price for a home set is now esti 
mated at $25 as against $28.75 a 
On the other hand, th 
iverage price of portable has in 
35 to $39 thanks to 
popularity of th 
higher-priced transistor set 


year ago 


reased from §$ 
the TroOwIng 


t 


Production ot 
the highest 
For the first 
appearance of th 
lock radio in volume in 1952, 
outsold clock unit Pei 
centagewise, a trend which devel 


dunng th 4 
2.5 million units was 
in industry history 

time since the 


portable } 


oped several years ago continued 
to be apparent in 1956; the share 


of the market accounted tor bi 
home sets continued to declin 
vhile th newe! portables and 


clocks took 
market. Thu 
for only 4] percent of output im 
1956, down from 45, 49 and 54 
percent in the three preceding 
cal Clock radios took 27 pel 
ent of the below the 29 
and 30 percent figures achieved in 
1954 and 1955 but above the 24.9 
percent achieved in 1953 Port 
ibles took over 32 percent of the 


harp increase from 2¢ 


slices of th 
cts accounted 


bigger 


home 


market 


market, a 


percent in 1955 and a gain of || 
percentage points over 1953 and 
1954 


As predicted here last year, the 
rowing use of transistors helped 
portable busine along to a rec 
ord high level. About 31 percent 


of portable were transistor set 


Saturation: Still Up 


There is littl 
tion to increase in this industr 


room for satura 
but even so saturation inched up 
ward to 97.6 percent. What ha 
ind cannot be measured 
it the pre cnt time is the penetra 
tion of radio. ‘This statistic takes 
into account multiple ownership 
of set Ihe most reliable figure 
on thi ore are still those com 
piled by the Advertising Research 
loundation in 1954 which indi 
cate that 75.6 percent of TV homes 
) radio-only 


HICTCASE d 


md 52.6 percent of 
homes have two or more set 

Once again the Middle Atlantic 
ind Kast North Central regions ac 
counted for the largest share of fac 
These standing: 
correspond with figures for the ten 
vear period ending with 1955. In 
that time these two regions have 
taken over 46 percent of the indus 
try s output 

Seasonal selling curves for 1956 
how that once again about 40 per 
cent of the vear’s volume was done 
in the final three months of the 
year There was few significant 
changes from the 1954 pattern al 
though busines 
was done in the fall of 1955 than 

95 


4 


tory shipment 


omewhat more 


ill th rhe « iod in 


What's Ahead 


The industry ha 
turation of 97 


pre ve d that 


percent does not 
mean a falling sale urve and with 
improved distribution, good merch 
indising, and 
innovation the radio industry can 
look forward to highly satisfactor 
There 


years suc h 


mtinuing product 


busine n the years ahead 


ire no 14-million unit 


more than a million under industry A Portable Year a 1946 and 1947 till in prospect 

timates and suggests that utilit but the industry has found that 

pe nen are not in as close touch with Relativel peaking portable olume ich as achieved in 1956 

home ha ( md t in novement of TV as thev a wit! ichieved the nost dramati rain in be most vardin Eend 
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u) Month (a, menth out- ~Gbventa brings you the \\ \\. 


7 i 
MOST PROFITABLE PROMOTIONS 12 the TV Business! ||) 
rT eT /) 


«“ 


Y tome the SYLVANIA “PROMOTION OF THE MONTH” 
In January for television dealers everywhere! 


isis 
HOSPITALITY CART ‘cs 


with the purchase of any @@2@="==c= 
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SYLVANIA | 
—“TALOUGHT | : 
Dlr eer 








~ Pa 


h f ium! Sylvania TV i St P ti 

The pertect premium! yivania is easy rong Promotion— 
the smart companion for the smart al i! 1 
Sylvania set! The “Golden Hospitality” to see easy to se ° Strong Support! 
Cart wasespecially designed to set up Sylvania Customers can understand and appreciate LIFE in Januery wil! tel! 


‘aw : : desig : i ; > 4 ; ell your custom 
TV and refreshments anywhere in the quickly why HaloLight is kinder to their eyes ers about this big Sylvania Set plu 
house. This ; ee _ ; my : Cart Promotion—and about the other 


attractive, free-wheeling base why it lets them watch TV longer. HaloLight 
peta - dramatic customer benefits in Sylvania 
carries a full evening’s entertainment frames the TV picture with soft, soothing : 
; : ; r'V with HaloLight 
Sylvania television along with a handy bever surround light —wipes out sharp contrasts of 
‘ : . And ‘The Buccaneers,” Sylvania’s ex 
age and snack bar. dark and light that are hard on the eyes, 
citing television program of high adventure 
Gracefully fashioned, the Hospitality Cart And customers appreciate Sylvania’s slim, on the high seas, will feature fy 
gives Table Models Big Screen Mobility. trim, clean-cut styling and Sylvania’s this big Promotion too! FW. 
Talk about mobility — just watch this unique *““Magic Touch’ and “Magic Power’ that - WA 
Set-Cart combination move off your floor! takes the twist out of tuning. 44 Ask your SYLVANIA TY Distributor 
how you con jou the SYLVANIA 
m7 “Promotion -of-the-Month” Club. 4 
wa 
Month in, month out yew car 
share in the most profitable promotions 











- SY LVA N i A .+. fastest growing name in sight —— DY \\ 
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Dishwashers 
and 
Disposers 


continued 


ire highly colored by whether or 
not they are 


fully 


turer, for ex 


eclling them succe 


ind im volume. One manuta 
unple i 


accounted for better than one-third 


port ible 


of his total ile mid tie i hie 
beheve ‘that there is an industry 
trend toward the porta le dish 
vasher in view of the fact that 
everal competit have introduced 


it im 195¢ 

\ econd HiAKCI i lil portabl 
rpuisinne i 
1956 and he expects that about 20 
lume im LYS 


vill be accounted for by portable 


On the other hand. J]. Don Ma 
n of Hobart expresses the opinion 
if ne other make vhen tie 
i Portabilit t best only a 
ubstitute until a unit can be built 


1 Mobility of a unit to and from 


thy rib hie imal i} forage 
pan ill epr nftoan convenient 
nethod if operat a 

Anoth p Mducel i here 
vill pl ibabl mtn to i one 
market for portable ilthough thes 
vont constitute any large percent 
we of the market. Portable ire 


cal in the average kitchen 
thie till take up space and usu 
illy result im mor vasted pace 
than builtins and don't alwa per 
form an effecti iob of washing 
Dunn models 
probabl i ounted for hehtl 
more than 15 percent of total in 
lustr ili ind one manufactures 
predict that im 19 they ll get a 


rood {} reent of the market 


The Price Trend 


| vasher price for 
IYS6 was SZY0 i drop of S1¢ 


| from 
19 Like all average this doesn't 
trul repre ent the market In 
the New York area, fo camp! 
(ce! il Electric ha been ons 
tentl elling its built-in model in 
| Oo 1 inc OU Ih vrite 
ha { id rt | t ! low 1 
| Observation imdicat that 
for G-F. at least. the pol ‘ payin 
off and it seem eason le t on 
lude that the pol nt in 
itt npt to ex] mad the market 
Other manufact l if 
ul thi type of pr 1 " wood 
len. One gor © tar as to ill it 
imxiety of on tw manu 
fact we Wn) t nd 
t | th h ld be a race f 


298 


heaper unit Ihe dishwasher ha 

the lowest saturation and must de 

pend on pe rformance for greater a 

ceptance That mean quality ind 

itisfactor 
; 

Hig WOTKINal hip 


Another take omewhat the 


quality means a 


nrice 
Ti 
I 


for material 


ime tack when he 1 Price 
hould not take the place of prod 
it thi woint. Believe 


ict efhicien 


cost unit 


' 
oid of features and 
true efhaency will not gain the 
icceptance ind allow for industry 
owth. $300 is not too much for 


i well operating unit at these 0] 
ine 

Despite these arguments, it seem 
obvious that the price battle ha 
been jomed and. in fairne to G-] 
it must be admitted that the unit 
vhich ha been elling It} New 
York for around is not a 


tripped-down job 
Who Sells Dishwashers? 


One thing that ma De id fo 
j that 


dealer 


yW price Oli di hw i her 
they may give the 
i little more ammunition to sell 
iainst the builder. In last year 
tudy we reported that manufactur 
estimated anywhere between 


ind 70 percent of the dishwasher 


ipphi mice 


busine was going through build 
Sadly, there hasn’t been an 
mihcant hange for the better 


during 1956. Only one out of 


manufacturer ommenting on the 


ubject said that dealer iccounted 
for a larger share of the market in 
195¢ ind he still put the build 

hare at more than ) percent 
Most other manufacturer iv the 
nulder got between 50 and 60 per 
ent of the busine The out 


tanding ex eption is thr produce 
1) percent of | U 
for “new construction” and _ state 
that not all are buildes ile 


Ihe outlook for builder sales in 


who say 


is sal 


19 is not likely to please dealer 
(One manufactures vho sa that 
builders did not increase their shar 
ppreciably im 1956 because of 
fewer housing start i I per 
onally believe that in no case will 


the builder business decline and it 
our prediction that it will in 
Although there mat 
be fewer starts in 1957 the quality 
of the home will be 


the here 


rease in 19 
} 
higher ind 
ompetition im the new 
home construction field will more 
or | dictate that builders 
lude the latest in ippliance It 
now appears that the dishwasher 
tandard fixture 


vill continue as a 
1 kitchens in new homes.” 
On top of thi 
till a truism that dealers are not 

uccessful in selling to builder 


i mselve 


ondition, it 


tl According to one ma 


“About 10 per 


manufacturer 


ent of our ipplian e store dealet 
Id on more dishwashe to 
builder n 1956 and, in almost 
i the dealers were locat | 
! nall rural a is and th ld 
tuy re to { hom " " 
With tniid tak n h 
i f th narket t not 
that ' } 








ers don't think the dealer doing 
in Outstanding merchandising job 
The biggest part of the dealer's 
hare is being sold by comparatively 
few dealers. One large maker even 
LOC © tar as to 1) 
cent of hi 
ent of the busine 
Another maker say 
ibout 15 percent of our dealers do 
percent of our dishwasher busi 
ne it retail his 
hould change considerably in 1957 


dealer 


that five per 


dealers are doing 90 per 


“In our case 


condition 


with more getting into the 


busine with mobile units and 
more kitchen modernization deal 
ers aggressively selling the idea that 
no newly-remodeled kitchen i 


really modern without a dishwasher 
Other maker 1 
1) percent of thei 


100d merchand ny job 


that perhap 
dealers do a 


What Kinds Sell? 


Ihe gain in the last few vears for 


pump-drain node raises the qui 


tion: how much of industry volum« 
do thre epre cnt Apparent! if 
varices rather widely from manufac 


tur to manufacture Hotpoint 


timate that pel ent of indus 
try sal ire pump-drain unit An 
ther make | that ipp! xinatel 
) percent of his permanently in 
talled unit ire equ pped with 
UIT Another » percent 

Drain gaps (or air gaps) are an 


other feature which add to the cost 
of a unit and some areas have ordi 
nance equiring their use One 
maker say A drain gap would 
probably average at least $10 addi 
tional cost for installation, but 
there are only three or four area 
vhere they are required.” 

Another maker says, “About 10 
ercent of all dishwashers sold thi: 
car were installed in areas where an 


ir gap re juired An lit gap idd 


i 


Detergents 


One of the big 


dishwashers in recent 


improvements in 
years hasn’t 
involved mechanical design at all 
New and better detergents have un 
loubtedly done more to stimulate 
iles than they have been credited 
with doing \s Hobart’s Mason 
1 “Detergents are vastly im 
proved and 1956 saw greater gain: 
n this direction 
upplier of detergents just entered 
th field in 1956 
with “¢ 


in fact, one major 


Procter and 


Gamble iscade”’ Vary 


onditions are natural 
but in all fairness most 
of them can be solved with one of 
the detergents now on the market. 
here has been much less spotting 


ing W iter 


problems, 


ind our customer letters will prove 
thi 
Best Markets 

According to the utiliti inswe! 
ng our 1956 survey, the best mar 
ket for dishwashers still is the Pa 
ific Coast area where sales averaged 
16 per 1,000 electri ustomer 
The next best areas were the South 
Atlantic with 14 and the West 
South Central with 13. Average for 
the U.S. is 9.06 sales 

Disposers follow a somewhat dif- 
ferent pattern. As with dishwash- 
t in the Pacific area, 
pel 1,000 customers, but the 


ers, sales are be 
next best marketing regions are the 
Mountain and the West South 
Central state vith 12 each. Aver 
ive fo thie U _ 2 }2 57 


] 
1 OO istom 


iles per 


Builder Sales 


As with dishwashers, a large shar 
if the disposer busine at least 
half—goes through builders, and a 
few makers expect the builder: 
lice of the pie to get bigger thi 

: oddly 


ming ycat But enough 
iren’t oO 


nanufacture ritical 


ibout the merchandising job don 


by dealer is the ire with resp t 
to dishwasher 

Cone produ express h feel 
ngs this wa In 1956 the appli 
mc ade ile turned into i Very 
powerful ract it least for thi 
mpany in that disposers are 
being treated more as a traffic item 


than heretofore. I would now guess 


that 40 out of every 100 appliance 
deal uuld be considered doing a 
easonably adequate merchandising 
} 
}UD 

Of three other makers, on \ 
\) pe ent of hi dealet do in 
xlequate merchandising job; one 
1 10 percent the third savs only 
hive per ent 

Coming up vhat promises to 


be the best vear that either 
An average 
facturer predi tions for 
gives them a total unit 


appli 


ance ever had if manu 


dispost rs 


volume in 


1957 of 591,667 unit vhich is 
p »bably conservative 

Dishwasher iccording to the 
averaged predictions of four makers, 


hould reach 481,000 unit End 


THREE YEAR SALES SUMMARY — Food Waste Disposers 


1956 


Units Sold 
Average Retail Price 


Retail Value 


Jan. 1957 


Homes Owning 


Homes Without 
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590,000 
$110 
$64,900,000 


3,118,000 
44,297,000 
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1955 1954 


520,000 
$115 
$59,800,000 


410,000 
$115 
$47,150,000 


Jan. 1956 Jan. 1955 
2,553,000 


43,447,000 


2,059,000 
42,718,000 
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The Live Better Electrically Program 





national ads, distributor and dealer 
mat books, and point-of-sale mate 
rial Also, it can be used as a 
center-piece theme for distributor 
and dealer sales meetings and as 
an editorial subject for house or 
gans. We are now developing a 
manufacturer tie-in booklet con 
taining ideas and suggestions for 
more effective 
grams 

The development of all kind 
of promotional aids has so far been 
one of LBE’ Included 


on its order form for advertising 


manufacturer pro 


long suits 


and sales promotion materials ar 
no less than 44 items running all 
the way from banners, decals and 
window streamers to publication 

direct mail pieces, ad mats, bill 
board post and radio-I'V com 
mercial lo date some of th 


most extensive use of these mat 
rials has been made by LBE’s first 


group of allies, the utilities, who 
have been ordering them both fo 
themselves and for deale1 

In 1956 utilities were the in 


strument 


which got LBE off the 


ground 


QUESTION: What about utility ef 
forts to conduct retail promotions 
in 1957? How many utilities will 
participate? 


BOIAN: Utilities were the spearhead 
of local promotions throughout 
1956 and we expect them to be 
even more active this year. Many 
of them-——both merchandising and 
non-merchandising, have definite 
plans to blanket their service areas 
with strong advertising and pro 
motion 


including newspaper sup 
plement 


radio and ‘T'V, billboards, 


car cards, and every type of avail 
able media. More than 300 utili 
ties are now participating in Live 


Better Electrically and a majority 
of them will have active program 
this year 

\ good exampkl of what Boian } 
talking about is the combined pro 
gram of the Los Angeles Depart 
ment of Water & Power and South 
ern California Edison logether 
with other industry members thes 
two compan plan to spend 
about $1,000,000 in the next ] 
month promoting range 
ers with an LBE campaign An 
other exa nple is Cleveland Electric 
Illuminating’s policy of 
the LBI mbol in 0-oped idvel 
tisement And up in New Eng 
land the Boston Electric Institut 


ind dry 


has been ringing the i of con 
imers with an LBE jingle on th 
id t in two month 

P tl the wh th 

i tilit OO prt if 
manutact st none » 
far, LBE ha een faced with 
doub!] enditu llin th 
p! not t t] id t } 
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kicking it off at the consumer level. 


QUESTION: How does LBE effort 
divide between trade promotion 
of all types and promotion direct 
to the consumer? 


BOIAN: Seventy-five percent of the 
effort is devoted to consumers, in 
cluding national magazine advertis 
ing, national television and local 
advertising and promotion. The 
other 25 percent is being spent to 
trade interest and to 
show various groups how to cap! 
talize on the program 

According to ‘Tide magazine the 
1956 budget for expenditures by 
the LBE team was about $2,000, 
000, by participants another $3, 
000,000. This year’s LBE budget 
will be about the same (although 
more of it will be 


encourage 


spent in new 
directions) and the industry itself 
will spend several times the 1956 
total. Since Boian describes the 
program as running for a minimum 
of five “more likely ten 
\ ‘ars and possibly longer, depend 
ing on the opportunities for further 
market development” the eventual 
outlay by all segments of the in- 
dustry will reach astronomical to 
tals 

Boian emphasiz , however, that 


years and 


nec d 
sive or large 


QUESTION: Would active participa 
tion by appliance retailers in LBE 
be likely to be expensive? 


BOIAN: Definitely not: Retailers 
who tie in will find that they spend 
no more than for promotions they 


individuals 
not be either exces 


expenditures by 


would be running anyway in prep 
aration for peak selling periods 
Since LBE is a central sales theme, 
it’s also a convenient hook on which 
to hang all 
without spending any 


regular promotions 
additional 
money 

Boian points out that even the 
promotional material 
ably be made available to retailer 
by many manufacturers, distribu 
tors or utilities at less than their 


cost. Some of these materials cost 


will prob 


very little to begin with. Fifteen 
inch decals of the LBE symbol 
for example, cost only 25 cents 
[he 72-page consumer idea booklet 
ells to anyone for 10 cent TV 


; - 
film commercials sell for $5 and 


>3 \ 24-sheet billboard 


poster 1 


QUESTION: What would the best 


thing a retailer could do to take 


advantage of LBE? 
BOIAN: Use it as a central sales 


theme in merchandising and pro 
motion \s a starting point, sev 
| illustrated 
sage in the Sep 


eral specific ideas were 
in 1 four-page me 


Continued on page 300 
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THE NEW LOOK 
IN AIR COOLING 
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SEE Chto PORTABLE 


AIR COOLERS WITH THE 
SENSATIONAL NEW 


Hi-Vee 
JET SCREEN 


A radically new engineering appli 











iT CATALINA 
$39°5 list 








cation—the first time on a portable 


evaporative air cooler at any price. 





Hundreds of hexagonal wind 
tunnels in the HI-VEE JET 
SCREEN sstraighten and speed 
the most amazing torrent of fil- 









tered, scrubbed and cooled air the 






industry has ever known. This 






BU 
CORONADO 
$49°5 list 
vv 








dramatic concept is available in 





Belvedere and Catalina models, 









exclusive with Chico. 


FAST MOVING MODELS FOR 
QUICK, SURE SUMMER PROFITS. 






























All aluminum—exclusive with 
Chico. Featherlight —really port- 
able. Cannot rust. Decorator 
Baby-safe 


designed. pet-proof, 


XL-7 innercoating for silence and 








alkali protection. No installation. 


Triple duty —cooler, ventilator, air 










cleaner. ~~ 


Attractive, sturdy stand in 
matching finishes for each 
model available at extra cost 





Cyne 


wae BELVEDERE 
$59°5 list 


















PORTABLE AIR COOLER 


CHICO GENERAL PRODUCTS CORPORATION 


ate warestacn atiwimianue 


525 MARKET ST. + SAN FRANCISCO 5 « CALIF 
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you GET 
ORE 


1TH TRADE-WIND 


with TRADE-WIND 


with TRADE-WIND KITCHEN VENTILATORS 
VENTILATING HOODS -3258 —— 


-.- And you'll 
see MORE of 
TRADE-WIND at the 
NAHB Show, Booth 449 


MORE Sherman Hotel 


Efficiency 


with TRADE-WIND with TRADE-WIND 
BATHROOM VENTILATORS ELECTRIC HEATERS 


JANUARY, 
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Live Better Electrically 








CONTINUED FROM PAGE 299 


tember issue of kiecrricar Mer 
CHANDISING (pages 171-174) and 
other dealer publications Many 
other ideas will be suggested by 
utilities trade associations and 
manufacturers From these the 
retailer can select the most practical 
ones for his own market 

Here again, LBE leans over back 
vard in an effort to avoid dictating 
pecihe illy to the industry on how 
to use this program. ‘The deale: 
nagazine ad suggested in-store ap 
pliance demonstrations tied in with 
the theme of how to live bette: 
electrically, use of the emblem 
ad howings of the “Meet Mi: 
Swenson” movie, LBE tags on me 
chandise, window displays, etc. It 
ilso suggested a jingle contest based 
on the LBE musical theme. Deal 
crs could offer a prize for the best 
jingle that fits the theme and en 
courage store traffic and sales ther 
by \ variation might ask pro 
pects to complete in the usual 25 
words or less a sentence beginning 
with “Everybody profits when they 
live better electrically because 

Boian describes the main objec 
tive of LBE this way: “To in 
crease sales of electrical home equip 
ment Naturally, as the sale of 


appliances increases, homes will 
have to be rewired to provide uf 
heient capacity That mean 


close tie-in with the EKEI House 
powc! prog! im which LB has 
But, however important it may be 
rewiring is not the primary obj 

tit if the appliance deale: 


QUESTION: All right. LBE is a big 
program, but what's in it for the 


dealer 
BOIAN: J li: appliance-television 


dealer can use it to create direct 
sale for Ih immediate benefit 
More than that, this program is a 
tremendously powerful industry ef 
fort to increase the appliance deal 
ers Share of the consumer dollar 
In other words, it he Ips sell Mr 

Jones on the idea of buying ele 

trical living instead of some other 
type of consumer merchandise. And 
it will do it with a continuing na 
tional and local campaign and with 
a variety of tested promotional aid 

But from there on it’s up to the 


deal He can capitalize on it 
only if he picks up all availabl 
aids and ideas and idapt: them te 
his own selling operation | 


Air Conditioners 


| and Fans 


February is the month for 
trical Merchandising Innual f 
onditioning and fan issue It wil 

nto market tudie on bot 
these product irticle nm dealer 
ale method the }r wth t the 


entral 
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you can count on 


Magic Chef 





the '57 line that's styled to 
turn heads...into sales! 





Magitrol burner 
Magitrol griddie 
Magic-Lite Pilot 
Roast-Guide 

Family Fare Oven 
“Outamatic” Broiler 
Red Wheel Oven 
Regulator 





Here’s 1957 sales magic... magic to catch a fem- 


inine eye, turn a feminine head, fire a feminine 








imagination... magic to turn desire into sales! 






For the cooking-wise woman knows that the most 






Meteo, 


famous name in cooking means more modern fea 





tures than any other range. She knows she can 





count on MAGIC CHEF to turn out perfect meals 


every time...on MAGIC CHer styling to make 





her the envy of the neighborhood. And you can 


count on MAGIC Cuer’s sparkling 1957 line to 


turn sales as fast as it turns heads! ; 
7 
count on heater sales zooming! , 
4 
Yes, you can count on id 
MAGIC CHEP’S complete line m] 
ot home heaters for real ‘ 


sales excitement 

because you can offer your 
customers smart HI-F Ire 
and TV styling depend 


able heating modern 


— 





color harmonies! 









ere ge eeee eee eee ee 8 e*eeseee##2ee#ee#e#ee#ee#¢e¢6¢6¢¢6e¢8¢6°¢ 


WE'LL SEE YOU 
IN CHICAGO 


, and you'll see these °57 sales boosters! 


MEET YOUR TWIN AND WIN! 
Pick up your “twin” number at our display, and find 
Room 1164. Merchandise Mart your twin. It’s fun... and it’s profitable! 


Or 517, Furniture Mart MAGIC CHEF, INC., ST. LOUIS 10, MO. 
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THE 1957 Royal Monarch 


MANUFACTURED BY CENTRAL RUBBER & STEEL CORPORATION «+ FINDLAY, OHIO 
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REVCO Bilt-ins 


Revco Inc., 

Deerfield, Mich 
Models: R« 
ind RI-97 ice maker refrigerator 
''C-77 custom freezer and IU-( 
inder 


custom retrigeratol 


ninter freezer 

Selling Features: RC-87, 8.4 cu. ft 
efrigcrator ha 
ycle defrost system; food at arm o1 


iutomatic therma 


level; quare interior with flex 


ble shelf; handy door shelves with 


butter and cheese conditioners, en 
lo ad portabl Cyy ba ket, plenty 
loor storage for bottles and small 
ICkage emovable clear plastic 
wvered neat Kecpel idju table 
helve nant crisper; automatic im 
terol rhit tcp iture contro] 

hoi f custom finish or color 
RIL-9 5.1 cu. ft. ice maker ha 
1 pacity fast freeze compart 
nent; room for ¢ e trays; push 
miton automatic defrost; adjustable 
removable shelves and sliding 

ly If tt iid Cheese yd 
ion rctable cri per 
na la meat Keeper; may be u ed 
lon n conjunction with Revco 
Custom refrigerator or freezer; com 
re ( i be installed abo 1) 
und grill x remote up to 5 ft 
Undercounter freezers have 

u. ft ipacit dluminum lin 
th bonded aluminum tubing for 
fast-f / baskets for small pach 
AUX 1IAT 1C4 tra\ torag 

l ut d | fo yutk pad RAL 
ut idin 1 puice Ch n 





APPLIANCE 


MERCHANDISING—JANUARY, 


or; temperature control goes 20 
deg below; automatic interior 
ght; left or right hand 


hoice of custom finish or colors 


ck OTS 


MMpressor recessed in upper right 


and corer of freezer cabinet 


natching wood panel door fronts 


i Hlabl 

















RCA-WHIRLPOOL Refrigerators 


Whirlpool-Seeger Corp., 

St. Joseph, Mich. 

Models: RCA-Whirlpool tefrigera 
tor ling 10 units—7 com 


bination refrigerator-freezers and 3 


includ 


conventional refrigerators 

Selling Features: Imperial combina 
tion feature 1 built-in au purify 
ng tem id to decrease food 
poilage md end refrigerator odor 


irculating coldair sanitized b 


ultra-violet rays emitted by lamp it 
f cabinet mterior; air circu 


clistribute 


top 


lating system in door 
ur through cabinet 
lop-of-line combinations avail 
ible in 2 sizes: a 15 cu.ft. model 
vith refrigerator above freezer; and 
| 3-cu.ft. model 


or bottom freezer location 


in choice of top 
Other 
nodels in line include a 12 cu. ft 
ingle-door combination with = re 
trigeratol 


u. ft. automatu 


it top Oo! bottom, i ly 
detrost cle ivi dl 


is companion to a separate freeze1 
ind 3 conventions in md 12 cu 
rt IZ 
| 1. ft Imper ils featu tran 

parent lide-out, removable meat 
KCCpel twin porcelain-cnameled 
rispel ; glide-out shelve door 
has 22 Ib. capacity tilt-out fruit 


bin, cheese keeper, bacon keeper, 


temperature controlled butter 
keeper and remoy ible egg racks 
door also accommodate half-gal 
milk containers etc. An ice water 
tap is optional. lreezer section 
beneath refrigerator hold 116 Ibs 
and provide fast-freeze surface 


1 40-lb capacity full-width glide 
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NEW PRODUCTS 


tilt-out 
mistant 1c¢ 


nut torage basket and 
door helves \ new 
ube cjyector and 4 ejector tray: 
ire provided—the bin holds up to 
over 100 of the new slender cube 

An optional automatic ice cubs 
ilso available 

\ 13 cu. ft. combination dupli 
cates larger model in every respect 


trav filler i 


but size; and a second 13 cu.ft 
ombination has a L04 Ib 
m top 

Imperial Mark XII models fea 


ture squared-up lines for built-in 


freeze 


look ind COMM ili | ingle door 
ombination with freezer on bot 
tom and in a retngerator only de 
wned to be used as a twin to 
Imperial Mark NIL freezer 


units may also be built into wall, 


these 


room din ider Ol i il 
\utomati 


in ice cube eyector and server bin 


used 


island defrosting and 
ire standard equipment; ice water 
tap and ice cube tray filler optional, 
Supreme 12 
cu. ft. refrigerator with a 95 |b 
freezer at bottom of single-door 
cabinet. An identical refrigerator 
vith 78 Ib 
ivailable 


models include a 


freezer on top " ilso 


Custom models include an 8 cu 
ft. refrigerator 

Deluxe models include a 12 cu 
ft. refrigerator; full width chiller 
tray below a 60 Ib. freezer; full 
vidth crisper; butter keeper in door 
ind space for 2 doz. eggs and 
roomy shelves for bottl 
ton An S&S cu.ft 


1 26 lb. freezer on top 


ind cat 
model features 


I’xterior color include pink, 
cllow, green or white; with pink 
ind charcoal interior vith gold 


ind chrome accents. 





RCA-WHIRLPOOL 
Ice Cube Maker 


Whirlpool-Seeger Corp., 
St. Joseph, Mich. 


Device: RCA-Whirlpool te cube 


make! 





ANNA A, NOONE 
New Products Editor 


Selling Features: Designed for un 
der-counter installation or tor use 
is free standing unit; 16 im. wide 
has staunle 


cubes are used a thermostatic ce 


tecl front pancl ' 
vice senses need to replenish sup 
ply produces 55 Ibs. ice per ada 
bin holds 164 lb 1c 


regulated b 


storage 
cubes; automatically 
demand, unit produces more ice i 
i solid sheet by directing a flow 
of cold 


freezing pl ite 


water over an incrined 
to form cubes unit 
ends electrcial current through a 


md of crossed wires paced in 


1) in. square ind the slab of ice 
melts through wires, cubes fall into 
taink torage bin 





GENERAL ELECTRIC 
Kitchen Center 


General Electric Co., 

Appliance Park, 

Lovisville 1, Ky 

Device: G-l. kitchen center 


M baie ly 


tain! 


ipphiance combine mito 


mati washer-dryer, Disposall 
equipped sink, dishwasher and 
range under a seamless stainl 


steel counter top 
Selling Features: Has a built-in 
water distribution and electri 


electrical 


tem; requires only one 
and 2 drain connections—one for 
hot another for cold to 
appliance 
Center is 9 ft £3 
size Disposall dish 
at left of back plash is a 
retractable small 
ippliance cord ilso built into 


ervice all 


long; oven 
in. wide; large 
vashiet 


cord center with 2 


bach pla hoi i cleaner contamel 
vith paces for soap ournng pad 
and polige 

Accessor 
which fit atop backspla li for stor 
ge OF often-used item 


include cabinett 
optional 


grouping of center ippliances 
without 
vasher-dryer and = low 


ivailabl May le 


vall to provide pas: 


vith or combination 

oven are 
placed against 
vall, im a 
through area; or as room divider o1 


partition 
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HOTPOINT Refrigerator- 
Freezers 


Hotpoint Co., 

5600 W. Taylor St 

Chicago 44, Ill 

Models: 1957 refrigerat 


ludes 6 combination refrigerat 


freezers and tandard unit 


Selling Features: Ne PI | 


u. Tt. capacity require me fi 


pace as standard 12 cu. ft. mod 
11.1 cu. ft. tor fresh foods and 
for frozen foods; freezer hold () 
lbs.; each compartment has its own 
ooling system il} models have 
wit-front ‘styling: bru hed alum 
ulptured d 
vance ifety door latch is non 


retiiai door panel 


lwo }2-cu tt combination 
identical ¢ cop for “Big Bin 
helf on one door which holds mor 
than 4-gal large cri per compart 


nent is removable: both have auto 


matic defrost tem iluminun 
doot helve rollout Huminum 
hiolve 

G12, single door unit has a 


lb. freezer, automatic defrost 
vegetabl Crispel butter | 


lumuinum helve nd 4 door 
helve: 

LIT, an upside down “I 
Hi’ combination ha i | lb 
freezer at bottom Hhiminum 
loor shelve torage for butter 


cheese: freezer ompartment 
ha roll-out metal basket quick 
freeze helf juice ra tip-down 


he lf for frozen pu ka 





RCA-WHIRLPOOL Freezers 


Whirlpool-Seeger Corp., 

St. Joseph, Mich 

Models RCA-Whirlpool = 1957 
freezer line includes 12 models, in 
lude 7 vertical and hest model 

Selling Features: lcatured is the | 

cu. ft. Mark swat vertical with built 
in look witho custom installa 
tion; Imperial aan ailable in 
yink yellow rice ) white 
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nmed with gold and white ha 
lequin pattern; interio1 ce pink 
nd charcoal with gold and chrome 
trim; have exterior safety light to 
ndicate maintenance of proper tem 
perature, key-locked safeguard; drt 
cabinet construction preven 
densation on doors or cabinet sid 
laminated gla fiber form high 
density insulation; vacuum tested 
loor seals; preset automati idjust 
ible temperature coritrol 

lmperials feature roll-out ba t 
ip-out Can rack tilt-out ice cream 
mn idjustable door helve fol 
package open-grid rate iufomath 
disposal tem directs detrost i 
ter through disposal tube to specia 
( iporal r pan beneath freezer 
/cro-cold temperature maintained 
throughout entire freezer t qu k 
freezing surta including top of 
liner; freezers available with right 
or left-hand door 

cu. ft. Imperial has 702 Ib 
capacil lO om Imperial 59 Ib 
12 cu. ft. Mark XII, 425 Ib 

Custom models have many top 
of-line feature 19 cu. ft. unit holds 
6 lbs; 15 cu. ft. holds 518 Ib 
12 cu, ft. Mark XII, 429 Ib 

Linpe rial chests has a pe ial blast 
freeze fan in fast-freeze basket; op 
crating independently of contact 
freezing surtaces, the compact blast 
freezing unit is controlled by push 
button on freezer front; signal light 








dividers 


Removy ible 
chest into sections; lift-out basket 
top loading 


separate 


dispensers accommo 
date generous supply of commer 
Self-aligning 
counter balanced lid adjusts to 


ial package OL Call 


chest cabinet; light turns on and 
off when freezer is opened or closed 

Imperial models—a 20 cu. ft 
model that holds 700 Ibs.; and a 15 
cu. ft. model that holds 522 Ib 

A 20 cu. ft. 16 cu. ft. and 12 a 
ft. Custom with 700 and 560 Ibs 
ind 420 Ib. capacities completes 
line 

Protection warranties include a 
5-vear, $200 food spoilage warranty; 
ind a 5-year warranty on hermetic 
ally-sealed freezing system and a | 
year warranty on entire freezer 
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HOTPOINT Modular Kitchen 


Hotpoint Co., 
5600 W. Taylor St., 
Chicago 44, Ill 


Models: ‘Three Hotpoint modular 
kitchens for 19 y& 9 ft. size 
No. KL-5, KL-9 and KL-10 
Selling Features: KL-5 i feet 
includes 24-in. oven; 15-in. stor ig 
drawer; 21-in. sink cabinet and 24 
in, pre plumbed dishwasher; stain 
I tec top; four surface cooking 


un Standard pushbuttons, oven 


timer, griddle outlet, sink bowl and 


ie | s: : 
Se! ia = 


+ convenience outlet KL-9 ha 
ime features wider storage drawet 
ind sink cabinet O-n.); auto 
matic unit can also be french fryer 
ind thrift cooker: surface griddl 
KL.-10 is 9-ft., has above featur 
plus 24-in. by 54-in. high oven 
cabinet, built-in oven with roti 
erie, pushbutton switches, minute 
timer, oven timer Fach availabl 
in night or left hand models; whit 
pink, green, blue, brown or yellow 





RCA-WHIRLPOOL Ranges 


Whirlpool-Seeger Corp., 
St. Joseph, Mich 


Models: RCA W hirlpool 1957 


range line includes § freestanding 


ranges featuring an illuminated 
Guide-Line control 

Selling Features: Guide-Line indi 
cates at a glance which surface 
units or ovens are turned on and 
the heats at which they are operat 
ing; controls at easy-to-reach for 
ward angle on mantel back ar 


} 


mounted on a gold-and-white ha 
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lequin patterned panel; Guide- 
Line is illuminated by full-width 
fluorescent light which  auto- 
matically turns on with any surface 
unit or may be operated inde 
pendently by witch control. 
Squared styling for a built-in 
look: oven doors are set off with 
copper picture frame hadowbox 
effect. ‘Top-of-line models available 
in pink, yellow, green or white, 
with charcoal panel across full 
vidth utility drawer beneath ovens 
Imperial models include 2 40-in 
models one with 2 ovens, 2 radiant 
heat broilers, built-in Bar-B-Kewer 
vith automatic rotisserie, meat 
probe ind built-in convertible 
griddle, which with left front unit 
thermostatically controlled. Left 
car unit has infinite speed control 
Ihe other 40-in. model has a 


ingle oven with broilers, built 
in griddle, which with fifth surface 
unit is infinite heat speed con 


trolled. Left front unit thermo 
tatically controlled 

0-in. Imperial has built-in Bar 
B-Kewer, rotisserie and radiant 
heat broiler; meat probe optional 
?-set automatic clock in all Im 


pe idl 


Supreme models include a 40-in 
ind a 30-in. model. 40-in. feature 
1 large deep well cooker with rai 
ible unit; infinite heat controls on 
riddle, extra fifth unit and left 
front surface unit; automatic clock 
timer for oven, broiler, deepwell 
cooker and appliance outlet; meat 
probe optional. 30-in. model has 
24-in. oven, radiant heat broiler, 
iutomatic clock: meat prob op 
tional Both have illuminated 
mantel back 

Custom models include 2 40 
in. models; one features a barbeque 
meat oven with optional rotisserie; 
bake oven and 2 radiant heat 
broilers: other has oven with broiler 
ind waist-high utility drawer; auto 
matic clock in both models and a 
meat probe is optional 

Deluxe 30-in. model completes 
line; has 24-in. oven, radiant heat 
broiler 











RITTENHOUSE Door Chime 


The Rittenhouse Co., Inc., 
Honeoye Falls, N. Y 


Device: ““Gem’”’ door chime 
Selling .Features: Has a_ black 
wrought iron grille with 2 brass 
finish tubes; sounds 2 notes for 
front door and one note for rear 
w side door; 74x94 in 

Price: $9.95. Other 1957 model 
from $5.95 to $89.95 
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AIRTEMP Air Conditioners 


Airtemp Div., 
Chrysler Corp., 
1600 Webster St., 


Dayton 1, O 

Models: Airtemp “Dandy Dozen 

plus one” includes 7 conventional 
indow conditioners casement, 
Imperial “‘wall-thins”’ 

Selling Features: Custom Royal 


nodels include a ventilating con 
trol, exhaust control and 2-speed 
14 and 2 hp 
izes; new grille design flush win 
conventional 


fan; available in 3, 1, 


dow mounting, all 


indow models include automatic 


thermostat as standard equipment. 
Casement models include 4 and 


i hp models; automatic thermo- 


tat; the Custom version is de- 
igned for 74 amp 115-volt opera- 
tion 


Imperial “‘wall-thins’’ include 
|, 3} and | hp models; feature ther 
mostat, ventilating control; 2-speed 
fan are standard features on all 3 


mode ls 





KELVINATOR Air Conditioners 


Kelvinator Div., 
American Motors Corp., 
Detroit 32, Mich. 


Models: Kelvinator 1957 line of 
om air conditioners includes 10 
model 


Selling Features: A combination of 
nozzles and dual sets of 
lirectional louvers provides 2-direc- 
tional cooling; sets of horizontal 
ind vertical louvers direct air from 
twin nozzles; each set of louvers 
in be adjusted independently; 
flexibility of control minimizes 
lrafts, provides cooling where de 
ired 

All models styled in muted-color 
plastics to blend with all decor; 
capacities range from 3 to 2 hp; 
iccessible, replaceable _ fiberglas 


twin all 


filters 
Chin-style 
talled in 


models may be in- 
ugh walls 


i in. deep overhang at a mini 


window or thi 
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mum; may be installed through 
wall for “built-in’’ appearance with 
only 24 in. projecting. 3 Thin-Style 
series includes two 1-hp models, 
one 230-v, the other 115-v; and a 
14 hp 230-v. model. 

Custom series includes 4 models, 
1 } hp unit for 115 v; two I-hp 
models for 115 and 230 volts; and 
i 14, 230-v model. Customs fea 
ture 2-directional cooling; adjust 
able thermostat and fan 
dial-controlled exhaust vent; flush 
mounted they extend 4-in 
window sash. 

Casement, 7 hp model is avail 
ible for 115 or 230 volts; has con 
cealed push-button controls; ad 
justable thermostat; 2-speed fan; 
fresh air vent; may be mounted 
half-out or fully inside. 

Masterpiece, 2 hp model fea 
tures 3 air nozzles with infinite 
directional control; adjustable thet 
mostat; concealed push-button con 
trols; 3-speed fan and fresh air and 
exhaust vent 


switch 


from 








RCA-WHIRLPOOL 
Air Conditioners 


Whirlpool-Seeger Corp., 
St. Joseph, Mich. 
Models: RCA-Whirlpool room ait 
conditioners for 1957 include lI¢ 
compact, streamlined models 
Selling Features: Models for every 
requirement and for special instal 
lations—through the wall, transom, 
casement windows and in double 
hung windows; featured in top-of 
line Imperials an electronic filter 
pulls dust, dirt particles and pollen 
out of air up to 1/25,000 of an 
inch in diam; flexible air direction 
control shunts cooled air to any 
part of room; air flow direction is 
adjustable in a complete circle; 2 
speed fans-may be operated ind 
pendently of cooling system for 
ventilation only 

Slim, top-of-line Imperials fea 
ture 6 push-button contro] of cool 
ing speed, fam speed, exhaust and 
shut-off; a sliding vent and exhaust 
switch; sliding thermostat contro] 
Units designed for speedy, weather 
tight installation in windows 27 to 
+0-in. wide; kits for 4] to 54 in. 
windows optional; models include 
a 3 hp 115-volt, 7.5 amp; | hp, 
115-volt, 12-amp; electronic filter; 
two | hp 230-v same as above; 14 
hp, 230 volt model with electronic 
filter 


1957 





Supreme models for through the 
wall as well as window installation 
have no side louvers; pushbutton 
controls; thermostat and damper 
are adjustable by rotary control. 
Sizes include a 1-hp 12 amp model; 
1 l-hp, 230 volt model and a 14 
hp 230 volt model. 

Custom models include a 2-hp 
window model; 2 reverse cycle mod 
els which provide heat as well as 
cooling at flip of switch and 2 spe 
cially designed models for casement 
windows. All have variable speed 
fan switch; Custom units 2-hp and 
reverse cycle models have 4-push 
button controls and rotary d unper 
switch; Casement feature 
rotary controls for damper, ther 
mostat and cooling. Custom 2 hp 
models fit windows 28 to 40 in 
wide; reverse cycle units fit windows 
27 to 40 in. wide. Casement mod 
els fit most styles and sizes of case 
ment windows, Deluxe models fit 
27 to 40 in. windows and includ 
two 3 hp models one for 115 volt, 
7.5 amps the other for 115 volts 
10.2 amps. a | hp unit for 230-volt 
and a 14 hp 2 


models 


230-volt model 








VORNADO Air Conditioners 


The O. A. Sutton Corp., Inc. 

Wichita, Kans. 

Models: Vornado 1957 room ait 
conditioner line includes 21 models 
in Custom and Deluxe series 
Selling Features: ‘Twin-Thin line 
can be mounted in upper or lower 
throughwall, flush 
rolled about from room to room 


sash, inside or 
low x 16 in. thin 
controls provide 18 automatic set 
tings; pushbuttons operate 3-speed 
blower fan; “Super” is for hot days, 
“Hi for average; “medium” for 
nights blower operates indepen 
dently for air circulation when cool 
ing is not needed; thermostat, fresh 
air and exhaust features are stand 
ard; directional air diffusers rotate 
360 degs; dual air filters with 
chemical air purifier called “Magic 
Freshner.” Condenser coil incor 
porates Duo-Flow principle. Avail 
ible in 2 models: WI100C, | hp 
unit for use with 115, 208 or 230 
volts and a 14 hp model W150C 
for 208 or 230 volts. 

Deluxe budget priced series for 
110 volt use includes flush mount 
ing, single dial control, thermostat, 
exhaust, chemical air purifier, 3 


measures 16 in 






color tones 


D1S0C 4 hp unit 
uses 115 volts; ? hp model L75C, 
115 volts: D100c, ] hp, 11S volts: 


S100C and DIO0C-2 uses 208 
volts; D1I50C, 14 hp uses 208 or 
230 volts 

Vornado’s 2-hp unit that cools 
up to 5 room home has been com 
pletely redesigned for 1957; size 
has been reduced one-third; push 
buttons for automatic control be 
hind cabinet door automatic ther 
control; 
dual air filters; can be installed in 
mounted flush 


mostat, 3-speed blower 


iwerage window or 


with inside 





Casement window units C75C 
4 hp and 375C @ hp can_ be 
mounted half-in, half-out’ or all in 
side casement windows; can be 
1] ) volt ol 2 5): 
sory panels permit normal sash win 


used with acces 
dow mounting when desired; gray 
finish; thermostat, fresh air and 
other behind 
door mounted on cabinet front 


controls concealed 





MEIER Fan 


Meier Electric & Machine Co., Inc 
Indianapolis, Ind 


Model: M-22 portable window fan, 
Selling Features; All-plastic case 
molded, colored plastic 
polystyrene available in 
colors—green, tan or brown; 22-in 
plastic grilles aerodynamically de 
signed for greater air delivery and 


case of 
3 decorator 


interchangeable for color variety; 
other features include venturi type 
onfice, 3-speed selector switch 


thermostat; rubber-mounted motor 
recessed knobs; 

into top ot 
vhen used as 


contro} snap-on 
window adapter snaps 
fan to hold it secure 


a window fan 





















3 New Motorola Early 


BIG PRICE CUSHION 









| BIG SCREEN TV 


21-INCH OVER-ALL DIAGONAL 
263 SQ. IN. VIEWABLE AREA 









7 





YY “W 4 





BIG “EARLY BIRD”’ CONSOLETTE 21133. Handsome, big screen set on 
PROMOTION tapered solid brass legs. Distinctive styling, deluxe 
™ front, removable tinted safety glass, aluminized 

Featured in 90° picture tube. Also in blond color. 


LIFE : LOOK P POST Nationally Advertised 
TOWN JOURNAL > *QYOYS 
PROGRESSIVE FARMER BIG CUSHION GIVES YOU ROOM 


SUNSET- EBONY TO DEAL, ROOM TO PROFIT! 
and the radio show 


MONITOR 
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Bird Trade-in Specials 


cvest Room to Deal! 
°°" | Room to PROFIT! 
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& 
| E 
onl 
BIG SCREEN TV | | BIG SCREEN TV 5 
21-INCH OVER-ALL DIAGONAL | 21-INCH OVER-ALL DIAGONAL 
263 SQ. IN. VIEWABLE AREA | 263 SQ. IN. VIEWABLE AREA 
ip i! tm = eT 
seaman orice eee pige Bene ee TED apes 
=oeeer ees = epee OS Na hatac ere 
ay emer ermere arena eres ohn Re MeN cere ear ta 


SWIVELETTE 2106. Newest idea in table models CONSOLE 21K68. A full-size console on swivel base. 


has matching base with 8” speaker mounted fac Right-Up-Front tuning, pushbutton on-off, alu- 
ing front. Swivels 360°. Big Screen, aluminized 90 minized 90° picture tube. Also in blond color, 
picture tube. Also in grained blond color. 
Nationally Advertised Nationally Advertised 


‘“aa0— “seo 


BIG CUSHION GIVES YOU ROOM’ BIG CUSHION GIVES YOU ROOM 
TO DEAL, ROOM TO PROFIT! TO DEAL, ROOM TO PROFIT! 


MOTOROLA T 


’ . ‘ In Canada: Addicons Ltd. 
World's Largest Exclusive Electronics Manufacturer sictiiaaieann > 
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hange without notice 





| WINEGARD 
Color’ceptor CL-4 
Suggested Retail 
Price $29.95 


You'll have happier customers—fewer service calls during the 
warranty period if you add an antenna sale to every TV sale. A 
Winegard outside antenna assures better reception from any TV. 
It's easy to sell with the set. You make a full profit on the extra sale 

.and best of all 
makes WINEGARD the one antenna you can sell like an appliance! 


the customer can usually install it himself. This 


Ends The Assembly Nuisance ! 


Comes from factory completely assembled, Just 
open like an umbrella. Most models are complete 
packaged installation units. No loose parts. Noth- 
ing to put together. Nothing else to buy. Ready 
to put up and attach to set! 


High-Styled Golden Tone Antennas! 


Aluminum anodizing gives a shimmering metallic 
gold tone that makes a WINEGARD TV AN- 
TENNA sell on sight! Visibly corrosion and rust 
resistant. Customers can see the years of service! 


Nationally Advertised Selling Punch! 


Hard-hitting schedules in SATURDAY EVE- 
NING POST, FARM JOURNAL, BETTER 
HOMES AND GARDENS, HOUSE BEAUTI- 
FUL, TOWN JOURNAL, SUNSET, TV GUIDE 
and other national magazines, Powerful point-of- 
purchase displays, eye catching 5-color packaging 
and local tie-in ads, too! 


All-Out Selling Program... Plus The Top- 

Performing TV Antennas on the Market! 
WINEGARD ANTENNAS e First with ALL 12- 
CHANNEL high gain performance especially 
designed for COLOR! e FIRST with POWER- 
PACK for signal-building boost on all channels! 
e FIRST with patented ELECTRO-LENS*® which 
focuses the signal—-gives “in-the-studio” clarity! 


Complete line of WINEGARD antennas from $l 195. Ask your 


TV Distributor for complete information or write: 


ee Winegard compay 


3000 Scotten Bivd., Burlington, lowa 












* Pat. No. 2700105—Other Patents Pending 


Jc 
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trim; molded jade plastic Safe-T 
Guard grille; 2-speed control: 
porta-tilt handle; 3 models: 24 SD 
25SD and 38 SD. 

4 Deluxe models for budget 


SIGNAL Fans 


Signal Electric Div., 
King-Seeley Corp., 
Menominee, Mich 
Models: 1957 Signal fan line in 
cludes FP-20, RP-20 
Selling Features: 1} P-20 exhaust fan 
rated at 3950 cfm with 3 pecd 
control, _ window _panels expand minded include 28D, 24D, 20D 
from 26% in. to 33 in. to fit sash 1 16D : 
type windows; 3-tone neutral color 7 : 

of + other models include turn 
about window fans which serve as 
intake or exhaust; 2-speed contro); 
built-in spacer panels in 3 model 


101, 301 and 16T. 





styling with expander panel 
gray-blue and contrasting darker 
blue control panel; blades and 
finger-proof grille finished in gray 
RP-20 is similar to E-P-20 with an 
clectrically-reversible feature 


Price: E.P-20, $39.95 RP-20, 


$49.95 7 





I'win convertibles 48TW and 
321 W can be used as window fan 
for exhaust or intake; has snap-out 
heads for individual use 

lable-top model 28h 1 has nev 
wrought iron design v ith glass im 
pregnated top that is burn, ilcoho!) 
ind scratch resistant. 

Prices: Sierras from 9% > to 
79.95 Supreni from 5 to 
64 DeLuxe trom 

VORNADO Fan Line lurnabout 


O. A. Sutton Corp., Inc., 
Wichita, Kansas 


Models: Vor 


cle igned t 























throug! Cont 


LAU Attic Fan 


hion 


Selling Features: Sicrra model Lav Blower Co., 
Dayton, Ohio 


newest addition to line has auto 
\ 


comfort conditioning, magi Device \ 
ner that chemically purifi haust fan 
pu hbutton electrically reversi- Selling Features: De 
moto! iutomatic timer, bea ite attic heat 

on to indicate current is on; al floor in b 
filter and aerodynami Lir-guide home a mditioning or without 
rrille. Units can be used as room ntral air conditioning; fan begin 
‘ir circulatot ct in windows as iutomati operation when atti 
exhaust and intake fans or on a temperature reaches 95 deg ind 
vheelabout stand for room-to-room huts off when temperature drop 
use, or On a tri-pex floor stand. to 80 degs; 16 in. blade diam 

Sierra series includes 4 model moves air at the rate of 1900 cfm 
Golden Sierra, No. 20AS, Custom can be installed vertically or hori 
models, No. AR and 16AR; Deluxe zontally in or near attic louvre 
model 20AT and Standard models an automatic wall shutter speciall 
20A and 16A designed to match fan is also 

Supreme circulators in contem available LAT 
porary styling has chrome-silver Price: $39.95; shutter, $9.95 Its ¢ 
mod 
pop 
futur 


reall 
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RAI 
Blad 


Joe Greengrass Says: 


“1 shave faster and 
smoother with 
Roto-Clipper...and 
I change dull 
blades in a jiffy!"' 


Roto-Clipper's 


sharper features 


CHANGE THE BLADES 
set for smooth selling! Roto-Clipper’s low 
cost “Speed Blades” are changed in minutes 

like a razor. Special heavy duty 
tite fasteners hold “Speed 
securely in place with shockproof %’" 
Roto-Clipper’s “Spee« 
shave grass faster, easier, smoother 


mow ‘em down! 


screws 








the power mower | 
that changes blades 
like a razor! 


R2Z2R SUBURBAN 


The ultimate in years ahead styl 
The 


and comes 


ing and design 
has a 22” cut 
either a 


and get FLIP THE HANDLE 
either direction 
more “U-turns!”’ Roto-Clipper's easy ma 
neuverability saves steps! 14 gauge 
deck is guaranteed 5 years. Show 
customers the quality of design and con 


and 
grip 
Blades” 


Blades 
makes it a must for that velvety lawn! 





Clinton 


mow in 
with equal ease! No 


steel 
your 


struction in the new Roto-Clipper line that 


yt 





Briggs 24% HOP 
with recoil front 
wheels, #" Deluxe 
deck plate and reversible chrome 
handle 


4 cycle 
starters, 


engine 


rear wheels 


Suburban 
with 


HP. of 
$109.96 sugested list 


TRIM tT CLOSE with the special 
housing design that permits trimming with 
in half an inch of fences, shrubs and build 
ings! Less hand trimming less time 
spent for good lawn grooming! Koto 
Clipper has the edge for whisking through 
grass-cutting chores! 





LATHER UP TO HIGHER PROFITS with Roto-Clipper 
Its exclusive design combines all the luxury and comfort of 
modern suburban living into a sleek, efficient easy-to-use 
popular-price power mower. With eye-catching chrome, 
futuramic lines and a color scheme pre-tested to sell, they'll 
really move! 


RAKE IN THE SHEKELS with ready-to-sell “Speed 
Blade” packages! Roto-Clipper owners will want several sets 


Wi A 


Blades merchandise the blade-changing feature. Place a carton 


of “Speed Blades” in a traffiic-center—watch your sales grow! 


PRICES—PROFITS—PROMOTION! 
Clipper for every price, every promotion from a 19" rotary 
to a big-ticket self-propelled beauty with a riding sulky! And 
Joe Greengrass will be around to merchandise Koto-Clippers 
in your store on counter cards, displays, banners and publicity 

besides starring in an intensive local advertising campaign! 


There's a Roto 


DISTRIBUTORS Here's your chance 
cath in on America’s fastest selling mowers 


FALLS PRODUCTS CO 


Gentlemen 


GENOA, tit 


10 


Send me all the details on Prices, Profits and Promotions with 


Roto-Clipper mowers! 
NAME 
ADDRESS 


city zone State 










Joe Greengrass SayS: “it's the blade that's different! 


Roto-Clipper changes blades like a razor, 


gives lawns that well-groomed look!” 


/ / 
/If 





REIS MAINLINE 






Excellent for city lawns where 

quiet is needed. The Mainline is 
built for years and years of service. Has 
a 19” cut, % H.P., 1750 rpm, Delco 
electric motor, 7" wheels, and -eversible 
handle. Trims to 4" of fences, build 
ings, and shrubs 


$62.50 suggested list 











ECONOMOWER 


















ROUGHED UF LAWNS 








































Low priced easy to 
come trom dull, nicked blades. A y 


worn-out mower blade shreds and 
tears grass instead of cutting it! Many 
otherwise beautiful lawns are ‘hacked 
up” by dull blades. That's why Roto 
Clipper's low-cost “Speed Blades” 
were designed to be changed 
easily and quickly like a razor! 












start simple to use 

















ideal for medium sized lots, the 
Economower has a 19" cut, 2 H.P 
Clinton 2 cycle engine, 7” wheels, rope 
starting discharge, and reversible han 
dle mows easily in either direction 


$69.96 suggested list 









og ETE Be ae — R! 














WEeLt GROOMED LAWNS 





need water, food and careful mowing 
The suction lift of Roto-Clipper's low 


cost “Speed Blades” straughtens grass . - the power 
then shaves it at the proper angle : : 


As they dull, “Speed Blades” can be r1i9 


changed like a razor! Extra sets save GRASSHOPPER that 
time-consuming and costly resharpen Tops the fashion list in pro mike, 4-14 
ing. Roto-Clipper gives fine lawns mouonal mowers for the new 

ble handle, it mows in either direction 
The 7” staggered wheels and the grass like ro | razor! 
discharge at right front gives the Grass 


the care they deserve! 
hopper a special class appeal of its own 


$79.96 suggested list 
















home owner. The Grasshopper has a 
19” cut and a Clinton 4 cycle 1% H.P 
engine with a rope starter. With reversi 
















Sraeeao ADES 
Here's how Roto-Clipper wraps up —  —= 


this merchandising story in a protu 
able package! A display of low-cost 
“Speed Blades" on the counter will 
help sell Roto-Clippers on the floor 

and “Speed Blade” sales to Roto 
Clipper owners will open a new 





Laas 












RIGR GRASS MASTER 
















High styled and popularly priced, the 
Grass Master has a 19" cut and is sup 
plied in either a Clinton 2% H.P. or 
Briggs 24 H.P. 4 cycle engine with a 
recoil starter. Features staggered 














source of profit tor you! 






" wheels, reversible chrome han 
dle, and side discharge. Recoil 
starter for fast, effortless starts 


$97.60 suggested list 









RZIOOR COUNTRY-AIREG 





Hitch-up the sulky and away we go on the Roto-Clipper Country 
Aire. The sulky couples easily without tools has wide P 
comtortable 10° wheels that leave lawns unmarked ‘ wo 
The most unique, versatile three purpose 21" cut power mower . <2) 


you can buy. It's a self-propelled mower uses heavy duty traction <.—” 


tires on the rear driving wheels, It's an easy to manage riding 
















S21R ROTO-CLIFFPER 


















Features 21” cut, durable cast side 


frames and bed plates, 6" reel ball mower with a sulky (optional). It's a free wheeling push-type 
bearing mounted, automat take-up, mower for trimming near hedges, trees, and buildings. Rear driv 
5 high-grade crucible steel blades ing wheels can be completely disengaged allowing hand mowing 
riveted to heavy steel spiders, manual backward or forward with equal ease. Extra convenience features 
spring loaded clutch, safety-guard include a hand throule and clutch control on the chrome handle, 
covers drive chain, recoil starter with 8" wheels, 5 H.P. Clinton 4 cycle engine with recoil starter 

4 cycle Briggs Engine. $169.96 suggested list. Sulky optional, $34.96 suggested list 


$134.60 suggested list, 
Model 818R 18" cut 119.06 sug. list 
FALLS PRODUCTS CO., GENOA, ILLINOIS 
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LASKO Fans 


Lasko Metal Products, 
West Chester, Pa 
Models: Lasko \irsweep fan 


executive 


Selling 


ind Imperial 


beatures: quipped with 


vertical louvre vhich oscillate at 
1 rate of 14 times per minute, al 
tering direction of air-flow so that 
entire room 4 vept by moving 
ur; both models have thermostat 


executive is electrically 
Imperial manualh 


dow 


reversibl 
reversibl 
bracket 
with each model: fan 


used on floor or table 


wil 
mounting included 


ilso bh 


Thal 


Prices: Executive 


rial, $54.95 


459.95 


Imp 


“eeerrerrrrrrerrrrrrcri 














ARVIN Fans 


Arvin Industries, Inc 
Columbus, Ohio 


Device: tationary and portable 
fans in 1957) line 7414. 7614, 
7620, 7730, 7731, 7839 and 7849 


Pictured is 20-in 
fan with integral panel 
exhaust or intake; switch 


Selling Features: 
W indow 


opcrate l 


in center of grille, operates fan at 

peeds in either direction; fit 
double-hung window 27 to 364 in 
wide: we itherproofed motor ilu 


minum, air-scoop blades electronic 
lly balanced; antique white 
powder blue blad fixed window 
installation No. 7839 j i two 
peed exhaust other re 
spect to above 

Models 7731 and 7730 ir 
with 
that 


room temperature vari 


with 


imilar in 


cle luxe 


d unit 


20-in per iutomati 


thermostatic control turns on 


ind off a 
both have 


expandable panels for 


window use and handle for port 
ible use and reversible motors; No 
7731 finished in charcoal = gray 
baked-on enamel with brass trim 
No. 7730 opperton 

No. 7( peed Call he used 


window and_ portable 
vith 


hrome trim 


Oppt rton 


cnamel maroon blace ind 
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No. 7614, 144n. portable, fea 
tures pivoting stand directing air 
flow up or down at any angle. No 
7414, 14 in. portable without pivot 
tand 

All 20 in. portables can be used 
hi-lo” pedestal of steel tub 
rubber with 
pivots, adjusting up 
ind down or rotating 
Prices: No. 7414, $29.95: No 
7614, $32.95; No. 7620, $52.95 
Window panels $5.50 extra. No 
7730, $64.95: No. 7731, $69.95: 
No. 7839, $39.95: and No. 7849 
$49.95 


on a 


ing on large wheels 


fan held on 


| 


saeeeeee 
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G-E Fans 


General Electric Co., 
Housewares & Radio Div 
Bridgeport, 2, Conn 
Models: G-F 1957 fan line features 
1 new 20-in. portable W-6; ar 
styled 20-in. roll-around P-2, 
a redesigned all-purpose model A-2 


and 
Selling Features: Portable W-6 can 
be used as window fan or carried 
from room to room as a circulating 
fan; lightweight with disappearing 


carrying handle; features safety 
grill guards and 3 speed control; 
casily reversed im window; grey 


ind-white finish 

















P-2 rollaround mounted = on 
chrome handled stand adjusts to 
ny height from 45 
be rolled from 
peed fan has new 


to 62 in.; can 
room to room: % 
safety grill 
mounted to rotate full 360 de g 
A-2, all-purpose fan has re 
designed egg-shell and grey finish 
lightweight modern cabinet for 
CaS\ portability; totally 
ise; deep cabinet 


cli lo ed 
close-set grill 


1957 





work for safety 
dow, table, floor or wall use 
Other fans in 1957 line 


two 


idaptable for win 


include 
reversible = 20-in 
fans W-3 and W-4; a 3 
peed window exhaust fan, W 

twin-fan ventilator 


clectrically 


W indow 


with two |}2-1n 





fan blades, ‘I-3; low-cost kitchen 
ventilating fan W-21; floor circu 
lator with 2 fan blades, I-3; low 
cost utility fan, N-1 and three oscil 
lating fans 

Prices: W-6, $39.95: 
A-2, $29.95; Other 
$9.95 to $69.95 


P-2, $$59.95 


models from 





R & M-HUNTER Hoods 


Hunter Division, 

Robbins & Myers, Inc., 
Memphis, Tenn 

Models: R&M-Hunter 


hoc rs 


ventilating 
range 
Selling Features: Blower and 


Ths be 


vent 
located at any point in the 
cabinet with a single cut of the top 
plate, allowing full freedom from 


joist or stud interference; even 41 
lumination of cooking surface fur 
mished by ocket 


team 


double lighting 


hood and 


product of 


fixture im vapor 
exhausted 
by twin centrifugal blower with 1 
placeable filter; vents horizontally 
or vertically; available in 30, 36, 42 
ind 45-in. length 
tainle steel or 


combustion 


In COppé rton 


white finishe: 


matching available 


plash plate 


Prices: 36-in hood 


935.50 


coppe rton 
$39.70 
tec] models slightly higher 
models slightly lower 


blowers, stainless 


white 





RCA-WHIRLPOOL 
Washer-Dryer Combination 


Whirlpool-Seeger Corp., 
St. Joseph, Mich 


Device: RCA-Whirlpool combina 


iton washerdryer uses new wash 
ig action 

Selling Veatures:; Gives clothes a 
shower instead of a bath 9 on 


rotating cylinder rotates in a 3-gal 
capacity water we I] and a powe rful 
stream of filtered 
spray clothe: 
through 


Intenor condensing action 


sudsy water 
is water circulate 
hiiter uc 


end 


lint-catching 


team down dram dunng wash and 


dry cycles; drain pump is optional 
flexible cycle may be stopped at 
any poimt, indicator hght how 
tage of operation 

Cycle includes a 10-min wash 


Titise du 


swirl rinse powel 
ing wash temperature is rai ed by 
1O00-watt clement 
square tray hd out for con 


vernent loading large pace for 


silverware; detergent cup for ea 


fill 





REGO Clocks 


Rego Clock Co., 
Rego Park 74, New York 


Models: 


wit le 


Line of battery-powered 
md wall clock 
Selling Features; ‘These clocks di 


igned to operate accurately for tws 


mantle 


to three years on two conventional 
flashlight batteries 
modem 


traditional aye 
styling represented in line 


mantle models feature grained wa 
nut and oak 
wall clocks range from tole to 
modern silhouette models; wirel 

illows clocks to be 
mywhere, make: 


finnishe while metal 


feature used 
vinding unnec 
sary 

Prices: Range from $10.50 to 
549.50, including federal tax 
batter 


and 
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...On The Lines He Carries? 


Here is a verbatim excerpt from an actual 
interview. Survey afte) urve how that 
thousands of other retaile) hare Mr. Hagy’ 


‘ 
i 





“You say you spend 3 to 4 hours with each 
ue, Mr. Hagy. What do you find useful to 


you 












Well, the editorial articles for ideas .. . and 
the ads. No question about it, Electrical Mer- 
chandising is the most useful publication I 
read, for ads.” 















“How about ads on the lines you now carry?” “Why do you say that?” 










“To me, those are the most important ads in 
the hook vow 


“Why? What else keeps a retailer so sold ona 
line? I read those ads because they tell me so 
much I need to know about new product fea- 
tures and specifications, price information, new 
sales points.” 
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“Do you ever clip them out?” “What ads are you most likely to read?” 


























“Ve . 1 do when they list sales points. I clip 
them for my 14 salesmen.” 


“Well, I'm always on the lookout for HOT 
items. And I like to keep tabs on my competi 
tors’ lines.” 










You reach the top when you reach top dealers like Sam 
Hagy —and your advertising message in ELECTRICAL 
MERCHANDISING reaches and is read intentionally by 
Sam Hagy and thousands of America’s leading appli 
ance-radio-TV dealers and distributors and buying 
executives. Advertise regularly in ELECTRICAL MER 
CHANDISING to keep your dealers sold on selling 


youl line 


~ + * 
I verybody in the appliance-radio-TV business has good 
reason to know Sam Hayy. President of The Good 
Housekeeping Shop, Inc., in Dallas. President of the 
North Texas Appliance Dealers Association, Member of 
the Board of Directors of NARDA. Brand Name Re 
tailer of the Year in 1955. Certificate winner in 1954 
A subscriber to ELECTRICAL MERCHANDISING since 1936 


alone will cover the market alone 


@ Gi 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, W. Y. 


“Any other comments, Mr. Hagy?” 





“Guess that’s all. Except, I like your magazine, 
particularly Larry Wray, the editor. To me, 
there’s nothing like Electrical Merchandising!” 


















WATER-HOTTERS 


AUTOMATIC WATER HEATERS 
ELECTRIC AND GAS 


more net 


More gross 


because WHITE is launching the : 
RF Success] 
biggest advertising and mer Forming | 
¢ 


chandising program in WHITE 

history. More magazines than 
ever before . more merchan- 
dising aids. If healthy profits 
interest you, contact your 
WHITE distributor or phone, 


wire or write direct NOW! 


PRODUCTS CORPORATION 
AIDOLEVILLE, MICHIGAN 


Divisic of vay Industries, Ine. 


WHITE 


NEW PRODUCTS 


heated mat designed to be installed 










































under ru or carpet uitable for 
dens, living room, bedroom. bath 
POO, OF inh’ rea of oo] floor 
placed under portion of rug wher 
peopl normal] put ther fect 
iwailable in f VA x 34 t 
+ } y f f ( j a / 
LO] a 
Prices: | 19 t t 





ELECTREND Heaters 


Electrend Products Corp 
St. Joseph, Mich 


Models Ie \ 





r by 
Selling Features 1) 
Path toh tt 
I N tn ! 
rr ' istant { 
flect 
hon; f 
i ig if ’ , 
f I, eof ' kin 
ind th | 
t iD nod PLAY PEN Pads 


Radiant Products Inc., 


Monroe, N. Carolina 








Device: Kozy Kiddy pla pen 
i ha ) rh ind bed 
Selling Features: Consists of heet 
of te Vinvl plasti ith textile 
rine t » tirst md econd 
| \ tton battin 
| t | heet ot {| 
Hat il remforced with glass tib 
ind ted on one side with alumi 
bun mn cicm it that op rates tem 
} lated th 
tant plastic; heat 
’ fron t form Listl 
uted throughout mat, raisimg ten 
BERKO Heater erature at surfa ibout | 
Berko Electric Mfg. Corp., I Ibo din 
212-40 Jamaica Ave., Price 
Queens Village 28, N. Y 
Device Berko 1321 itt Tar 
la portal heat 
Selling Features: Nob! 
noving part ) cle Hent, mam 
tenance-free idiant clectric heat 
jtuipped ith thermostat said not 
t initert th ‘TN I th 
1 top ted ntrol d 
hiniat in-Ooperation nadicat 
light; | cquipped th “no-m 
tip illameta } ! 
chrome, or blue and ld finish 





G-E Room Refresher 


General Electric Co., 
Wiring Device Dept., 


Device: G-F. room refresher 





Selling . Features: Detroy oom 
lors el onicall ‘ ( 
KOZY Floor Mat aol lectronical ith activated 
gen " wise im tr pe 
Radiant Products Inc ozone lamp used in clothes dryer 
Monroe, N. Carolina , ' 
ill nati mia ending 
Device: Ko lectric floor mat hin 
Selling Features: ‘Thin ; Price: 54 
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CHROMALOX Ride-A-Mowers 


Ride-A-Mower Co., 
Subsidiary of Midwest Mower Corp., 
4927 Delmar Bivd., 


Edwin L. Wiegand Co 
7500 Thomas Blvd 
Pittsburgh 8, Pa 


—_— ; e St. Louis, 8, Mo 
Models: Ride-A-Mowers and | 
S iI | \ : ; hary 19 mower line 
is en, — none Selling Features: 19 Ride-A 
; \ ail Mower line are pedal operated for 
' 1} vard and 1 rs peed model 
DE A wing hands fi for manuyern 
a sai r iabl} peed control with ind 
, sai 2 pendent peed control of blade 
A. ee nakes it possible to move forward 
' if an peed from | to mpl 
' ‘ ‘ . ne "t eed in ilso be reduced on thr 
; hg forward motion when cutting high 
. rs fect rass or weeds. Models include the 
sola en a h p. 4+ cl MT-CO led engin 
| starter, double edge reversi 
n ' ble blade and | te in. adjustment 
: ; i oe i i utting height / 
, Other models include ‘Tracto 
ae is . M Big model T300R with recoil starter 
ia aie P302R vith ecou tarter nd 
tomat whi drive tain. and in 
ited th ut ham drive mowm reel i 
, ae 1] mous Ride-A-Mower at 
tachment includ i Nn 
t 1. rol ! t ane 
sahee kee 





PORTER-CABLE Drill Kit 


Porter-Cable Machine Co 
Syracuse, N. Y 





Device \I SDK 
Selling Features ing pilot 
t h a unite ( harp line includes No. |4¢ 
I] j clf-prop led rotary mov 
t lhc - tartin ind topping aD 
tt h 1) lift ng 
1 if han th features imclude 
I i is ( whe il t ‘ i 
| S 1¢ record starter, sta 
th k tt I red front wheel ind side d 
t I itin I ind a revel ible blade 
ise fir ( Prices: Ride-A-Mower models: Ne 
} 624 9 keversharp 129 








MERCHANDISING—JANUARY, 1957 




































WATER SOFTENERS 


AUTOMATIC AND 
SEMI-AUTOMATIC 


While, 
Proudly WHITE presents the newest “up 


and-coming’™ household appliance 


water softeners. Sales are already uP and 









are COMING faster and faster! WHITE 











offers you both the automatic and semi 










automatic types—bracketing the market 








effectively for maximum sales, maximum 


profits. For complete specifications, con 








tact your WHITE distributor or the 








factory... TODAY! 








PRODUCTS CORPORATION 
MIO OLEVILLE, MICHIGAN 


vision of Airway ind 









il th team fi I iol 


efficient operation; jewel night light 








knob for “‘easy-to-see” in darkened 
room plus insulated black iros 
tand to prevent hock, also uff 
ng tabi top ivailable fi 

quolst ral and rite 

Price 9 





WASTE KING Built-In Ranges LINDAVAP Trivet Warmer 


Lindavap, Inc., 


Given Mfg. Co., WAHL Barber Kit Ann Arbor, Mich 
3301 Fruitland Ave., : : - ; 
Los Angeles, 58, Calif Wahl Clipper Corp., Device: “Williamsburg” table food 
Sterling, tl warn trivet 
Models: Oven model l.O ai , , | 
funit surface king { VS.2¢ Device: New home barber kit Selling Features: Available in 3 d 
i { i COOK! op ) , , 
KS-1618 and ES-2¢ Selling Features; Included in pach igns: Weathercock, Sunburst and 
Sell I t g: () | apie ie the Wahl ingle cut ele ( iptive He art with porcelain 
( rm om ures i tric hai clipper vith pink plast enamel heating plate decorated in 
inde tec] rr vith , 5 » ~— 
I : reen ¢ hit lai d; 4 types of attachment comb colors; 3 leg Captive Heart 
ellow ores ) white orcelam I 
2 | for changing the length of cut lustrated litable for shower 


ith chrom n 1 SIZ Price: $3.9 





| in high and wide 19) pink nylon flat top barber comb 
' ‘ tl 4 
} 
' 


a y}i regular barber com} whit ; 
deep; 1800 watt bake element ‘gure ular barber comb, a whit SILEX Trivet Set 


N00 watt broiling clement re barber eee i. yes ps ti CCE 

hI ’ a enti ipe ind a nylon duster for whisk The Silex Co., 
a ee ng away cut hair; a bottle of Wah Hartford, Conn 
idjusts up or down: full-view win , “apeeinge ’ 
! } . panel al land a “how to” booklet Device Silex Starlight otte 
low e-level contro marie ove 

trivet set 

rial intomat en-fendel i 


which include a 4-hour timer Dw: Selling Features: Electric trivet of 
tilt-proof oven | = » vrought iron and burnished cop 


i 
ind minute-minde ( 


ich ma icking level : perton iluminum has tiny cut-out 
a , tars” that twinkle through to 

‘yA reflect over-all “starlight” motif of 

we Starlight and carafe decanter server 


AA 


trivet keep coffee at perf t serving 
temperature \ ithout over-brewing 


dete @: 1 wide mouth pro ides easy stirring 





j ; of beverage ind is large enough 
Je 7 for ie ube 
STAR-FLYTE Clock 
Surface unit ES-26 consists of BURGESS Aerator Haddon Products, Inc., 

two 6in. monotube clement MS 2066 So. Canalport Ave., 
1618 consists of one 6-in. one giant —— — Inc., Chicago 8, Ill 
‘ G 
4-in monotube clement; ES-26 es Model: Star-l'lyte kitchen clocl 
has two G6-in. and giant Sin Device: Burg drink aerator, M Model 10¢ 
monotube clement Gin, units Selling Features: ‘This is a minia 
have | aU watt ih, SIZ 100 Selling Features: When switch i ture version of Haddon Product 
watts. all surface unit itin finish turned on an ure downward Star Late lock; Star-Flyte is de 
stainle tec! through stainl tecl shaft; air igned as eight-pointed star in 

vhirls out in form of millions of DU-WAL Panel halk white, with plated time indi 

tiny air bubbles while agitator spin Du-Wal, Inc., itor ring and hands in choice of 


it 3000 rpm produce fluffy milk River Grove, Ill. bra copper o1 chrome: clock’s d 


aril malt et iwailable in whit ' , ’ ) O y 
“Ye : ; Device: Pre-wired ipplian pan ign plus front-setting of hand 
pin ' pots vith eight outlet permit permanent flush-mounting 
Price 12 in. in diameter; 110 volts—¢ 


S y \ eig 
ng Features: With ignt I cycles; AC only; UL approved 
eptacles to handle as many diff 


Ce | ine COOC 
M ipphan ( imultaneous!| Price: $ 


} 








7 aut incl lends itself to installation 
' kitchen ipphan e centel vii 
G-E Ironing Cord Holder sot jak eetientand pit 
General Electric Co f phan i desired permit HANDY-HANNAH Foot 
Wiring Device Dept tisseri iron hairdrve f Massager 
Providence, R. | rv. rad ’ - 
pan y EAC C100? ied Standard Products Corp., 
Device: GI. iron 1 hold rated at one time without danger Div. Landers, Frary & Clark, 
Selling Features: ( 1 holder f overload; each pair of outlets can 356 South Ave., 
' ' ' ) | ’ | . 4 Whitmen, Mass 
sists of a flexible m that hold ike a 2200-watt load, and cach pat 
the iron cord abo the work; arm has individual circuit breakers with Device: Handy-Hannah dual foot 
folds down out of wa vhen not in SAXONY Vaporizer t button pe larized rec pt ic] massager 
use; sturdy base plate clamps firmly —— nake panel also adaptable to work Selling Features: Built-in a soft gra 
to ironing board, conceals an outlet Wilmington, 99, Del hop or garage use; wiring is com housing of Tenite acetate plastic 
into which iron is plugged; a 6-ft plete within the panel, and onk stimulates blood circulation in feet 
' vany “healt = : 
extension cord permit ironing Device: Saxon health ' ‘] two lead-in connections are r can be used for both feet at once 
board to be located away from wall ahd quired; wailable in chrome or cop controlled by imple on-off switch 
Price: $1.98 Selling Features: Vapor control dia er finish Price: $14.95 
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ANOTHER Mg FIRST! 




















Sell MORE MOWERS on easy TIME PAYMENTS 


with Koleys new 


MOW NOW-PAY LATER 


alehitelah ate ts 


financing service 
FEATURING NO RECOURSE TO YOU 





IT’S A FACT! You'll turn more mower shoppers 
into mower buyers when you sell on easy terms. 
And now you can do it without large financial 
outlay ... without bothering with collections... 
without any risk or recourse to you. 


It’s Foley’s new Mow Now—Pay Later easy ; ’ 
time-payment plan. You sell your customers on whey ey? 
easy terms. Foley’s financing service pays you 5 Yo he edie: 4 
the complete sales price . .. makes all the collec WE LPO J , LA aes, Ve <t 
tions .. . takes all the risk. These time payment Wy ES LOPE AR OER 





plans have proved to be about the most power- 
ful selling tool in America today 


Send for this FREE Brochure on Foley's "Mow 
Now— Pay Later’ plan. Use coupon below. 


Add to Foley’s easy payment plan, their 
14-day free home trial offer and you’ve got the TAN 
greatest combination you’ ve ever had for selling 
more mowers to more customers. 


customers pay as little as 10% down... 
get up to 20 months to pay 


What’s more Foley offers a complete line of 
powerful high quality mowers in sizes and prices 
to suit every customer’s need. Backs them up 
with powerful advertising and merchandising 
aids. Here’s your opportunity to join the thou- 
sands of dealers who follow the Foley route to 
greater sales. Ask your jobber salesman about 


> 


you get complete sales price immediately 
... No risk or recourse to you 


: “ae : Sie RE NN A ee mS am aa me 
Foley’s financing plan... } 


or SEND IN THIS COUPON TODAY » 


' 

i i 

| } 

FOLEY MANUFACTURING COMPANY 
I J 


FOLEY MANUFACTURING CO. 


3300 N.E, 5th Street, Minneapolis, Minnesota 


Piease send me information on your "Mow Now — 


Pay Later" Power Mower Financing Plan. 








Address 
MINNEAPOLIS, MINNESOTA 


City State 
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OLYMPIC Radio 


Olympic Radio & TV Inc 
34-01 38th Ave. 
Long Island City, N. Y 


Model Sun Valle t ‘ ANI 


Selling Features: 4-tub yort 


pattery- operat 





a. ae 


a 


REGENCY Radios 


Regency Div. IDEA. Inc 
7900 Pendleton Pike 
Indianapolis 26, Ind 
Mode ls 1h 
models: TRG) and TR-¢ 

Selling Features: Cord or plug-in 
ittuchmoent Clininated Ih | 


faneulhsy Hany ha front j 
ture Bravilan RR Od 
Hperdyvinan twink speakers TR-( 
has futurists 1) rap-around 
grille Penthou i olid wal 
ntl ise perinancne magnet 
poake both a elf ituined 
powered by standard flashheht bat 
tery push-pull id uitput 
using transistor md a diode 
with a uperhet printed circuit 


Price: $100 each 










PHILCO Tape Recorders 







Philco Corp 
Philadelphia, Pa 


Models 


recorc ts 








phileo tercophoni tape 
PR-100 and ‘TR-200 
Selling Features: Both have m« 






ht 

















NEW PRODUCTS 


tol vitch pr s10n tape nice 
timer ifet vitch pu h-button 


ontrol au peakcl tem tape 


peed control pau ontrol input 


recepta le ; both high fidelit 
wnpliher frequen response range 
from 40 to 15,000 cycle 
ind flutter if¢ l¢ than pel cnt 
nid mal-to-noise tho t 
bels; TR-200 featur tercophoni 
i ( ) ACh "i ly | 
} 
' it} tt we 
f 1 ik ot | 
fc f hack 
ich tan t| tt 
Prices: I Ik 





WILCOX GAY Phono 


Wilcox-Gay Corp 

743 No. La Salle St 

Chicago, III 

Device: Wileox-Ga peed port 
ibl phono Starette Delux 
Selling Features: Lightweight 
peed portable phono measures 124 
in. wide by 94 in. deep and in 
hy li VC iT ) Ib deh cl full 
fidelit from all record peed 
metal needle; featherweight pickup 
itridg md convement carrying 
bacarncl le tone washable leatherette 


Price } 





TANDBERG Recorder 


Tandberg, 
10 E. 52nd St 
New York, 22, N. Y 


Model 
tape recorder and playback unit 
Selling Features: Record 
lg mm/sec heavy-duty heavy fly 
wheel; a flutter and wow proof belt 


drive clos 


| imndberg No peed 


music at 


stp record-play back 


head 5 watt clectronu 


eve tube recording level indicator 


output 


<7 in. speaker; crystal mike; wal 
nut cabinet; weighs 22 Ibs. without 


Carrying Case pla ing time at | 


peed is 4 hrs. with a 7-in. 1200 ft 
reel; S4 hr vith new Plus 100 
thin-base Mylar tape 

Price Complete vith luggage Cal 


ryving case, mu rophe ne, input-out 


put ord in, reel of tape take up 


Midi il 


mstruction 


ree] ind 





J 


DEKAMIX Hi-Fi 


Ercona Corp., 
551 Fifth Ave., 
New York 17, N. Y 


Device: Dekamix hi-fi changer 

Selling Plug-in shell 
iwailable for ecrvstal or reluctance 
irtnidge Ronette crystal cartridge 
vith dual ipphire tvlu; intermixe 
tandard 


md 12 in. record 


leatures: 


ind muicrogroove 7 10, 
it all three stand 
transcrip 


ird speeds; non-magnetic 


tion type turnt ible icousticalh 


balanced tone arm: hi-efhicienc 


muting switch climinates imterfer 


ence during changing cvcle 


Price: $29.9 





Snyder Antenna 


Snyder Mfg. Co., 
Philadelphia, 40, Pa 


Device: Duirectroni 
intenna &-D 
Selling Features: Ia 


design; has crossed circular 


indoor 'V 


modern “Pi 
CAaSSO 


phasing bars which help to clear up 


ghost shimmy and snow” on 
screen; phasing bars and adjustable 
ide clement of — brass: clire 

trome’’ beam selector permits safe 


electronic selection of clear pi 
ture for cach channel by twisting 
dial to proper position. Belt bot 
tom on bas« prevents marring 


Price: $12.95 
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An adjustable, “Dipsy Dood! 1\ 


tand that will hold all 7 f 
portable ‘TN t mnoul 

Guy Hobbs In Dallastown, Pa 
Pitched — for perfect ICWIlE it 
travels on n. lucite istcl 
vire bracket fits into different hol 
to accommodate 14 or 17-in t 
No. 501 is wrought iron with bra 


upport helf: No ll] bra 


A Color TV Interlock Cheater 

newly developed safety device for 
color ‘TV servicing is announced 
by General Cement Mfg. Co., Dir 
lextron In Rockford, I I hie 
new tool is plugged into set where 
it permits entry of a high voltags 
probe through its shell; and is said 
to render a serviceman completeh 
ife when he removes back of set 


for repall List price WW 


Wen Products Inc., Chicago 
imnounces a low priced, all-purpose 


in. electric powcl drill designed 


to meet needs of home owner and 
professionals alike. The new model 
707 i equipped with latest geared 
Jacob 


down to LOOM rpm f 


chuck vith ke I reared 


VOTKING In 
metal, coneret marble or tone 


Retail price | 6.9 





Hanson Scale Co announces a new 
bathroom vcightmaster with a 


chrom handle ind tow-away 
bracket so that ile can be hung 
on wall when not im use; bracket 


is attachable to til plaster o1 wood 
without screws or bolt Available 
in chrome with 
mats, S11.95 

with black rubber mats at $$ 


colored rubber 
| 


colored Chamci 
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oving, Complete Line 
GILBERT 





(A) Custom 20” Portable Fan 

Economical, electrically reversible (instantly) with 4 speeds 
Moves 3800 cubic feet per minute. Quiet, powerful capaci 
tor-type motor, safe-guarded blade. Fully guaranteed. Beau 
tiful fawn grey baked enamel, easy to keep spotless. Safety 
grill snaps out for easy cleaning. Width 22”, height 22 
depth 6’. Window side panels available (see below 


41-175 Ship. Wt. 32 Ibs. Price $49.95° 
B) 20” Portable 


Low-cost, high-performance circulator moves 3300 cubic 
feet of air per minute. Quiet, powerful motor. Glacier green 
finish. 22” wide, 21 42" high deep 


41-160 Ship. Wt. 23 Ibs. Price $39.95° 











(C) Custom 20” Window Fan 

Low-price, electrically reversible (instantly!) window venti 
lator with same fine performance, guarantee and features 
of “A.” Installs easily. Width adjustable 2642" to 36 
height 25%”, depth 94% 

41-170 Ship. Wt. 27 Ibs. Price $49.95° 


Winderreamer Fans 


(D) 20” Deluxe Window Fan 

Thinks for itself with built-in thermostat, turns fan on and 
off at set temperatures. Push-button controls, electrically 
reversible, 4 speeds, big 3800-cubic-feet-per-minute capac 
ity. Deluxe construction and finish throughout. Beautiful 
fawn grey baked enamel, easy to keep clean. Quiet, power 
ful 1/11 horsepower capacitor-type motor, safe-guarded 
super-balanced blade. Easy installation. Five-year guarantee 
on motor, Width adjustable 2642” to 36”, height 25% 
depth 9% 

43-050 Ship. Wt. 28 Ibs. Price $59.95° 

(E) 20’’ Deluxe Portable Fan 

Signal light glows when power on, even when fan is not 
running. Tells you when thermostat is on guard, ready to 
turn fan on the instant room temperature:climbs. Identical 
performance, features and guarantee of ''D’ above. Window 




















side panels available (see below 
Roll-About Stand extra See below 


43-060 Ship. Wt. 33 Ibs. Price $59.95° 
(F) 25 M. P. H. Windstreamer 


Wind-tunnel design and airfoil blades move tremendous 
volume of air in high-velocity airjet. Three speeds. Five 
year guarantee. Arctic blue-green finish with antique 
bronze trim and grill. Width 14”, height 10”, depth 10 
43-010 Ship. Wt. 16 Ibs. Price $34.95" 

(F) Oscillating Windstreamer 

Controlled oscillation swings in any arc you Select 
high-velocity airjet (30 MPH.) moves more air 
feet. Tilts 360°. Same guarantee, finish. Width 17 
18’, depth 1] 

43-020 Ship. Wt. 22 ibs. Price $49.95" 
Window Side Panels for “a” ie a 
Matching panels fit windows from 28 » 3) 


42-165 Ship wt 9 Ibs. Price $5.00° 


Adjustable 
Thermostat 


Enables any fan to tt 
turn a when ten 


fa) 
ip 


rises, off when ro ( 
42.160 Ship. Wt. 2 Ibs 
Price $9.95° 

*Retail 














That's the Gilbert line, because 
Completeness — full line of consumer 
satisfying fans, from 8” through 20” 

stationary, oscillating, portable, window 
ventilator and high velocity the most 
complete line in the industry 


The Gilbert name means quality 
4 reputation earned through two genera 
tions of service 


(A) 20” All-Purpose Fan (41-165) 
America most versatile 
blows in or out. Mounted on wind 


Traditional values the originators 


of high-quality fans at popular prices 


Generous profit margins the best 
in the trade. Compare for yourself! 


fan adjusts to any angle 


w frame (hanger 
included), changes room air in 6U Se | 
desk or table fan. Fully g 
Quiet, powerful motor, guarded aluminum t 
C.F.M. capacity. Glacier green. Diameter 


41-165 Ship. Wt. 21 Ibs. Price $49.95" 


Ideal a 
jaranteed 
lade. 3300 

depth 9 


floor circulator 


(B) 12” Oscillating Fan (41-135) 


Champion 12° of them all. Provides constant cooling 


i 





room circulation. Quiet mooth in operation 
matic safety release stops oscillation 
touch. On-off switch 


wide 


41-135 Ship. Wt. 10 Ibs. Price $21.95" 


Auto 
resets at 


15! high, 13 


Glacier green 


(B) 10” Oscillating Fan (41-125) 

of the Champi yn 12 
spectacular features and top performance Move 
C.F.M. 14” higt : wide 


41-125 Ship. Wt. 7¥elbs. Price $15.95* 


Powerfu 0 version 


(B) - Oscillating Fan (41-115) 
Big v je and big breeze at low t with tt 

f the ame fan 
10” and le nd with same feature 


41.115 Ship.\ wt 4¥albs. Price $10.95* 


mite’ A f id ff nde y 


(B) 8° ortega ak Fan (41-105) 


A 
All the sparkling valu and features of abov 
without « ating act ) high, 6%" W 


41.105 Ship wt 3% bs. Price $7.95° 


(C) 10° Twin Portable (41-150) 
Jeal answer t 
dow fon j 


t weather need Perfect a a wil 
portat e f r or table ventilator. Quiet 
powert twin motor moves 1600 C.F.M. Glacier green 
yvable guard for easy blade « 


Fits horizontally or verti 


leaning 
aly any 


a 


window over 24 


41-150 Ship. Wt. 18 Ibs. Price $29.95" 
(D) 12” Portable (41-155) 


gh-efficiency circulator will do admi 
in every room of the house. Safety grill 
Quiet, powerful 
high, 6” deep 


This low-cost t 
rable duty 
snaps out for easy blade cleaning 
motor. Glacier green. 1342” long, 14 
41-155 Ship. Wt. 13 Ibs. Price $19.95" 

(E) 10’ Twin Ventilator (41-145) 

Triple action operation give this model versatility 
few can match. Either blade blows out or in as fans 
pivot 180°. Powerful, quiet twin motors. 30” x 11% 
x 6 Fit dows 29% to 36% 


41-145 Ship. Wt 15 Ibs Price $34 95° 


All Polar Cub fan 


All fans operate or 


*Retail 


are fully guaranteed 


110 volts A. ( 60 cycles 











BE 
HE 


Now you ca 
by Harry B 
(America’s | 
album-sellf 
for $5 with 
these RCAV 
45 Victrola 











i 
A—Lowest priced portable ) eother. (6EY3 $42 95 B—Lowest priced automatic “Victrola Three 2-tone finish JEY\) $32.95, Not ny Model 7EY wme as 7EY 
‘ $36.95. C—The Mark Vill $79.95 ‘ he jhe D—New ostahiie with o omrery offer ve three add 
' $39.95. E—Deluxe ovtomatic Victrola.” @ lib , ) bv) $49.95 
Now, Harry Belafonte helps you belt out more profits than ever with the © Nationwide advertising backs you! ‘| wo-fisted newspaper ads will help 
Fabulous “45.” you in 112 markets throughout the country 147 hard-hitting news 
Here’s how: every time you sell one of the new RCA Victor 45 “Victrolas” papers and Sunday Mayazine Sections plus full- and half-page ads in 
shown on this page, your customer can get a 10-record Belafonte album of these national magazines: Life, Look, New Yorker, Seventeen, Scholastic 
“45” EP records for just $5—a fraction of the actual value. There are 39 Magazines, Ebony Sell-packed TV commercials on the famous “Pro 
great songs in all, ine luding hits like “Matilda,” “Mark Twain” and “Jump ducers’ Showcase” help finish the job 
Down, Spin Around.’ whe a ee 





. jings @OCA 





What a sales pitch! Add this great offer to these terrific 45 “Victrola” 


features: more music for less money * most trouble-free changer « Hi-Fi sl iy 
or “Golden Throat” tone « over 1% hours of music with one loading. 
”, RA JRATION OF AMERICA 


Get in on this great deal —contact your RCA Victor distributor now! ( AMDEN 6 NEW JERSEY 






Fermeny 
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Only a Magnavox dealer can say— 


The New Yorker 21 


‘Television big preture 
Gold Seal Console featur 
ing ultra-modern tylin 


with top tunin control 


nlex mahogan color 


‘My profit margin is the highest 


in the business—and | sell in volume, too!” 





$249.50 (VEE) 











The Magnasonice 
“210° Phonograph 

full-profit leader high 
fidelity model with 1O-watt 
amplifier | peed record 
changer; 12” and 5” coax 
ial speakers. In mahog 
an $159.50. Slightly 


higher with AM-FM radio. 


One hundred million dollars worth of Magnavox instruments 
were sold by our 1500 dealers in 1956 at full retail price and profit! 


More reasons why MAGNAVOX 
is the most profitable franchise in 
the industry today! 
¢ Magnavox guarantees the largest 
markups of any leading maker 


© Most complete, competitive line 





® (,reater profit margin 








Most step-up sales features 
Price-protected inventories 


No “annual line,” no dumping 


‘Transportation prepaid 


No promiscuous franchising 


Ixclusive Gold Seal Guarantee 


See the complete line of Magnavox television and high fidelity 
radio-phonographs at the MERCHANDISE MART, SPACE 1126 


PAGE 


There may be a Magnavox Profit Franchise available 


in yvour area. Why not write, wire or call today? 


The Magnavox Company Fort Wayne, Indiana, 


322 


Mi the magnificent 


high fidelity television « radio-phonograpns 


JANUARY 








GOLD SN 

SEAI ie 

. a) we ; 
GUARANTE E  ™ 


Magnavox co ts no more to buy, less 
to own—costs you le to service 
Only Magnavox is so fine, so outstand 
ing in quality and dependability, that 
your customers get a full year’s Gold 
Seal Guarantee on all parts ind tubes, 
plus 90 days’ guaranteed service 

all included in the price of Magnavox 


instruments bearing the Gold Seal 
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PHILCO TV Sets 


Philco Corp., 
Philadelphia, Pa. 


Models: No. 3032, 17-in 
model and No. 2006SA, 14-in. port 
ible 

Selling Features: No 17-in 
table model has tear drop design in 
all-metal cabinet with a small bas« 
that can be placed on a smallet 
tand than conventional de 


table 


3032, 


table or 


sign table models; controls are on 
top of receiver for easy use: 


and gold and 


i\ uilable 
in maroon and ivory, 
iVOry 
14-in. portable set in an alumi 
num cabinet addle color 
finish; has built-in antenna that 
folds into the top of « 
table model and portable receivers 


have aluminized picture tubc 


$149.95: No. 2006SA, 


with a 


ibinet; new 


Price: 17-in 
$139.95 





SPARTAN Radio-plionos 


Sportan Div., 

The Magnavox Co., 
Ft. Wayne, 4, Ind 
Model: Spartan 31°-402C hi-fi ra 
dio-phono; and Monterey phono 
$202B 

Selling Features: Radio-phono mod 
cl 3F-402C, is a pull-door AM-FM 
onsole in mahogany, oak or 
finish; 15 tubs 
rectifier and precision tuning eye; 
20 watts undistorted 
iudio power with 4 


cherry 


including amplifier, 


mplifier give 
pe iker two 
coaxially 
pe ikers with 
operating through 


l2-in. bas plu two 
mounted, 5-in. hi-fi 
ound diffuser 


rossover filter network intermix 
ord changer pla ill 4 record 
ed 
New uper-selective \\E-DPM 
tuner provide for long-distanc 
reception with 8 tubs ncluding 
tuning cye gan ndenser tut 
ing and tuned RI stage fo ft 
Ire tatic-free performan 
vatt hifi amplifier incorporates 7 
tubes including rectifiers and in 
les 4 push-pull parallel 6V6 
ver tubs Controls include ad 


fly-wheel inertia tuning, 


ntinuously variable vide-range 
treble, bass and compensated louc 
ness controls plus AM-F'M_ phono 
lecto vitch which includes auy 
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NEW PRODUCTS... 


iliary input ind output for tape re 

ording 
Monterey 

ind S15 


uses < stage 


Phono model 28202B 
remote speaker system, 
audio amplification 
including push-pull output with 6 
vatts power output; continuously 
treble and compen 
sated loudness controls mounted on 
outside of cabinet; 3 speakers in- 
cluded in basic cabinet including 2 
front-mounted 6x9 in. ovals plus a 
5 in. high frequency speaker all 
equipped with sound diffusers; pre 
automatic changer 
that plays intermixed records of 
and speeds equipped 
for automatic shutoff and heavy 
duty 4-pole, haded pole motor; 
muting switch; 2 speakers—a 12 in 
bass speaker and a 6x9 in. hi-fi 
speaker, both with sound diffusers; 
oak Ol cherry. 

Prices: Radio-phono, $298 in ma 
hogany; phono, $169.80 in mahog 
slightly higher 


varible bass, 


cision record 


different sizes 


mahogany, 


inv; other finishes 





STROMBERG Radio-Phono 


Stromberg-Carlson 
Div. General Dynamics Corp 
Rochester, 3, N. Y. 


Model 


I ido phono 


Jupiter hi-fi AM-lM 


Selling Features: “Jupiter,’” a top 
model in Custom 400 line, has 17 
tubes including rectifier and im 


ported tuning eye that covers AM 
ind kM. broadcast ranges provide S 


watts px ik powel output with 
eparate ba ind treble controls; 
frequency response range from 30 


to U,000 cp pu h-button sele« 
tion of phono-radio-auxiliary and 


+ hi-fi speakers in 


curvilinear mid 


microphone 
lud two 1 
mig peaker i I2an ba 
voofer” and a 3-in. “tweeter” all 
quipped with Almico V magnet 
Imported Garrard chang play 
iny of 4 t-pole con 
tant peed motor and shuts off 
counter-balanced 


peed vith 


iutomatically; 
tone arm equipped with diamond 
tylus. ¢ 
mahogany 
radio compartment and lift lid for 
phono ection 
Price: $449.95 
blond mahogany. 


ibinet in walnut or blonde 
veneer has drop door for 


walnut, $479.95 
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Television 
.. . and Radio 





TRAV-LER TV-Radio-Phono 


Trav-Ler Radio Corp., 

75 East Wacker Drive, 

Chicago, Ill, 

Model: Deluxe Model 72) 
radio-phonograph-television 
bination 


R 400 


com 


Selling Features; Equipped with 
i neutrod high-sensitiv 
ity tuner; fringe area selector switch 
idjusts for local, fringe or distant 
Alnico 


stvling 


low-noise, 


reception; has a 9-by-6-in 
elliptical speaker; cabinet 
; modern, with gold-tone escutch 
con, decorative panels and match 
ing brass inserts on ‘TN 


choice of i thogany ol blond 


ind I idio 

" 

t nobs 
ibinc t veneer 


Price: $229.95 


pyrene’ 


* 





STROMBERG Radio-Phono 


Stromberg-Carlson Division, 
General Dynamics Corp., 
Rochester 3, N.Y 

Model: | mperor, a recent addition 
to Stromberg-Carlson’s “Custom 
hour Hundred” high fidelity radio 
phonograph line 

AM-IM 
racio, four-speed changer, and four 
high-fidelity speaker - 17-tube radio 
has imported tuning e' 


Selling Features: Include 


¢ for prec 
ion visual tuning; changer is of 
hutoff type, ha 


natted turntable for non lipping 


jutomati rubber 


lint-free operation by its fours pol 
with 
counter-balanced, light weight tone 


motor md 4 equipped 
inm =with diamond stylus; housed in 
the baffle area are a 
cert-type ba 


12-in. con 
peaker, two ecight-ain 


mid-range speakers, and a three-in 
tweeter, with cross-over network 
il] speakers have Alnico 5 magnet 
unit's amplifier provide vatt: 






peak power output with less than 1 
percent distortion at 20 watts; fre- 
quency response is from 30 to 20, 
000 cycles per second; controls in 


clude push-button — selectors — tor 
phono, radio and auxiliary services 
such as tape recorder and micro 
phone, and separate four-position 
AM and I'M selector switch; cab 
inet is 33 in. high, 35 in. wide, 
17% in deep 

Prices: $499.95 in mahogany ve 
neers, $525 in cherry veneers; styl 


ing is early American 


a 





SONORA Radios 


Sonora Radio & Television Corp., 

325 N. Hoyne Ave., 

Chicago, 12, tll 

Models: 2 new Sonor radios No 
650 and clock radio No, 649 
Selling Features: Both models are 
t-tube models; No, 650 and No 
649 are available with coral case; 
o'her colors available include ebony, 
red and white 

Price: No. 650, $18.95: No. 649, 


$26.95 





MAGNAVOX Hi-Fi Radio-Phono 


The Magnavox Co,, 

Ft. Wayne, 4, Ind 

Device: Magnavox Li-fi “Concerto” 
radio-phono ‘TP265¢ 

Selling Features: Stand model with 
legs included; control equipment 
includes compensated volume con 
trol; variable treble control; vari 
ible bass control; 4-speed intermix 
record changer with automatic shut 
off and automatic muting switches 
uses magnavox Pianissimo pick-up 
with dual stylu; AM 


radio tuner ha cnsitivity for 


apphire 
high 
distance reception 6 watt amplifier, 
using 4 tube 
ind equipped with pu h-pull out 


including rectifiers 


put stage and cross over filter net 
work; speaker complement includes 
one 5 m., and two 6 x 9 im 
with sound diffusers, front 


built-in AM 


OV il 
»pe aker 
mounted: lerrite core 
antenna included 
Price $135 in mahon ran Ss] } itt 
oak or cherr 















Get with Olympic for ’57 


sell the Bil 3° WAY orci line! 


3-way fun all in one! 


TELEVISION 


ree 





YOUR TOP-PROFIT LINE! Only Olympic offers you 68 combina- 
PHONOGRAPH tions — the biggest 3-way line in the industry — with every model priced to sell 


profitably! 


| wa | HIGH-FASHION STYLING! Only Olympic helps you sell with a 


complete, deluxe line custom-styled for your area — with magnificent modern, tradi- 


tional, provincial and Chinese decorator-designed cabinets that fit every room setting. 


TOP QUALITY, PROVEN VALUES! only Olympic assures 
3-WAY COMBINATIONS FROM $299.95 you so much luxury quality, consumer-tested value, service-free performance — at 


prices that guarantee you more customer action at top profits 


| ) wre, for top profits, )) line up with 
* HOUSE BEAUTIFUL * ESQUIRE 
* NEW YORKER * EBONY : 


...all 3 for the price of TV alone! 















161 VALUE-PRICED PROFIT MAKERS IN TV, HI-FI AND RADIO... 


’ | 
1CO7 3M 408 S02 


Your Olympic distributor will 
give you the complete, exciting 


Profit-Line Story. Call him today! 


Be our guest at the Club House 


CONGRESS HOTEL 





5806w 
CHICAGO + JANUARY 7 - 12, 1957 
CONSOLE TV CLOCK RADIO HI-Fl AM/FM RADIO-PHONOGRAPH OLYMPIC-OPTA 
Complete selection of Portables Table Radios, Clock Radios, 14 Packaged Hi-Fi Imported Hi-Fi Radios ond 
Table models and Consoles Transistor Portables Profit-Makers Radio-Phonographs 

















World's leader in combinations - TV - Radio - Hi-Fi - Air Conditioners - Olympic Radio & Television , 34-49 38th Avenue, Long Island City 1, N.Y. 








JANUARY, 1957—ELECTRICAL MERCHANDISING 








ELECTRICAL APPLIANCE NEWS 


TRADE REPORT 


Mui MA 


MM 
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1957: No Ceiling Yet 


® Manufacturers are cautious about sales prospects . 
® But refrigerators, dryers, and dishwashers will soar 


® And sales in general will continue a slow, steady rise 


NOTHER good appliance year is pre Manufacturers’ estimates vary im their ac 
A icted. But the men who make ipph curacy from year-to-year Last vear, they 
nces are being a little more cautious were high on six items and low on five, a 
ibout it than they were last vea better average than the year before when 
Manufacturers predict gains for seven out they were low on all but on 
of ven appliances in the year ahead in an Last year’s closet guess was on dryers, 
timates compiled by Eecrricat which was within 1.3 percent of being right 
\IeRCHANDISING’s market analysis department ‘he estimate on troners, on the other hand, 
\d in sales is foreseen for conventional was 39.5 percent high, a rather bad guess 
ish ironers, food waste disposer ind They predicted a decline in ironers, which 
conditioner materialized, and one in conventional wash 
lhe accompanying chart tells the story of ers, which didn’t 
how the manufacturers feel. ‘hey believe that \s usual, most manufacturers spotted the 
19 ll top 1956 on most appliances, but trend, but percentages were off slightly. As a 
thi definitely in a conservative mood whole, however, guesses were good, except 
| in the field of conventional washer for freezers (20.6 percent too high), ranges 
nd ners are simply a continuation of the (24.4 percent too high), air conditioners (18.8 
lecline of these appliance Small percent too low ind, of course, ironers, 
edicted for food waste di posers and which was far too high 
ditioners may be a result of the fact a vdeo : 
that the projections were compiled before th he °5% Projection 
te 1956 figure vere available and Percentagewise the big gainers in 1957 will 
manufacturers may not have been fully aware be refrigerator | percent up dryes 
f t omplet les picture 13.4 percent up ind dishwashers (12 
\I ifacturers are predicting all-time r percent up). ‘The biggest drop was seen fo 
for automatic washers and drvyet conventional washer 16 percent down 


CRYSTAL GAZING: APPLIANCE MEN AGAIN IRY TO 


In unit gains, the leading apphance wall 
be refrigerators with an estimated gain of 
$8,333 units. Dryers will jump by 222,2 
units, Automatic washers will make the third 
largest gain with sales of about 131,666 mor 
units 

Manufacturers appear to be less optimisty 
than they were last year, In general thei 
estimates of percentage increases are below 
those for 1956 

I:xceptions were refngerators and auto 
matic washers 

Manufacturers generally agree that 1957 
will be better than 1956, but the imereas« 
won't be as good as it was over 1955 or an 
where near as startling as the jump between 
1954 and 1955, ‘The one exception is the 
outlook for refrigerators, which is one of thi 


best in year 


Radio and ‘T'S 


Although the accompanying chart do« 
not include radio or television, a recent for 
cast by James D. Secrest, executive vice presi 
dent of RE-TMA provide 1 good index to 
the year ahead 

Secrest sees at least million black-and 
white sales and several hundred thousand 
color sets in 1957. ‘The advent of the port 
ible, he believes, has resulted in an over-all 
loss in ‘TV revenue, He said that 0,000 
portables were made in 1955, perhaps | 
million in 1956, and there will be twice that 


PREDICT WHAT’S AHEAD 





Product 1956° Estimate 1956 Actual The Guess Was: 
Refrigerators 4,164,167 3,675,000 13.3% high 
Freezers 1,187,556 985,000 20.6 high 
Washers (Automatic) 3,243,750 3,460,000 6.3 low 
Washers (Conventional) 1,050,000 1,253,000 16.2 low 
Dryers, Clothes 1,681,375 1,660,000 1.3 high 
lroners 83,700 60,000 39.5 high 
Ranges, Standard 1,518,000 1,220,009 24.4 high 
Water Heater, Storage 945,000 870,000 8.6 high 
Dishwashers 385,033 410,000 6.1 low 
Food Waste Disposers 568,750 595,000 4.4 low 
Room Air Conditioners 1,433,682 1,765,000 18.8 low 


1957° Est 1957 Will Be:** 
4,463,333 21.5% up 
1,059,644 7.6 up 
3,591,666 3.8 up 
1,052,000 16.0 down 
1,882,285 13.4 up 
57,600 4.0 down 
1,294,500 6.1 up 
907,083 4.3 up 
462,500 12.8 up 
591,667 .6 down 
1,695,800 3.9 down 


"Figures compiled by Market Analysis Department, ELECTRICAL MERCHANDISING, from estimates submitted by leading appliance manufacturers, **1957 estimate vs. 1956 actual 
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LIME 


THE WEEKLY NEWSMAGAZINE 
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TIME 


THE WEEKLY NEWSMAGAZINE 





A great 
medium for 
appliance 


advertising 

























































TIME 


THE WEEKLY NEWSMAGAZINE 


When TIME introduces an advertiser to 
its 2,100,000 families, the advertiser meets 
the one audience in America most receptive 
to new ideas in living and leisure. 

And, because TIME families enjoy incomes 
double that of the average American family, 
they're always ready and able to turn those 
ideas into purchases. 

Yes, TIME families want more, earn more 
and buy more...that’s why you sell more appli- 
ances when you visit them regularly in TIME! 


TIME -— otters you the biggest con- 


centration of best customers and influ- 





ential people available in the U.S. today 
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The range designed ...... 





* lf 
ine em U do 
receivers down 
oy me & - 2 * 2 On the ot! 























Thi 


number made in 19 1S 
bringing the average price of I'V 
th sand color set sale 
ich should rm in 19 may off 
t the l aechine 
Radio output in 1956 was seen 
percent 19 with a 
ntinu » 1957 
Py ected to rise on 
tf apphan 1 lin vith the 
it trend of increasing manu 
ract st On! conven 
tional washer lectric dryers, and 
food wast ll SCI ire expected 
te i} ) 
Lh iggest price gain 1} ex 
pected for dishwasher vhich will 
¢ near 1] percent mor expen 
l Nn 19 than the welt Il} 
| ( Oth ipphan will rise 
} pri from one to seven percent 
1] ictual p hange ire 
follow 
Product 1957 1956 
Refrigerators $329.07 $325.00 
Freezers 405.83 389.95 
Washers (Automatic 279.12 275.00 
Washers (Convent’! 150.00 151.00 
Dryers, Clothes (Elec 204.01 212.00 
Dryers, Clothes (Gas 250.72 250.00 
lroners 221.56 215.00 
Ranges, Standard 261.29 255.00 
Water Heaters, Stor 122.51 115.00 
Dishwashers 321.00 290.00 
Food Waste Disposers 105.91 110.00 
Room Air Conditioners 294.44 275.00 
Best Year Ever 

Next vear will be the best busi 
ness year in history, although in 
flation will account for much of the 


rise in dollar indicators of busin 
° ° ° 
with your customers in mind tit | 
This is the collective opimion of 
| of the nation’s leading econ 
omiust p led by | W Dodge 
( orp. 1m ts annual survey of OpID 
, as aes ions on the onomic outlook 
aee oes ee pean According to an analy of the 
’ Y Y a “ee oT me : - J urvey by Dodge vice president and 
’ 696 gar ax” SEP economist George Cline Smith, the 
“es Tes ae ioe ts ar all 
ee .. ~ © I* OO economl ire unusua unan 
—- 4 4 | mou in their belief that 19 
r - business will be nt that 
Se no downturn n sight, even 
j though most of them do not expect 
ee harp imerease in the ma cco 
es nomic madicator 
——— Smith noted that in past surve' 
' . —— , 
— j the panel of economists has had a 
. . ete —  — 
Capitalize On Beautility good | of | ing turning 
pomt n these indicator 
Created for Beauty and Utility, New 1957 Models Ihe average forecast of the eco 
) no t id, medicated tl 
Enterprise Range offer promotion-perfect, self-sellers, with innovation of glam : mi ~ Sm -y iid, in licat | t 
a7 itional Product would reach 
orous colors—Chinese Red—Aqua Blue—lIce Green! Stunning new looks, fasci in annual rate of $420 billion bi 
nating new features, present to customer-conscious dealers greatest opportunity the end of next vear, as compared 
vith th t billion rate for the 
for increased sales volume in Range history! Be ready for demand! Increase third a 6 rh 
/ hurd q ( | ec cco 
your inventory with complete stock of 1957 Enterprise Ranges, NOW! iomist ted personal income 
p nd wages to rise moderatel 
= next ir, with industrial produ 
tion, busin investment, and con 
PHILLIPS & BUTTORFF MANUFACTURING COMPANY truction activity remaining al 
ut th il | ( 
NAS HVILLE®@* TENNESSEE 
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For the Markets 








CHANGING TIMES in the appliance world are symbolized by these workers at the 
Merchandise Mart in Chicago preparing this year’s Maytag exhibit which will occupy 
the area of the old CBS display 


ttactog 





KELVINATOR EXHIBIT graphically shows processing of foods through atomic 
rradiation in cobalt cave at University of Michigan. Diagram near entrance shows 
cross-section of irradiation cave. During irradiation, cobalt rods are exposed to 
food. Radiation kills food-spoiling bacteria. Foods are then put in air-tight pack 
ages and kept in refrigerated temperatures. Cave replica is included in the exhibit 
Last section shows a railroad car equipped with facilities for irradiation of foods 


as they are harvested 





\\ L”” is gathered from inicty Of go 
RETMA Fact Boo mental sources by the RE'TMA 
I f radios. televisi Statistical department m combina 
f \ograph nd component tion with present! lable REVI 
f tl} t ' i { “includ MA industt tatist 
nd industrial equip lhe booklet contains information 
it. totale billion in 19 mn radio and television receive 
to tl Radio-b lectroni includin production ind sales he 
\if Assn. | SSO ure pictu ind receiving tubs 
that hen “distnbution tatisti pecial charts devoted te 
t na broa nijitar ind industnal electrons 
t idded. the in tube ind part nd export dat 
7 7 it n the ndustt 
7 : & nd of { Opi of the lact Book ire 
\ \ but half it lable to non-RI7- TMA memb 
ten t nm nov ind the neral publi for 5 ent 
| t nan opy by addressing a communi 
t t tron indust ition ft RETMA he vdiquarter 
bact | ) 77 14th Street, N. W Washin 
| tatist lata for t ton 1. ( 
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West Bend’s new automatic party-percolator 















+++ delicious coffee 
automatically for 


» DINNER and LUNCHEON 
PARTIES 


» RECREATION ROOM 
- PATIO BARBECUE 

- CLUB MEETINGS 

» FAMILY REUNIONS 
HOLIDAY EVENTS 
CHURCH SUPPERS 














only $3925 


includes cord and excise tax 






automatic 
perce ylator 


operates as easily as an 8-cup automatic ‘perk’! 
1. Simply fill with cold water for 30, 40 or 50 cups 
as desired 
2 Add coffee (special basket allows use of drip grind 


3. Plug in any AC outlet. Brews the coffee automatically 
no dials or controls to set 


Enjoy the unique experience of supplying a terrific, expanding ready 
1 I yin | B 


made market! Wherever people gather in homes, club meetings 
churches, lodges, offices anywhere West Bend’s 50 cup fully 


automatic percolator is indispensable. Amazingly simple to operate and 
completely port ible. Plug in to any 110 v. AC outlet, and in 26 to 
minutes it automatically brews from 40 to 50 cups of delicious, un 
form coffee. Full-view glass gauge. No-drip faucet. Durable 16 
gauge aluminum 


” 


WEST BEND ALUMINUM CO., Dept. 181, West Bend, Wisconsin 
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WEBCOR DESIGN AND DEVELOPMENT 


Webcor was a vanguard pioneer in the field of high fidelity 
reproduction. And today, as always, the design, development 
and manufacture of fine instruments for accurate, honest repro- 
duction of sound is our only business. Hence, Webcor's corps 
of highly-trained designers are able to direct their entire time 
and energies to the achievement of a single goal—the develop- 
ment of the greatest instruments in the audio field—the world’s 


finest fonograts, tape recorders and diskchangers. 


WEBCOR ENGINEERING 


The men who make up Webcor's electronics and acoustical 
engineering departments stand at the very top of their exacting 
professions. They are respected throughout the industry as 
leaders in the development of fine sound reproduction equip 
ment. Because these experts give meticulous attention to every 
engineering and manufacturing detail, dealers can recommend 
Webcor fonografs, tape recorders and diskchangers with the 
gratifying knowledge that they are offering their customers truly 


superior instruments—the very best available anywhere! 


WEBCOR ADVERTISING AND PROMOTION 


SOUND 


is our business... 


WEBCOR MANUFACTURING 


Since Webcor management has always believed that a com- 
pany's success depends largely on offering the public products 
of highest quality, only the finest materials are good enough for 
Webcor instruments. No Webcor fonograf, tape recorder or 
diskchanger ever leaves the Webcor plant until it has repeatedly 
passed the most rigid tests. The Webcor warranty distinctly 
specifies that every Webcor unit must reach the purchaser 


entirely free of defects in material and workmanship. 


WEBCOR MARKETING 


Webcor maintains its policy of protected distributor franchise 
and the integrity of distributor-dealer relationship. Webcor 
pricing assures good profit returns at all price levels. Field 
merchandising counsel by highly-trained field managers will 
continue to help dealers with promotion problems. A liberal 
cooperative advertising plan assists Webcor dealers in their 
efforts at the local level. Years-ahead engineering research 
assures Webcor dealers the finest, most up-to-date merchan- 


dise in their stocks. 





Colorful, attention-commanding full-page Webcor ads will 
appear regularly in Life Magazine throuyhout 1957. Webcor Fono- 
grafts and Tape Recorders also will be heavily advertised in the 
New Yorker, Sunset, Family Weekly, Tape Recording and other 
outstanding publications. Dynamic billboards will remind your 
customers again and again that “all music sounds better on a 
Webcor."' In addition, a complete line of hard-selling dealer mats, 


radio and TV spots and display materials is yours for the asking. 


FACT: THERE ARE MORE WEBCOR 
FONOGRAFS, TAPE RECORDERS AND 
DISKCHANGERS IN USE TODAY 
THAN ANY OTHER MAKE! 


The advertisement 

shown at the right 

will appear in 

LIFE, January 14th 

ind SUNSET, February, 1957 
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“MITCHEL 


‘operation 
saturation 
advertising’ 
is bigger than 
both of 





. 97? 00 000 a! 1 
us ° 1 ¢ Pyramids tt 
power of newspaper ad 
. ind television into volume 
IT'S THE LARGEST ; _ s#les profit. + 100% 
. distributor paid, if you act 
(OVER $1,000,000 LOCAL : soak # eae Gta 
DOLLARS) LOCAL CAMPAIGN : Rete Cone, Meenueve 
EVER AIMED AT YOUR MARKET : selis on sight 


YOUR MITCHELL DISTRIBUTOR 
f Cory Corporation, 3200 W. Peterson Ave., Chicago, Ill. 


GET ALL THE FACTS FROM 
Mitchell Manufacturing Company—A division 
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In Ten Years... 


Hotpoint sees sales of 36 million washers, 


19 million dryers, 16 million electric ranges, 28 million 


air conditioners, etc.—over 170 million appliances 
Hlotpomuit ¢ recent nilhon automat 
t nual LO-year mdust ! t UY t.4 pr it, | 
ipphance 1] ny ng replacement Number in use 
j | ippl f t ll merea to | milhon 
| t j j t t ; if itu t Da i 
t tor mad il i t nulhon d hom 1] i 
ti th | { t then, wal ll in ex f 
pot tial 6 million automat vash in 
I] i digest of the forecast the next ten yea 
Automatic Washers Indust Automatic Dryers. Sal t ch 
f automati vill ich al t im 1956 wall hy | vada 
lhon unit n LOSE t moti ‘ ian 1} 
mull bout num in | t 
1] placement } mill ! if it ( 
t! rhe idditi nt ituration Ot L9S¢ i 
\ n 1] ’ ome 107, ) mm it 
mill nits i | be repla mn th t 
t tural | 1 4/.1 i iddition 
In | 1! f x 1] 
| th t t i ng al t } i Num 
L t ‘ | ? it ' i DC! of lt tise will total 
! t irket { t | " | nits | ’ tura 
will | tall ! fion of | percent Ot L966 
nithon t il t | ent will b 
i nent lelit 
| 66, th , t i t t th t that th 
‘AGE 32 


market will become a replacement 


market sometime after 1966. For 
the ten year period, the industry 
l expected to el] im exc ot LY 


million automatic dryer 
Washer-Drver. In 
1956, sales of combinations should 
reach 133,000 units, increasing to 
O00 in 1961 and 1.281 million 
by 1966 Repla ement market will 
in 1957, totaling about 3,000 
1961 to 61,000 


melee, nif 


Combination 


begin 
unit risin in 
units and reaching 
1966 

sut iccordm tr the forecast 
by 1966 th ndustry will be 


nine time mor 


li 


- 
Clung 
vashers and four 


times more dryers than the total 


iles of combination washer-dryer 

Kree Standing Ranges. In 1956 
the industi vill sell some | } 
million units and the number in 
il ill rise to | UO mulhon 
unit j + per ent ituration 
New additions will account for 4 


percent 

In 1966, the industry will sell 
1.9 million units and the 
ber im use will nse to 16.7 
An exc of 16 
will be 


num 
million 
million electric 
range old in the next ten 
Cul 

Custom Ranges. Built-in rang 
close to 3 000 


Unit sales in 196] 


vill account for 
units in 1956 


“mother almost fell 
off her roost when 


she heard what 


MITCHELL 


hatched” 


he 


MITCHELL 


ire expect d to rise to 715,000 and 
increase to | million units by 1966 


Presently in use are 944,000 units, 
ibout 2 percent saturation. Indu 
try sales will increase about seven 
time by 1966. In ten years, an 


idditional 6 million units will be 
idded to th 
Dishwashers. In 


iles should reach 


inother record yea! In 


market 

1956, total 
413.000, 
1961 the 


ibout 


industry will reach the “magic mil 
lion ile mark on an annual 
basis. By 1966, the industry will 
be selling 1.75 million units with 
1 19.7 percent saturation. Replac« 
ment percentage will mse from 


to 28 in 1966 

Number of dishwashers in us 
by the end of 1956 will be 2 mil 
lion. By 1966, this will mse to 
11.275 million Thus about 1] 
million dishwashers will be added 
to the 

Food Waste Disposers. In 1956, 
1 600. 000-unit il 
dicted In 
units will be sold 
099 million. ‘This number 
will increase four times by 1966 
will total 11 million 


market 


volume 1S pre 
1966. 1.726 million 
Number now in 


use | 


l'en-yvear sale 
unit 

Water Heaters. Sales for 1956 
will total 875,000 units of which 
62.9 percent will be new additions 
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THE FACTS FROM YOUR MITCHELL DISTRIBUTOR 


Mitchell Manufacturing Company—A division of Cory Corporation, 3200 W. Peterson Ave., Chicago, Ill. 
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By 1966, the industry will be sell cession this year. In 1966, about 
ing 1.668 million units, according 1.26 million units will be sold 
to the survey's findin Number of freezers now in use is 


There will be 7.913. million ibout 8.554 million. By 1966, there 


water heaters in use by the end of will be about 16.549 million. The 
1956 his will rise to 13.637 replacement market is now about 
million in 196¢ In ten years, 13.1 percent, but this will rise to 
ibout 13 million units will be sold. 35 percent in 1966 


Refrigerators. About 3.7 million Television Receivers. Industry 
will be sold this year. Of these, iles of T'V receivers in 1956 are 
5.5 percent will be new additions forecast at million units of 
In 1966, the industry should be which 175,000 are color sets. By 
elling about 5 mullion units 1966, TV sales will reach 11 mil 
Ihe replacement market will rise lion units of which 8.5 million will 
from 54.5 percent this vear to 80.8 be color set 
percent in 196¢ In summary, the major appliance 


Number of refrigerators in us¢ 
vill rise from 44.79 million in 195¢ 
to 6 million in 1966. Sales in the 

xt fen il hould be about 5] 


industry i expected to add to the 
marketplace more than 170 million 
ipphances in the next ten years, 
cording to the forecast 
nil 1 
Air Conditioners. ‘Uhis year’s 1. 


unit will break another 


Popular Houseware 


By 1966, the industry will 
lin 9 million units. Only Statistics released recently by th 
10,000 will be replacements thi l‘oastmaster ‘Toast Institute show 
but about 496,000 of 1966 Ot ll = clectric houseware 


) million units will be replace toasters are the most popular a 
ment There are about 4.191 mil hower and wedding gift ight 
lion air conditioners in use now four brides of every 100 will r 
but this figure will rise to 25.09¢ ceive automatic pop-up toaster 
million by 1966. Close to 28 mil Although 84 percent of brid 
hon units will be added to the ire given toasters, most of the re 
market 1 ten yea maiming 16 percent oon make sure 

Food Kreezers. Sale of food that they get one. Within a few 


freeze vill hit the one 


mark for th 


million weeks after marriage, there | " 


cond year in suc 


toaster in 94.6 percent of hom 








“take it from 
me...there’s a 





better way to 
keep ’em cool” 


* CAPACITY BOOSTER 
Delivers a cooling bonus 
of 310 BTU's per hour 


ROTO CONE 


Cools 21% faster by actual 


2 test—with a totally new 

S Sweep-Cooling concept 
z NEW 12 AMP 
. 1 HP, 115 V CAPACITY— 


6 different styles that 
eliminate 230 v. line, yet 
deliver king-sized cooling; 
save 10% on operating 
costs 


. 


ROOM AIR CONDITIONERS 
DELIVER MORE COOLING 


NEW 74 AMP 
¥, HP, 115 V UNIT—saves 
PER DOLLAR THAN cay: aa nage 
saves rewiring costs, uses 
less current than a toaster 


ANY OTHER MAKE! 





GET ALL THE FACTS FROM YOUR MITCHELL DISTRIBUTOR 
Mitchell Manufacturing Company—A division of Cory Corporation, 3200 W. Peterson Ave., Chicago, lil. 















ELECTRICAL MERCHANDISING—JANUARY, 1957 
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“MITCHELL 


the greatest thing 
I’ve ever seen 

since that fellow 
who used to 

swim in here” 


Rr ee, 


Pancake 
Low and thin * 








MODELS 
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Power Pack ‘ Rote Cone 
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Mitchell Manufacturing Company—A division of Cory Corporation, 3200 W. Peterson Ave., Chicago, III 


A Bigger Slice . . . 


of industry sales is claimed for Kelvinator by 


general sales manager Ed Barnes; unique new decorator 


colors are added to the company’s line 


We've learned to give the big 
bo 1 rough time and still make 
money at it Spr iking to new 
men in New York City last month 
was Id Barnes general sales man 
ager of Kelvinator division, Amer 


can Motors ¢ orp 
Barnes based his statement on 
the fact that Kelvinator’s percen 


sales ha 
product line in 


tage of industry gone up 
in almost 
1956 
Kelvinator claimed a 34 percent 
iles gain for equipment 
conditioners, 
trengthening of the 
industry 


evcry 


laundry 
1S percent for air 
md a com 
pany position m= 4 


frigerator 


Barnes spoke at an unveiling to 
the pre of Kelvinator 1957 
even-model range line and mine 
mode] refrigerator line 

I'wo new decorator color all 


tumn rose and village green, have 


replaced dawn gray and_ harvest 


cllow in the 
trum Thi 
together ace 


Company color yr 
two discontinued color 
ounted for | than 
ix percent of 1956 color produ 
hon 

In 1956 


counted for 33 


Bermuda pink a 
percent of Kel 
butter 
lightly 
totaled 
other 
blu 


md sand beige, ranged from 6 to 


vinator’s color produc tion 


cup vellow followed with 
ove 


10.5 


color . 


0) percent turquoise 
and three 


green, lagoon 


percent; 
pring 


) percent 
Kelvinator 


ipparently now be 


lheves that the color trend is toward 
deeper tone 
The new refrigerators introduce 


tilt-out door crispers and increased 


fresh food storage area, with ever 


model available in all eight Kel 
nator color The ranges featur 
high ced cooking di posable foul 
oven liners, and automatic surface 
units that cliuminate pan watching 





PITTSBURGH 








Cc. R. ROGERS CO.Sales Promotion Manager 
J. A. Lindberg says: “McCall's Use-Tested Tags 
carry plenty of authority and prestige—and that 
helps sell apliances for me! It’s amazing how cus- 
tomers respond to the name of McCall's. When 
an appliance has a McCall's Use-Tested Tag at- 
tached—the sale is almost surefire!” 


J. E. MILLER CO. Philco Distributor Irving 
Hershorin says: “I’ve seen it happen over and over 
again McCall’s Use-Tested Tags are the finishing 
touch that helps make a sale! Customers are always 
impressed with the buying help they get from these 
tags. This is one of the best things a major maga- 


zine has done to help the appliance business!” 





CAPITOL REFRIGERATION. Manager Albert 
Errico says: “McCall's Use-Tested Tags are a ter- 
rific sales-help in our store. When McCall’s experts 
say ‘We used it—and we like it!’ about an appliance 
they have use-tested—selling that appliance is a 
cinch. MeCall’s Use-Tested Tags really help move 


” 


appliances in our store! 











MABRO CO. Sales Promotion Manager Irving 
Brourman says: “Why didn’t McCall’s think of it 
before! Their Use-Tested Tags are a great idea! 
Customers trust McCall’s—they know that when 
McCall’s editors go out on a limb to recommend a 
product, it must be good! Yes, McCall’s Use-Tested 


” 


Tag on an appliance is a real sales-help! 


McCall’s Use-Tested Tags 





HAHN FURNITURE CO Store Manager Foster S. 
Goldman says: “My salesmen and I point out the 
McCall's Use-Tested Tag on the appliance on our 
sales floor every chance we get! Customers are 
always interested and impressed. In my opinion, 
McCall’s Use-Tested Tags are a tremendous suc- 
cess and a real selling aid to every retailer.” 





TAPPAN STOVE CO.A. M. Probst, Factory 
Representative for the Pittsburgh area, says 
“McCall's Use-Tested Tags are an important sales 
help in retail appliance stores. Point-by-point in 
formation on these tags is just what the customers 
want to see. I’ve seen how well they work on the 
sales floor—lI know they sell appliances!” 
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HAHN FURNITURE CO.Vice President Robert J. 
Whitehill says: “Customers shopping for appli- 
ances are in a serious mood —they’re making a 
major purchase, and they want to investigate the 
facts. McCall's Use-Tested Tags give them the 
facts. That’s why these tags have been so success- 


ful in helping sell appliances in my store!” 


JANUARY, 


MAYTAG APPLIANCES. Maytag Regional Man- 


ager Robert P. Lavorgna says: “The McCall’s Use- 
Tested Tag on our appliances gives us a faster 
turnover of inventory. Customers like the point- 
by-point information on what the appliance actu- 
ally does for them. We're completely sold on 
McCall’s Use-Tested Tags on our appliances.” 
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SCHENLEY SUPPLY STORE.Owner Sam Diamond 
says: ““McCall’s Use-Tested Tags have been really 
terrific in helping to close appliance sales in my 
store. Customers go for the specific, point-by-point 
information printed on these tags. And they’re im- 
pressed by the endorsement of McCall’s editors 
who say: ‘We used it—and we like it!’”’ 


MASTERS OF PENNSYLVANIA, INC. Merchan- 
dise Manager S. M. Levine says: “Customers look 
for authoritative help in buying appliances. That’s 
the beauty of McCall’s Use-Tested Tags. Custom- 
ers take notice when McCall’s editors say: ‘We 
used it—and we like it!’ Selling appliances is 
easier with McCall’s Use-Tested Tags.” 


SPEAR’S CO. Buyer Martin Silverman says: “I've 
observed McCall's Use-Tested Tags in action. 
I know how they work! When the editors of 
McCall's put their endorsement on a product, our 
customers sit up and take notice! McCall's Use- 
Tested Tags give the kind of information customers 


are looking for. They're real sales-aids! 


are clinchers and closers! 
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KEYSTONE PLUMBING SALES CO. Advertising 
Manager Dwain Roehn says: “McCall's Use-Tested 
Tags are like a guarantee of performance to my 
customers. They trust the recommendation of 
McCall’s editors—they’re satisfied McCall’s testing 


procedures can help them decide which appliances 
are the be 


t buys!” 
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PITTSBURGH PRODUCTS TRI-STATE CO. Vice 
President R. W. Evans says: “You'll have to look 
a long way to find a better selling aid than McCall’s 
Use-Tested Tags on appliances. We've found cus- 
tomers put a lot of confidence in the recommenda- 
tion of McCall’s editors. We know our selling job 
is easier because of McCall’s Use-Tested Tags!” 





1957 


More than 4,000,000 
fine products are 
now being sold with 


McCall’s Use-Tested Tags 


7~ 
™. 
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MAY STERN CO. Buyer Fred Lehman says 
“McCall’s Use-Tested Tags are a sure endorse- 
ment of quality in the appliance business. The 
information in these tags is genuine and helpful. 
I've seen these tags convince undecided customers. 
That’s the best testimonial I can give to their 


effectiveness!" 
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Leading the parade of distinctive 
_lectric housewares 


MANUFACTURING CO 
Dept. A, 5047 N lydeli , 
Milwaukee Wisconsin 
Also Manufacture, 


Portable 


knife 


s of 
€lectric mixe, 
r sharpeners haur 
‘ vera Massage inmatryu 
ments and CUA 

portab!] od 


'€ @lectric tools 
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G-E: No Subsidized Sales 


President Ralph Cordiner denies that other com- 


pany departments are subsidizing its consumer product 


business and says these lines return a good profit 


General electri onsume! 


ts department ir howing 
comparable to the com 


pront 
i 


1 pront 
yall WCTAY ind if¢ 1OTe 
ible than a number of th om 
pan other operation 
That 1 pre ident Ralph Cor 
diner inswer to the videly I 
ilated charge that G-l urrent 
trong showing on ipphan ( ma 
ubsidized b 
rofits from other | ompetitive 

duct 

MLecrRicAL MERCHANDISING put 
th question to ordiner — last 
month during his annual Christ 


mas party for New York 


ind busine riter 


financial 
Cordiner ad 
mitted that he had heard the char 

before and ud it was being 1 

peated b within the 
mdustn His answer 1 in effect 
i declaration that each operating 


COM pe titor 


department will stand on its own 
performance and that G-lI on 
produc t 


ume! department ir 


currently turning in profitable pel 
formance 


In answering other question 


Cordiner and executive vice-presi 
dent Roy Johnson said that 
1957 should be 1 good ear ft 


the economy in general and that 
no downturn was anticipated for 
the electrical industry The in 
dustry overall in expect an im 
crease of 4 to 
Cordiner said 


percent over 1956 


consumer good iccount for 
just over a third of the company’ 
volume 

G-k claim 
iles of ‘T'V. Cordiner explained 
that this figure imeluded Hotpoint 
production ind that he felt that 
the leader in this field 
iccount for more than 15 percent 
of industn 

General 


nirst plac in unit 


vould not 


production 
Klectric 
understand” the clamor raised over 


can t quit 


its central service policies Cor 
diner explained that it was basi 
company policy that the end cu 
tomer for anv G-] product receive 
good service. In multiple distribu 


tion (with several dealers serving 


in area) you cannot be sure that 
CcTVvict 


provision must be mad 


each will provide adequate 
ind thu 
for tactory 


ice, he said 


iuthorized central ser 
Johnson added that 
there had been no noticeable effect 
on tube and replacement parts sales 
due to a threatened boycott of G-E 
by some independent servicemen. 
is far as product development, 
Johnson thinks that in the next 
ten years the industry 
will go almost all the way elec 


ipphance 


JANUARY, 


clectro1 rion 


1957—ELECTRICAL 


tronicall be 


explained that 
of familiar ele 
trical apphance can be expected 


Cordiner feels that an om 


pany which plans its future and 1 
villing to invest in research organ 
ization, automation and promotion 
that will presell can stay in the 
ipphiance ~ industry ind mak 
mon He observed further that 
the most profitable business« ! 
those ho pick out a segment of 
the market and concentrate on it 
(>-3 urrent price iT¢ too 
much of a “bargain” for the cu 
tomer, Cordiner said. He added 
that the company was studying th 
ibility of raising prices on som 
linn he G-l pre ident ran into 
harp questioning by reporter who 


vanted to know how thi position 
quared with last year’s price cut 
on G-E houseware Ihe got a 
full answer several days after the 
when vice-presi 


Sahloft 


pre conference 


dent \W | 


confirmed 


forthcoming pric hikes on several 
mall ip] hance He added that 
the imcrea did not represent a 


fundamental change in the pricing 
policy announced last vear by the 
division I he proposed new price 
vill ce but margin 
vhich lashed last veat vill 
remain basically unchanged. Sahl 


off added that in the vear since 


er higher cost 


the new pricing policy Wil in} 
nounced G-] houseware ile 
have risen well above the ) per 
cent gain tered by the industr 
is a whol 





Manufacturer Briefs 





eDu Mont radio and television 
cts have gone south of the border 
vith the opening of a Mexico City 
plant in November. The plant will 
be operated by Corporacion Na 
cional Distribuidora, S. A 


@ Philco Corp. has entered the tap 
recorder field to augment its radio, 
phonograph, and high fidelity lines 
I'wo tape recorders, one featuring 
stereophonic sound playback, have 
been introduced 


@ Quaker Mfg. Co., division of 
Florence Stove Co., has transferred 
its general sales offices from the 
Merchandise Mart in Chicago to 


the company’s plant in Tennesse 


e Western Tool & Stamping Co., 
has officially opened its new 60,00( 
square-foot plant addition 
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BOOTH 
See it FIRST at the HOUSEWARES EXHIBIT- Chicago C-984 


, AKO Bani ully desig... coloxul... 
Eyelusive | ; SK big oud powerful, but ight ia weight. 
The NEW M-22 


j 


AUTUMN BROWN 





PEBBLE TAN 


KEY LIME GREEN 


No more sweltering, sleepless nights! Reversible—used as a 
| as if ‘) : t Hh C0 OR discharge or intake window fan the M-22 cools four to five rooms 
You L CALL C U : fou LOOMS aE eee with a steady flow of cool, night air. It's so completely new ... $0 
different! The M-22 moves a lot of air in a hurry, for the big 22- 
inch grille is aerodynamically designed for greater air delivery. 
The M-22 incorporates engineering principles not found in any 
other fan. Features 3-speed selector switch and thermostat con- 
trol which automatically turns off the unit when the given area 
is satisfactorily cooled. Quiet and smooth running. In fact, a 
new low in quietness! Attractively designed with flowing, pleas- 
ing lines the M-22 is ideal for home . . . apartment . . . or office. 
¢ Case made of SUPER, HIGH IMPACT, POLYSTYRENE, Size: 24” x 24” x 6" +» Fan weighs less than 20 Ibs. 


making the M-22 a third lighter in weight than fans of com Shipping wt. approx. 23 Ibs. - Moves 5610 CFM at 9’ 
parable size. Impartial tests prove it to be stronger than 


metal Retail price $69.95 


MEIER ELECTRIC & MACHINE COMPANY, INC.: Indianapolis 7, indiana 













ALL GREEN 
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ALL TAN 
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AMERICA’S FIRST. 








ALL-PLASTIC 





nountings. No vibrating 
noise 


Features rubberr 


M-22 is lighter in weight. Bracelet type 
metais to 


handle expands for easy carrying create 


in and out of 


tion for easy cleaning o dirt 
cessed areas. A 


22-inch safety grilles snap 


ALL BROWN posi 


catching « 


PERMANENT FINISH—The color is 


orners in rt molded in, giving the M-22 a lasting 


finish 


housewife's dream! 


Five-Year 
GUARANTEE 


Factory-to 
included with every M-22 


user warranty 


SNAP-ON WINDOW adapter snaps 
into top of fan to hold the M-22 secure 


in your window 


, developed and produced by 
DEPENDABILITY for over 50 years. 
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COFFEE BREAK at Dormeyer meeting finds Tony Hepp, left, of the company’s Chicago 
office questioning Marvin Allesee, sales vice president 


Dormeyer Meets 


National sales meeting at Morrison Hotel, Chicago, 


draws 95 salesmen for briefing on 1957 plans; company 


franchises power tool dealers 


Dormeyer franchising powel 
tool dealers for 1957, it was learned 
vhen the compan national sales 
force met in Chicago Nov. 27-30 
lhe meeting vere built around 

parate produ t lines in order to 


illow full detailing of the '57 setup 

Divided up this way, each sales 
man got a full shot of anything he 
vanted to know: features, pricing 


idvertising, promotion program 
Dormever also announced two new 
models in the mixer line, a new 


o-op ad program for dealers, and 
in \ power tool de i] 


Full details on power tool fran 
hising went to. the iles force 


only, but “special assistance” will 


be offered to anyone with a fran 


hise, according to Dormeyer execu 
tives 

Appearing on Dormeyer's pro 
gram at the Chicago mecting wer 
Marvin FE. Allesee, vice president 
for sale James J. McLaughlin 
merchandising manager; and Bob 
Malcolmson power tool manager 
Speaking for the production sid 
vas Nick Malz, vice president in 


harge of produc tion 


Ten Million Washers 


Ceremonies held at Newton, lowa, bring guests 


from all over on Nov. 29 to watch half-century-old 


Maytag set new production mark 


Maytag’ 10-millionth wash 
ame off the production line with 
i “splash is the Newton. lowa 
laundry appliance manufacturer set 
in industry production record 
Acrial bomb ignaled completion 
of the historic machine, while visit 


ng dignitaric uppliers and com 
pany officials attended a brief cer 
mony it Mavtag’ jutomati 


vasher and dryer plant 


At a 10-Millionth Day luncheon 


Th lav, f wing the christening 
ceremony, B. J. Hank, president 
f the American Home Laun 
dry Manufacture Association 
AHI MA > iid Thi l 1 pro 
duction milestone reached by n 
ther ympany in the industry 





ELECTRICAL MERCHANDISING 


One of the oldest companies in the 
home laundry appliance industry, 
Maytag is not only the leader today 
in the total number of washing 
machines produced, but also the 
leader today in the total number 
f washing machines in use.” 

This was a double celebration 
for the firm, according to George 
M. Umbreit of Maytag. They not 
nly built the 10-millionth washer 
but also reached a goal of $100, 
000,000 in sales, with a month still 
to go in 1956. Previous sales record 


vas $93,067,185 in 1955 
Beside production line cere 
nonies, the 10-millionth celebra 


‘ 


m included an open house and 
ylant tours for the community and 
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and Visit the 
Bigger - Than - Ever 





(Housewares of Enchantmeny | 
Exhibit 
Booths C-297 & C-301 
North Pier 


NATIONAL HOUSEWARES SHOW 
January 17 to 24 


See NEW “EMPIRE” Electric Housewares—Promo 
tional Coffee-Makers—Automobile and Traveling “ 
Coffee-Makers—"EMPIRE” Electric Lanterns—Fea 
turing the famous “EMPIRE” Emersion Elements 


and double-walled pumps that “perc” in seconds 
. developed and pioneered by “EMPIRE” 


All the “EMPIRE” folks will be looking forward to 


meeting and greeting you 





The METAL WARE Corp. 


Two Rivers, Wisconsin 


J 
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rate unit ind two eperate unit olored shelves and pull-out crisp 


de igned i ibinet or stack-on ip eC! Unit with the Glamodor’ 
pliance have p ialized storage shelves on 

Standard colors for the line are the inside of the door. Side panel 
pink, yellow, black, blu white nable units to be installed at the 






copperton ind tainle tee] end of a counter 
Ud-0K0. IN Kither right or left ving door In fact Sub-Zero point out that 

ire available, as are units for re the use of two side-panels give th 

mote installation Custom color user the ippearance of a free-stand 


* Electrically reversible. pe ng appliance. Units need only be 
* 20° window fon and 


can be had at extr | i I \ 
FEATURES ial order backed into a rough opening ind 
all-purpose portable fon. Interiors are in color, with gold plugged in, r idy to go 


* Sofety guards both 
‘ A. 8 “O> tiga 
t 


front and back. 
¢ Carrying handle. 
¢ It's portable — 
it's reversible! 
* Modern flush mount design. 









De Luxe Model E8207 


$69"5 


retail 
Loaded with quality—-loaded 


with new sales features 


gpesea 


Combines the soles appeal of 
a 3-speed electrically 
reversible window fan and a 
tvper quiet all pur pote 
portable fan. Has color keyed 


aviomatic push bution controls 


f | yn 


avitomatic thermostat 
automatic safety light 


detachable window panel 





5-year motor warranty 

Also Available as Manually é 
Reversible Model F207. $59.95. 

SUB-ZERO’S PRESIDENT, W. F. Bakke, right, talks over the new model combination 


another freezer-refrigerator with Al Rose, Sub-Zero’s sales manager 


quality product of 


See you at Booths 624.630, 632.434 
National Housewares Show 
Nevy Pier, Chicage 





in all-employee party and dance at its first wooden-tub, hand-operated 
the adjoining central service war vasher in 1907. ‘The famous Multi 
house Newton busine men put motor model powe red by a gaso 
congratulatory banne! in theu line engine, endeared Maytag to 
store windows and sale peopl wor farm wive tarting in 1914, and 
buttons congratulating Maytag is still a favorite with missionary 

Other organization represented In 1922, Maytag developed it 
it the luncheon included the Na Gyrafoam washing action thi * Electrically reversible 
tional Appliance & Radio-T'\ first modern agitator washer, Five 20” window fan. 
Dealers Assn., the National Asso million Maytag washers had been ¢ Super quiet 
ciation of Manufacture U. § built by 1947, shortly after Maytag 2-speed motor. 
Chamber of Commerce, National resumed civilian production follow « Automatic thermostat. 
Management Association, and thi ng World War Il. An additional © Modern flush 
United Auto Workers, AFL-CIO five million have been built in | mount design. 

Soon to enter its fiftieth year ot than 10 years. The nine-millionth « 5-year motor warranty 


washer production Maytag made Maytag was made in March, 195 Custom Model 207CR 


$4995 
New Sub-Zero Line PS 


promotionally priced 
electrically reversible window 
fan available anywhere 
. Fresh'nd-Aire s outstanding 
Shown to Chicago-area dealers Nov. 28, the new ‘aie al uaeis ote 
of sales features. Attached 
permanently to window panel 


built-ins come in seven models, and seven standard fin- 


‘ " has snap on safety guard 

ishes. Custom colors are also available on room side. Complete with 
automatic thermostat and 
5-year warranty 








Dealers bought six kitchen di ind had a chance to talk to the Also available as Manually 

plays on the spot as Remco, In peopl who make them Reversible and Portable 

Sub-Zero’s Chicago distributor Ihe seven models in the new Model 207MR. Only $44.95 

entertained representatives of 45 line include two “over and under” 

dealerships Nov. 25 at the Mer refrigerator combinations, a_ side 

chants and Manufacturers Club bvy-sick upright freezer-refrigerator quality aman _ 

Dealers saw the 1957 Sub-Zero lin vhich is also available as two s pa 
CORY Corporation 
Chicago 45, Illinois 
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Frcshicdoine, 


Fresh'nd-Aire styling and 
quality available for the first 
time at this new low-low price 
The outstanding quality fan 
buy on the market. Feature 
this Fresh'nd-Aire leader as 
your business building hot 
weather special 





New Market . 


is opening for air conditioner dealers, says 


Vornado, as it introduces its first line of packaged auto 


units; restyled fan line also makes its bow 


©. A. Sutton Corp., the firm 
ea i decided you 


nove fans with the fanfare 


fm ipphance merchandising 
Nha rt h d i like de Islon ibout 
iufom | i conditioning 
Last month, a series of three 
nal mecting ifforded distri 
ty t 


itor icir first look at the Vor 
ado version of these big-ticket and 
hitherto low 
vhich the firm will packag merch 
midise thi ugh 


utiets next ye 


ituration appliance 
ippliance type 
ii 

rom under-dash e\ 
ider-hood coil and 


ervthing needed to air condition 


iporatol to 


Compre Ol 


il 1955 96 and ] car vill reach 
retailer in a single carton, said 
Sutton vice president A. S. Bro 
Distributor and installing agen 
1 nnel will be factory-trained im 


the none-too imple installation and 
r the unit 
| orporation leaned heavil 


] 
m market research in planning it 





Big big 20” fan value. 
Portable — all-purpose 
breeze box. 

2-speed super quiet motor. 
Carrying handle plus 
safety guards front 

and back. 


Only 


$399 


retail 





Custom Model BB20P 


another 
quality product of 


ew line particularly the car au 
mditioner and the new Vornado 
ilso introduced last month 
410,000 automobil 


ur conditioners were 


fan line 
lor example, 
marketed in 
19 ind 280,000 in 1956—a seven 
fold increase in four years. Pro 
jecting, Bross predicted unit sale: 
if 450,000 next vear, 9YOO,000 in 
1959, and two million in 1962 
By then, the 
ur conditioning will have hit 
vercent 


saturation of new-cal 


Second Surprise. Also served up 
teor | 


distributor it last 
nectin Vcr 


month’s 
Vornado’s new fan 
conditioner lines, the 
<tensively rede signed, the 

itter expanded by the addition of 


“Twin Thin’ 


ind room all 


ind new Serie 


init ind 115-volt “Deluxe” 
nodel 

Poor showings in a series of con 
umicr-preferenc urveys led to 
drasti top-to-bottom re ityling ot 
the firm entire fan line, Bro 


CORY 





ELECTRICAL 


CORY Corporation 
Chicago 45, Illinois 
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New TWIN 12”—Model T1 27 
¢ For casement windows. 
¢ For conventional windows. 


¢ Or—an all-purpose 
portable fan. 


When it comes to versatility, the new Fresh'nd-Aire Model 1127 
can't be beat! Sell it for casement windows 


for regular win 


dows with the big PLUS FEATURE of using it anywhere as an 
all-purpose portable fan. Manually reversible 
automatic thermostat— automatic safety light 
both front and back. 5-year motor warranty 


Only 


$5995 


retail 


De Luxe Model T1 27 


Another 
Quality Product of 





3-speeds. Has 
safety guards 


See you at Booths 
624-630-632 
634 National 
Housewares Show 
Novy Pier, 
Chicago 


e% 








CORY Corporation 
Chicago 45, Illinois 


idimitted Ihe new line, incor 


porating consumers suggestions of 
color, design and features, ha 
cored high in recent market test 
ing studies At its head is the 
Golden Sierra,” a portable, ele¢ 
trically 


ditioner,” in 


“comfort con 
Magi 
l'reshner’ air conditioner type of 
filter, a Vornado fan 
hemucally purifies the air before 
t's circulated Designed for both 
ind floor use, the Golden 
Sierra, become readily 
vhen mounted ino an 
Wheelabout” stand 


Other new air circulator 


revel sible 


which a 


exclusive 


\ indow 
portable 
optional 


include 
1 pedestal model, a table-top unit 


vith mar-resistant top lurn 


ibout vindow-mounts which are 
manually reversible, “Twin Con 
ertible mounting two head 
ither of which may be removed 


ind plugged into a standard outlet 


for use as a floor or desk fan, three 
other Sierra units, including both 
tricall ind manually revert 


ind desk fais 
Company off ial prefaced thei 
introduction of the 


onditioners by laying 


Lie model 


1957 room ai 
claim to 
umber three pot in the room 
init production race Only G-l 
ind kedders, they 


Sutton in room ai! 


said outproduc ( 
conditioner 


Included in the line are Twin 


Ilan unit 
high and = de igned for 


which are 16 inche 


uppel ol 


ver-sash, through-wall or flush 
side mounting; the “Deluxe’ 
cries Of 115, 208 and 230-volt 
models; the heavier duty “Custom 


00” series; and the casement win 
dow units 

Also presented wa i new 
Vornado 
cnginecred for connection to exist 
ig ductwork 
vy unit is self-contained and pre 
packaged for fast, low-cost installa 
hon 


residential conditioner, 


Vhis twin-« Ompres 


©. A. Sutton Corp. has not 
hanged its two and three ind one 
half-ton self-contained home ais 
onditioner srO said pointing 


ut that these units a¢ 
+1) percent of the 
ontaimed 


ounted tor 
indu try | elf 
olume in ] A950, nd are 


expected to repeat next year 


Manual Revision 


In an effort to revainp its in 
| Manu 


Hiatal loro 
Minn has 


truction 
facturing, Minne ipoli 


ommiussioned Philip Van Doren 
Stern, author and civil war histo 
rian, to write their manuals. Stern 
first job was on Toro’s 20” Whirl 


vind rotary mowel 
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Behaving much like expectant fathers, Whirlpool’s Jack Sparks 


and John Bricker wait anxiously in a Miami Beach auditorium 


for distributor reaction to the firm’s new products. 


of the suffering in 


It’s all part 


The Birth of a Full 


We've got so much merchandise in the 
line now that | can't keep it ill straight,” a 
WW hirlpool Seeger regional manager mnifessed 
last month in Miami Beach 

At the time the firm 10-model line of 
RCAW hirlpool ipphance Va hardly 24 
hours old 

lirst reaction in Miami wa UTprise ve 
the length of the firm’s first full line. One 
observer summed it up this way 
rot ¢ erything anybody else has got and a 
few surprises of their own 

Phat was pretty close to the truth. Whurl 
pool had followed industry trends in in lud 
ing some sheer look appliances in its new 
Lanne Similarly there were basic all-in-one 
kitchen units included in the new line. But 
unong the surprises were a radically new com 
bination washer-dryer, a free-standing ice-cube 
maker, a deluxe line of cabinets with intet 
changeable doors a built-in au 


tem which sanitize ill the ai nm the 


purifying sy 


trigerator every +5 second 

lor details of merchandise ¢ New Prod 
ucts section 

All of the merchandise was either in pro 


duction or would be available soon. But on 





hey've 


f the highlights of the Miami Beach show 


ngs was a “miracle kitchen” in which de 


igners had taken escape in the futu In 
terestingly enough umong th dream”’ 
radget hown in this kitchen is the firm 

ew ombination wash In showings of 
this kitely around th ountry the washer 


be touted as the first of these “dream” 
ipphance he i\ ilable now 
Observers were somewhat surprised that 
the firm had taken the full line plunge so 
fast and so complete] 
But behind th uddenly-created kitchen 
i W hirlpool conviction that 


distribution problems make such a step neces 


1 parti nt 


iry. A distributor giving up a line of white 
mds to take on RCA-Whirlpool  refrig 
rators, for 


ible to switch cabinet lines at the sam«¢ 


example, might well find it ad 
time. From the company’s point of view, 
kitchen busine including builder sales) is 
rong to represent important volume for the 
ippliance industry in the years ahead and 
Whirlpool officials felt they had to be set up 
t 1) after this type of business from the 
outset 


J | } 
Design work alone has taken tremendou 
























Line 


time and it’s obvious that the firm is cur 
ently only marketing a full line; many prod 
ucts are being manufactured by other firms 
\ll but one room air conditioner are made 
by bkedder Ihe central units are by Addi 
on. The standard kitchen cabinet line is by 
Kaiser Metal Products and dishwashers are 
American Kitchen 

But manufacturing problems aren't the 
nly ones faced by Whirlpool 


igree that one of the firm’s 


made bi 


Observers 
big headache 


reat 


ng acceptance for many of its new 
lines, particularly refrigeration. In recogni 
tion of this the company has recruited a 
170-man field sales force, some of whom had 
been working for Whirlpool for only a mat 
ter of days when they saw the new lines 
Whirlpool press releases on the new line 
howing called it the attainment of “one 
of the major objectives of the merger 15 
nonths ago which created W hirlpool Seeger 
Last month the trade was impressed with 
the quick achievement of this objective. But 
t was still interested in how fast the ultimate 
bjective could be attained—volume sales and 
public acceptance of a full line of RCA-Whir! 


Dp du t 
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HANDISING 












BRAND NEW appliance in line is an ice-cube 


maker, here incorporated in a self-contained bar 








L. H. Baker general manager of refrigeration, ex 
plains features to Austin Rising, director of con 






sumer relations 












MODIFIED “SQUARE LOOK” has been given RCA 


Whirlpool electric ranges by use of a gold metal 








‘frame’ around oven doors. Handling questions 










of press preview here is Sol Goldin range gen 
SYMBOLIC of RCA-Whirlpool’s all-out entry into the kitchen business is this push-button eral manager 

“miracle kitchen.” Two units will be built and one will be set up as a traveling exhibit to 
visit key cities 















EDITORS’ QUESTIONS about new room atir condi 
tioner line are answered by Joe Larkin during 
press preview in Miami of Whirlpool’s new full 
line of appliance 


BUILT-IN griddie on new range is explained to 
ELECTRICAL MERCHANDISING editor Laurence 
Wray by Roy Howard, right, director of merchar 


dising for Whir Ipool 





INTERCHANGEABILITY of cabinet doors on RCA-Whirlpool’s new top line of kitchen cabinets is 
demonstrated for press during preview meeting in Miami Beact 






aves up to /2 hour 


moving each appliance 













ideal for moving: 


e ranges 

e retrigerators 
e water tanks 

e washers, etc. 






Yeats tough, yet featherweight, alu 
TEATS Mode! He. 7 
Height 59 minum alloy frame is felt padded in 


Weight 36 Ibs. front has smooth runners in back 













that allow handlers to ease the 
heaviest loads over truck tailgates 
Patented strap ratchet grips appli 
ance vise tight without marring in 30 


seconds or less. This on-in-a-flash 






loading plus on-a-dime wheel pivot a 


ing on stair landings and in other SURPRISED PRESIDENT Henry H. Uihlein, Jr., of Ben-Hur Manufacturing Co., is pre 
































close quarters save costly labor sented with a copy of ‘This Is Your Line,’ the script from which his staff presented 
time on every appliance delivery a historical review of Ben-Hur’s accomplishments at a Milwaukee sales meeting 
CATERPILLAR STEP GLIDE You'll find a YEATS dolly more than 
Endless rubber belts glide heavy loads pays for itself! See your dealer or 


over stairs without marring end second write direct! 
siory delivery problems. Curved § cross 


members on frame fit rounded appliances 


a “a New Ben-Hur Lines 


YEATS semi-fitted covers are 


made of tough water repellant 


National sales meeting in Milwaukee reviews com- 


fabric with adjustable web 
straps and soft scratchless 
white flannel liners. All shapes Range 


pany history, unveils 22 new models in three lines. Prices 


and ses Write Cover 


SEND postcard for full information 





buck trend, go down in ‘57 


on our complete line TODAY! 


appliance dolly eet 


sales company 1 he Lattl Lheatre m = Mil in the chest models, new styling in 
2127 N. 12th $¢ MILWAUKEE 5, WISCONSIN vaukee’s new YMCA was the scen ame plate ind control centers, a 
of a businessman’s drama December new, exclusive handle ind easier 


10 as officials of the Ben-Hur Manu to-see warning light Doors on 
facturing Go tooh part in i Ben-Hu upright model provide 
historical review of the freezer firm pr alized torage ind imterior 

omplishment Planned as a except built-ins, are all in Ben-Hur 
LUrprise for sen-Hlu pre ident bluc, with gold facing 


Henry H. Uihlein, Jr., the program 
l Thi l Yo Life typ 
f format wnacl the titlh Thi 
Is Your Lin | Chicago Showing 
Following the histor lOWEVEI 
th meeting got down to. bra 


‘ yl ( 
tack in ; hurt vith Ben Huy Lhe ] ! | iundt Appliance 
Chark Pearson introducing — thi Co., division of the Murray ( OTp 
14 liane to thre ile for ( In HOw if 919 N MMi higan \vi ( hi 
awe line Ben Hey Delux igo, for sale idvertising, and ser 
ze ( howed 57 Iu oO mk 
Supreme md Duncan Thine -_ howed its 19 line to mid 
is total of model vestern distributor on Novem 





These melude chest and upright er TI 
freezer ombination refrigerator The fou he on the Regent 
99 the Riviera ($329.9 
freezers and built-in combination 
) het $269.95 thre 
Price ompared with those im the Cavahi - 07 ind th 
flect Oct. 1, are down approxi Holiday (no list), were hown the 
mately three to six percent ill crowd by Parker Hl. Enicksen, vice 
nt 
ro the board In answer to a president 
i ith t mers ucstion about th Ben-Hur pre The washer vill have these fea 
ake Triends WI your custo | Fe ian Ga aie etal 
dent. Henry H. Uthlein, Jr nd ut MICKSON Sad | | 
| rier nic erme ates. “1 You sell the appliance on your show We've spent a lot of money out itor, power rinse, a whirlaway spin 
| Webb Manufacturing Co |} room floor, but when you deliver it, you 1 the factory to cut our cost In dry at 660 rpm ediment rejector 
| 2018AN, 4th St., Phila, 33, Pa | sell yourself. So if you want your cus ey ur Ben-Hur chest line en fluid power to handle oft-balan 
| tomers to remember you with pleasure, I ur pen I ! inh ' ! EN be] hicl 
it W 
| ' bout or Wrapabout for | do a professional job on every delivery yoved a t percent increas Oat t  Mieswiten cr Cri 
. ws Protect appliances such as ranges and We're going to expand from there vaste of hot water 1 counter-bal 
| : refrigerators with Webb Slingabouts.® , 19 a rs. ee oll oud minced lid. flush-to-wall installation 
| se ers me They guard the appliance against bumps Ron. Bin new built-ins will be pol elain enamel tub and top, and 
| aitnietties — — and scratches, spare customers’ paint and Me prc Sas “wiles 
| ‘ — , | woodwork. Webbing handholds help men lable in copper tainle te HUEOTA ! } ; tea 
| . or | maneuver appliances smoothly into nd with a prime coat for paintin hese new officials will be in 
| om | place. For further information about to match anv kitchen. The refrig Chicago: B. C. Gould, pre ident 
| ee ; ong — — itor section has a capacity of 8 Parker Hl. Ericksen, vice pre ident 
jackets lined with soft flannel), fill in pets , i Pe 
| ADORE the coupon opposite ft., while the freezer is 5./ cu W. Homer Reeve, vice president 
i | tt liom \W Har lV, \ ( pre ident nd 
; on | \ heat f the Ben-Hur lin Richard Kk, Wei idvertising man 
im -\ SLINGABOUTS ‘erally include chrome baskets ager. James Muirhead heads servic 
ZONE TATE | For Radio, TV, Air Conditioners, 
L | ask about Wrapabouts® 
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VALUABLE 
FRANCHISES 


AVAILABLE... 


\. 


‘/ Bd 


Yes, you have more to sell with the Beauty 
Queen line. First, finer color finishes from 
the industry's newest, most scientific steel 
preparation, painting and baking system 
And, you get better delivery service on any 


of the 12 colors for complete kitchens 


You sell sturdier, stronger Beauty Queen 
construction. You have more convenience 


features to demonstraté 


THE FINEST STEEL KITCHEN LINE 


You sell more because you have more to sell! 


With Beauty Queen, you have the styl 
leader contour design, gracefully 
rounded corners, no protruding handles, 
and hidden hinges are only a few of Beauty 


Queen's many superior selling features 


Beauty Queen forged ahead in 1956 with 
the biggest sales volume ever 1957 
will also sc big advances $0 join up with 
a winner join the Beauty Queen big 


profit parade 


Wire or write about your area 


TOLEDO DESK & FIXTURE COMPANY 
MAUMEE, OHIO 

















FASTER, SAFER, 
LINT-FREE DRYING 
FOR ANY AUTOMATIC 
GAS OR ELECTRIC DRYER 































































*U.S. Patent Number 273 


DRY-R-X EXHAUST KITS make any 


automatic dryer safer to operate and more efficient. 


recommended by many name brand 

for improving the conditions under which ga 
dryers usually operate. Dry-R-X vents moisture 
heat and exhausts collective lint which is not only 
a nuisance, but combustible 


QUALITY CONSTRUCTION... Every Dry-R-X Vent is made of top 
grade aluminum to prevent rusting and oxidation. Hood is weather 
proof and equipped with the only patented* counter balanced self 
thawing damper to over come freeze-ups. 


EASY TO INSTALL— Kits are furnished with either “‘Button-Lock”’ 
aluminum pipe or inexpensive fireproof flexible tubing. Priced for 
your best profit! 


This quality venting tem is 
dryer manufacture 
and electric clothe 


carries away exce 


CLOTHES DRYER DISTRIBUTOR 


Kor more information ask your clothes 
dryer distributor about Dry-R-X Kits, or 
write direct specifying make of dryers you 
handle. Reply on your letterhead for infor 
mation on displays, free literature and price 
heet 


DRY-R-X CO. 


6632 WEST SHORE DRIVE 
MINNEAPOLIS 24, MINNESOTA 











PRODUCTION LINE at new Lewyt Corp. plant in Long Island City is officially opened 
Lundy, shown with the finished product 
Lewyt recently relocated its operations 
six-story, block-square building, bought for $2 million 


by Queens Borough president James A 


Company president Alex Lewyt looks on 


under one roof in the 


B-W Builder Package 


In move to supply builder 
vith 1 complete basement to root 
packa if home equipment house 
hold ipphance ind = building 
material Borg-Warner! Corp., 
Chica recently announced the 
formation of an over-all build 
iles division 

Through the new division, Bors 
Warner continues its course in the 
home building field and satisfies the 
demand of those builders desiring 
purcha if many product 

ble trom ¢ uppli 

B} Warne! produce ann 
woducts for the building trade, in 
luding Nor trigerator free7 

iutomat vasher clothe 
iid water heaters, York air 
litionn tem Ingersoll 

) iin nan ink ind bath 
tub itreou hina water closet 

id sun-resistant window screen 
ind Reflectal insulating material 


ement emulsions 
rmducts 


ind lightweight 
Other home building pre 
idded to the line 


THha\ 


“Step Forward” 


» iI t Humphre Den 
Miinn na wuled a i 


ignincant 


tep forward” last month’s action 

Whirlpool Seeger Corp wh 
th ny pan ned }2-month 
fran nts with its di 
t nit 

Ih cement i n 
than 90 RCA-Whirlpool applian 
nod | to be the first 
r it n t ray ipplian 
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ind renewablk 
ubyect to 90 dav 
in case of company 
incellation, failure to 
vithdrawal on the 
tributor 
lranchise 
ould be 


vhich has prompted some distribu 


tive immeciately 
imnually l 

vritten notice 
renew, Or 
part of a di 
ivreement previously 
cancelled on 30-day notice 
tor complaints in the past on 
ibrupt terminations by manufactur 


in the 
from John 


The new franchise form 
of a letter to distributor 
I,. Bricker, vice pre sident of Whirl 
0o0l-Seeger, list 


reasons for 


three conditions a 
cancellation by 
instability 
merchandising 


Hnajyor 
financial 
follow 


ind 


the company 
cfusal to 
ohicu inappropriate _ sales 
olume 

Lhe 
incel the fr 
ompan fails to 


tandard nd 


turn 
when the 
maintain quality 


distributor, in ma 


ill hi 


ompctitive pricing 


Five New Lines 


York Corp. (subsidiary of Borg 
Warne! featuring five 
1957 air conditioning lines, “Snor 


Corp 1S 


kel,” “‘Yorkaire,”” ‘‘Pathfinder,” 
Champion,” and “Hi-Ef Twin 
line.’ Ihe new lines were an 


nounced recently at a distributor 
howing in Miami Beach 

York plans to promote the new 
vith a 40 percent hike in the 


line 
1957 advertising and sales promo 
tion budget and a similar increas 
in the field selling force 

In addition to the new air con 


if oil fired ind gas 


furnace et were 
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Now Fortable Coolers 


COOLING 
FOR LOW COST CIRCULATING 


and FILTERING 
The NEW 1957 





PORTABLE COOLERS 


A New Concept in Comfort Cooling 








EFFICIENT: These handsome new TravelAire MODEL 760 


portables assure real relief from summer heat because , — personalized cooler has adjustable louvers 


This de luxe, easily carried 


. and 2-speeds high for torrid days and low for quiet 
they cool and filter the air before circulating 
ee a a ol ee 

it. CONVENIENT: Easily carried or rolled on their 
accessory stands anyu here. BEAUTIFUL: Smartly , MODEL 660 This attractive TravelAire portable with its 

‘ modern styling and quality features offers complete cool 
styled and richly finished to harmonize with any decor! — satpaiais< ’ 

, ing yet costs no more than a good electric fan 

ECONOMICAL: Attractively priced to bring you 


volume sale s/ 


SPOT COOLERS i you're looking for fast-moving 
merchandise to boost summer sales TravelAire Models 
660 and 760 should make you happy. They have eye 
appeal that the ladies especially will appreciate; and 
when customers discover how compact these models are 
they'll want them for personalized cooling at home and 


on trips wherever they need a cool breeze 


i fete) || COOLER Here is the most versatile of all 
portables * The TravelAire Model 1260 cools, filters and 
circulates air cools an entire room! lt can be placed 
on a table, installed in a window’ or rolled about the 
house on its accessory Roll-Easy Stand. Its multi-blade 
a ee ee a ea 
days — or low for a quiet, gentle breeze at night or on 


Colorful Sales Aids moderately warm days. Movable louvers provide full 


range air directional control 
FREE sales aids include newspaper ad mats, colorful 


wall banners, window streamers, brochures, folders HI-BOY ROLL-EASY STAND Modern tubular metal frame 

and counter displays — everything you need to make 
¢ and plastic wheels simplify moving TravelAire portable 

TravelAire the hottest, fastest-selling line of cooling i / 

equipment you have ever handled! s/ coolers from room to room. TWO sizes) No. HB-12 for 


Model 1260; HB-6 for Models 660 and 760 


Write Today for Details! 


ee 


*WINDOW KIT W-1260 simplifies installing LO-BOY STAND provides off-the-floor por- BITTAN-SHAFER SALES COMPANY 
the 1260 in a window. Includes grip flange tability for the 1260 TravelAire — rolls 


150 £. 35th Street, New York 16, N.Y 
and metal window filler panels easily over rugs and thresholds 








Ship Your New Products 
UNCRATED. via _.. 


4 
/ 


North¥Americ al 


VANs LINES. 
WORLD WIDE 


WORLD MEAbQuaRTER 
FORT GaY¥F MPuaNs 


Now You Can Get Door-to-Door Pickup and Delivery from 
Factory to Distributor... Dealer...Ultimate User! 


the combination that solve <panded fleet new van-trac Here is a partial list 
hipping problems! The tor units are being regularly added of some of the commodities 


of Creston Transfer Com- Al jon vans meet oun NAVL-CRESTON 


sort Nn rican \ it) | Liv ai8' tand ‘ i PUCLINY quilted is authorized to move: 


eatl expanded resource pad ( tom covet handling ce 

our products to any ce Vice tO vive Maxum protection 

incraled well-tended warchouses are 
new NANVI-Creston setup available in all principal citi 

| nation cle leased-wire Door to-door delivers ervineg 

network of North Amer manufacturer. distributor. retailer 

ure prompt pickup. Addi and user—at mpel e rates! You 

f 1100 experienced agents and deal with a firm of highest integrit 


‘ j \ 
hroughout | Ss. & Canada North American | i nore 


j , 
ervice nyu } In tnancial responsibility 





VAL / 


NORTH AMERICAN VAN LINES, INC. 


CRESTON DIVISION 


WORLD HEADQUARTERS: FORT WAYNE 1, INDIANA 





ELECTRICAL 





Builders’ Show 


What is claimed to be the 
world’s largest building products 
display, together with a highly 
diversified convention program, 1 
slated for the National Assn. of 
Home Builders annual convention 
and exposition in Chicago, Jan 
20-24 

lop builder 


government, 


poke men and 
hnan 


parti ipate in 


business, and 


cial le iders will 


numerous sessions devoted to solv 


ing the industry's money prob 


Among these, of course, are 
tight 


lems 
the government’ urrent 
Mone polic y 

New product developments, in 
cluding 


Vv ill he 


Inan\ 


ymong the attraction 


Scheduled Meetings 


WINTER MARKETS 


Merchandise & Furniture Marts 
7-18 





Chicago, Ill.—Jan 


NATIONAL APPLIANCE & RADIO 
TV DEALER ASSN. 


Annual Convention 
Conrad Hilton Hotel, 
Jan. 13-15 


Chicago 


NATIONAL HOUSEWARES MFRS. 
ASSN. 


Navy Pier, Chicago—Jan. 17-24 


INDEPENDENT HOUSEWARES 


EXHIBIT 
Morrison Hotel 
Chicago, IIl—Jan. 17-24 


NATIONAL ASSN. OF HOME 
BUILDERS 


Conrad Hilton Hotel, Chicago 
Jan. 20-24 


WESTERN WINTER RADIO-TELE- 
VISION & APPLIANCE MARKET 


Western Merchandise Mart 
San Francisco, Calif.—Feb. 4-8 


HIGH FIDELITY SHOW 


Ambassador Hotel 
Los Angeles, Calif.—Feb. 6-9 


EDISON ELECTRIC INSTITUTE 


Dealer Coordination Committee 
New Orleans, la.—Feb. 7-8 


NEW ENGLAND HOME SHOW 


Mechanics Building 
Boston, Mass.—Feb. 14-19 


HIGH FIDELITY SHOW 


Hotel Whitcomb 
San Francisco, Calif.—Feb. 15-18 


NAT. ADEQUATE WIRING 
BUREAU 
Wiring Conference 
Sherman Hotel, Chicago 
Feb. 21-22 


AMER. SOC. OF HEATING & AIR 
CONDITIONING ENGINEERS 

63rd Annual Meeting 

Chicago, Ill._—Feb. 25-28 





List of Exhibitors” 





appliance built-ins, 


MERCHANDISING—JANUARY, 


National Housewares Show 


Aluminum Cooking Utensil Co., Inc., 

The 713-715-717-719 
Aluminum Goods Mfg. Co. . 156-158-160-162 
American Gas Machine Co., Div. Queen 

Stove Works 1234-1236 
Aristocrat Clock Co 686-688 
Arvin Industries, Inc 

455-457-459-C445-C449-C-453 


Atlas Tool & Mfg. Co 485-487 
Babcock & Preuss 419 
Berns Air King Corp 496-498 


Bersted Mfg. Div., McGraw Electric Co 
186-188-190-192-194 


Big Boy Mfg. Co., Inc 1038-1040-1042 


Birmingham Stove & Range Co 832 
Bissell Carpet Sweeper Co 658-660 
Block & Co 309-311-313 


Borg-Erickson Corp., The 
Brearly Co., The 
Bridgeport Brass Co 
Burgess Vibrocrafters, Inc 


245.247 
263-265-267 
1019-1021-1023 
1004 


Cal-Dak Co., The 936-938-940 
Camfield Mfg. Co 423.425 
Capitol Products Co., The 961 
Casco Products Corp. .299-301-303-305-307 


Chelsea Fan & Blower Co., Inc. . 1229-1231 
Chemex Corp 1109-1111 
Chicago Electric Div., The Silex Co 
145-147-149 
Chico Air Coolers Co 1178 


Clark Co., J. R., The 796-798-800-802 
Club Aluminum Products Co 
662-664-666-668 
C724-728 
225-227 
624.630.632.634 


Comfort Lines, Inc 
Continental Scale Corp 


Cory Corp 


Davis Mfg. Co 865.867 
Dazey Corp., The 203-205 
Detecto Scales, Inc 810-812-814-816 
Dieh| Mfg. Co 1113 


Dominion Electric Corp 238-240-242 
291-293-295.297 


C916-C920 


Dormeyer Corp 
Du Wal Inc 


Eastern Metal Products Corp 
Ekco Products Co 


1052-1054 
103-105-107.108-109 
110-111-112-113-114-115 


Electric Steam Radiator Corp 312-314 
Emerson Electric Mfg. Co., The 942.944 
Enterprise Aluminum Co 819-821-823 
Everedy Co., The 860.862 


Farber Inc., S. W 729.731-733 


Fasco Industries, Inc 229.231 
Finders Mfg. Co C.261.C265 
Foley Mfg. Co 721-723-725 
Forman Family, Inc C.644 


Fresh-‘nd-Aire Co., Div. of Cory Corp 


624-630-632.634 


Housewares & Radio 

720-722.724-726-728-730 
732-734 
836-838 


General Electric Co., 


Receiver Div 


General Floorcraft, Inc 


General Slicing Machine Co., Inc.. .828-830 
Geuder, Paeschke & Frey 411-413-415 
Gilbert Co., A. C., The 460-464-466 


Hamilton Beach Co., Div. Scoville Mfg 


Co 157-159-161 
Hamilton Mfg. Corp 367 -369-371.373-375 
Hankscraft Co 756 
Hanson Scale Co 189.191 
Herold Products Co., Inc C.377 
Hoover Co., The 164.168 
Hunter Div., Robbins & Myers, Inc 549 
Ingraham Co., E., The C-732 


Inland Mfg. Div., General Motors Corp. 1121 
International Oil Burner Co C.481 
lona Mfg. Co 577 
Johnson & Son, Inc., S. ¢ C.457 
KVP Co., The 657 
Kamkap, Inc 678-680 


Kisco Co., In 384 
KitchenAid Electric Housewares Div., The 


Hobart Mfg. Co 193.195 
Knapp-Monarch Co 650.652.654.656 
Kord Mfg. Co., Ine 928.930 
La Belle Silver Co 407.409 


Landers, Frary & Clark 
207-209.211.213-215 


Lasko Metal Products, Inc 528.530 
Lav Blower Co., The 529.531 
Lee Industries, Inc 517 
Le John Mfg. Co C.660 
Lewyt Corp 557 


McGraw Electric Co 
186-188.190-192.194 
Lux Clock Mfg. Co., Inc., The 533 


Lonergan Mfg. Div., 


McGraw Electric Co 


186-188-190.192-194 


Manning Bowman Div 


Markel Electric Products, Inc C808.C812 
Marlun Mfg. Co., Inc 837.839 
Mastercrafters Clock & Radio Co C-940 
Meier Electric & Machine Co., Inc C984 
Mell Hoffman Mfg. Co 921.925 
Merit Enterprises, Inc 984-986 
Metal Ware Corp., The C.297-C.301 
Meyer & Sons, Inc., W. F 765 
Midwest Mower Corp C.680 
National Engineering & Mfg. Co C.1008 


National Food Slicing Machine Co C.149 
National Presto Industries, Inc 

C157-C161-C165-C169 
377-379 

Div. of CoryCorp 
624-632-634 
937-939 
980-982 
633.635.637.639 


Naxon Utilities Corp 
Nicro Steel Products Co., 


Norris-Thermador Corp 
Northern Electric Co 
NuTone Inc 


Oster Mfg. Co., John 920-922.924 
Peerless Broil Quik Corp 1143 
Peerless Mfg. Co 393.395 


Phoenix Table Mat Co C129-C133-C137 


Plastray Corp 933.935 
Portable Electric Tools, Inc 1125 
Procter Electric Co 690-592-694 
Regal Ware, Inc 212.214 


Regina Corp., The 414-416-418 
Revere Copper & Brass, Inc., Rome Mig 


Co. Div 640 642.644646 
Rival Mfg. Co 150.152.154 
Robeson Rochester Industries 1020.1022 


Roto-Broil Corp. of America 1202-1204.1206 


Salton Mfg. Co., Inc 997.999 
Seal Sac, Inc 185.187 
Sessions Clock Co., The 880.882 


Seth Thomas Clocks 514 

Shetland Co., The 1030-1032 

Signal Electric Div., King-Seeley Corp 
C289-C293 


Silex Co., The 151-153-155 
Son-Chief Electric, Inc 815.817 
Sperti Faraday, Inc., € ooper Hewitt Elec 

tric Div 249 
Steam-O-Matic Co 148 
Stern-Brown, Inc 700.702 
Stetson China Co 476.478 
Sunbeam Corp C828-C832.C836-C B40 
Superior Electric Products Corp 27) 
Supreme Products, Inc C.361 
Sutton Corp,, O. A., The 772.774776 
Swing A Way Mig. Co 181.183 
Taylor Instrument Companies 171.173 
Textile Mills Co 256.258 


Titan Mfg. Co 612 


Toastmaster Products Div., McGraw Elec 


tric Co 124.128.130 
Toastwell Co., The 372.374 
Tricolator Mfg. Co 381 
United States Electric Mig. Corp 268 
Victor Products Corp 903 


National U.S 
1245 
180.184 


Viking Air Products Div., 
Radiator Corp 
Vollrath Co., The 


Waring Products Corp 427.429.43) 
Welch Co., W. W 957 
West Bend Aluminum Co 665.669.6711 
Westclox, Div. of General Time Corp 512 
Westinghouse Electric Corp 
272.274.276-278.280.282 





* (ELECTRICAL MERCHANDISING has pre 
pared these partial listings from information 
provided by the management of the Nat! 
Housewares Exhibit and has made every ef 
fort to include all names of interest to the 
appliance, electric housewares, radio and 
television industries, but takes no responsi 


bility for errors or omissions.) 





Record Attendance Expected for Navy Pier Show 


Island” booths have been added 
to accommodate 10] more exhibi 
tors than last January at the 26th 
National Houseware Exhibit in 
Chicago January 17-24 These 

voths will be limited in displa 
icight to five feet, permitting un 
bstructed view and free trath 
How ¢ ill exhibit 

Phi how, to be held at Na 
| ind the adjacent Drill Hal 

be the biggest in the histor 
f the National Housewares Manu 





1957 


facturers Assn. A 


7 exhibitor 


quare feet of floor space and show 
over 100,000 separate items 

Phe Drill Hall will house 12 
if the exhibitor 

Closing time of the exhibits has 
been extended an extra hour to 
6:00 P. M. each day. Free morning 
id evening rush-hour bus service 

be pl ided by NHMA to 

iry exhibitors and buyers be 


rwecn the how and Loop hotel] 


record-breaking 
will oc upy 550.000 


There will also be bus service to 
hotels on the near northside 

Qn January 17, the results of 
the nationwide survey of the hou 
vare industry traditionall: on 
ducted before the show will be 
mnounced, Some 10,000 house 
ware buyer ind more than NN) 
manufactures received question 
naire ecking information on in 
dustr prospect Results of th 


vey will be mad public at a mor 


mig pr conterence 


PAGE 
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~plhance- 
PECIALTIES: 


> 4 


SOLVE YOUR 


How man 


or even 5 brands of toaster 
with the other 


compet 


ou actuall 


two brand 


The are 


duplicate item 


need to make 


all tandard”’ item 


cause of their popularity 


saturation point 


them each y 


diffe rent 


By stocking Silex Appliance Specialties in company with y 
faster moving 
profit from the same inventory investment. The volume 


get is extra 


petitive pre 


faster turnover from new and unusual 
Silex Appliance Specialties! 


Shown above il 


No-Clamp Chopper 








The Silex Ce 





t« 
Shredder-Grater 


market 


ar. But Silex 


jtandards 


you make a more favorable margin, and com 


sure is less 


dont be a stock du 


of duplicate items when 


There are 


you can enjoy 


PROFIT PROBLEM 


here s how you make MORE turnover and 
profit from the SAME INVENTORY INVESTMENT 


do you stock? 


4, Irons, mixers, ete 


» you carry more inventory 
one sale espe ially since one or 


move faster than the others 


‘I hey bec aime 


but many are now reaching the 


Appliance Specialties are new 


saturation is low, demand is high 


you can get more 





Sn 
with fast selling 7 SILEX APPLIANCE SPECIALTIES... 
COFFEE MAKERS... AND ACCESSORIES 


fr Deluxe Juicit; Starlight Carafe & Trivet 


Handytreeze Ice Cream Freezer 


The rats» 4 co. 


Hartford 2, Connecticut; Chicas 
Chicago 38, Illinois; In Canada, The Silex Co., Ltd 


| 1e( tri 


Vv 
You may have 2 


Each brand 


standards 


fewer people in the market 


turnover 





Iberville, P. Q 


PROMOTION 





How Dealers Tie-in .. . 


. with a national promotion is illustrated by a 
preliminary study of White Christmas campaign; store dis- 


plays and newspaper ads dominate dealer plans 


1] l I ( l 
th icdust a ) not 
Unit States St thinks it h 
ili t that qu t 
Juring the ite fall month 
lec {}f W hit Christm 
promotion kits to distributors, ut 
ties and deal icross the count 
Ihe response to the offer of a f 
kit wa »0O vhelming that earl 
n Decemb USS began notifvin 
ifecomers that it upp! had been 
exhaustes (Onee dealer rece 
the kit th vere asked to fill in a 
t 1 post | indicating just how 
thre planned t t nm with th 
l promotion 
Qt the first leale pl 
| j tore di pla 
Tt i pa px | | ! Wsin 
1 t mail } vill use radio an 
| ¢ ill use television advertisin 
It will be some time this month 
befor officials have a comy letel 
iccurate idea of how successtul th 


1956 edition of “White Christma 
ictually was. But the ell-out” on 
the retail kits and the fact that a 
ot December 1 over 1200 new 
ibout 1150 radio sta 
tions had planned local tic-in a 
tiviti has convinced USS officia 
that the 1956 promotion wa th 
most successful vet staged. New 
paper upplement had been sent 


to L900 papel md radio ad kit 


papel incl 


new thi Cal were original 
mailed to 1200 station 


Phi onsumer advertising part 








R , Say we 
AMBITIOUS DEALER TIE-IN with U. S 
Steel's White Christmas promotion is 
this 12-page supplement run by San 
Young Bros. in that city’s 
Call-Bulletin. Ad appeared November 9 


Francisco's 


from the USS pot 
of view) is a matter of record. Thou 


ind-line ads appeared in 500 new 


paper up from 260 last year) and 

radio spots were used on 54 sta 

hon In addition, six network ‘T'\ 
Ne! ippeared on 135 sta 

tions with an estimated audience 

DCI mincrcial of million per 
! th ountt 


Better Your Living Month 


ohi designates next May as a focal promotional 


period; heavy consumer publicity and advertising will be 


coupled with dealer-level push 


Ih (peration Home 
ment mipaign ha a 


Nav 19 i National Bette 


Improv 
I 


inated 


Your Living Month 
In announcin plans for th 
cut ohi executive clire tor John 
R. Doscher said Lh t 
t ri t pull behin li 
mantic nathonwid ituration can 
paign fo naxunum impact 1 
An l l hy ncownc! Wi 
necded this for many yea ind 
itl t ! I t | 1} th 
t h noman many | 
| f nt vitie 2 


JANUARY, 





1957- 


ELECTRICAI 


) ] 1 
(1) Proclamation of th month 


lederal tat md local oth 


(2) Iext ittention from 
tional consum magazin 
(3) Newspaper participation 
(4) Sy; il] keyed = advertisin 
) hi MOMISOT i \ 
il i tion mate i} ! 
a i] 
(5) A supplementary kit of ad 
ing and di Dla matenals from 


hi headquartet for the dealer 
ntract ind lender wh ) 
7 ohn kit 


Nlo than SO manutfacti 





MERCHANDISING 








in t | Dosche ilso revealed that the 
> «Ohi whi staff is working directly with 

the sponsors to make sure their in 

) t that t nt in th unpaign is profit 

if f 1 t In 19 he pomted out, an 

“ t | t t f nanul t I uld participat 
t that th t re i t 1 hip. but 

\ i mderwritin pon 

, i mit wi ] \ ] | 

t t tS th h 


Housepower 


Edison Electric Institute sums up 1956 accomplish- 
ments, outlines plans for 1957; this year’s goal is two mil- 


lion home wiring jobs 








HOUSE POWER neved il of two million home w 1 
| f 1 | n 19 
in Hn \lso announced at the press con 
" 1. OO. MeQOuiston ference was the name of the grand 
hainm f Edison Ele tri Insti prize winner in the national “How 
tut nercia di ion cle Your HOUSKPOWER?” contest 
ta t im 19 wim it pons red by EEI Mi Mar 
1 N York Brown of Philadelphia won a check 
(City last ith for SIO.000 
11 that th ng promo Speakers at th pre onterence 
iittee hope to build a ncluded Jame | Coatsworth 
acl ynition of the ommercial director of EET; Me 
term HOUSKPOWER. to increase Ouiston; .. O. George, vice presi 
' nd nthusiasm = of dent of Detroit Kdison Co 
infegrat thi pr Arthur Hooper ind Robert Boian 
industry program of Live Better Electrically: Betty 
t n ind t | Til tal ot Wi tinghouse 
if VTE Studio One: and other 
nN 
I hie t t 1 
‘ . ° 
: vertising push" Promotion Briefs 
) nducted im 
the fall ¢ Mitchell Mfg. Co. plans a 
“| n oD im is d million advertising campaign for 
} t { ) n duca ts 1957 line of room air condition 
hom More than $l-million will 
MEI tional ad tisil vill nt Operation Saturation i 
; d ntinuin paper-T'V-radio campaign 
rt} ram ' the Na mcentrated in 110 major market 
tional A it \\ i i 
tri fact a oth e The American HOME magazin 
terest ) fers a new booklet on kitchen 
lh yromotior ll use iundry planning. The booklet in 
Nation | t il W lebru ict information from pace 
] } d ait planning to financing. Quantity 
t ul t and be purchased from the pro 
‘ t mnt tor deal notion department of the maga 
idsutilit oa a n Park Ave., New York 2 
aa a ees one Ny 
\rien Hon w on 
I\ @ I rigidaire is intro ng its 19 
1} | notion ] begin ine of refrigerato range vash 
t t t t Sept It ind d th 1 f th 
et { id nost exten id tising program 
I t t th lO | | th mpan has ¢ I heduled 
Nat t j t ! m ign la list 
1] ! na 7 don 
\ ; en 
inn ! 
f 
) i @ Herold Products Co. hia iunche 
t Nat tional nsum nagazine can 
\ \ | the Na i Th manufactt f cle 
( \ l ind id ] t 
n \ | t t > 4 i ( 
1) | Bett | I i 1 tl yun 
+] , nat 1] 
HOUSE POWEI to ¢ 
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_polhance- 
PECIALTIES 


SOLVE YOUR 
SALES PROBLEM 









5s 


aN ken 


ed 











Here's sa Quartet of HOT NUMBERS 
From SILEX — All New, But All 
Proven Sellers To Help You 


boost your sales! 


1 Electric Bun & Food Warmer to 3 Starlight Carafe & Elec-Trivet 


keep baked goods warm, fresh and Lighted star cut-outs on trivet re 
flect pattern of Carafe. Cat. #H-318 
Trivet & 8-cup Carafe. | 


ready to eat right at the table 
Model #3200, AC-DC. List: $9.95 


2 Toaster-Broiler — smart, new,  Chopper- Slicer Combination. 
versatile. Grills, broils, bakes at Famous “No-Clamp” meat & food 
table. Automatic heat control chopper with interchangeable slicer 


Model #1504, AC only. List: $14.95 shredder-grater. 4550. Lint 


see us at the show - Navy Pier - booths 145-155 


_— SILEX — 
















TO SELL MORE FANS 
MORE PROFITABLY ... 

































































in 5/7! 


Looking for a line that includes window 


THE 
RIGHT MODELS 


THE 
RIGHT FEATURES 


———e 


fans, “box” type portables, floor fans and 
Do your customers de- 
cae we 


decorator styling sway the ladies? Do you 


roll-a-bouts? 


mand utility or fancy features? 


need a complete range of prices to insure 


E store traffic? . . . Look no further 
rei STYLING get all pil in the Chelsea for °57 


you'll 


each unit top quality and backed by Chel- 


sea’s unconditional guarantee! 


THE 
RIGHT PRICES 


ee — 
/ Vs National and local advertising and 


Chelsea's famous “10 Point” promotional program 
that delivers everything you'll need to sell! 


O38 5 ie — ee ee ee — oe | 


FAN & BLOWER CoO., INC. 
PLAINFIELD, NEW JERSEY 


More than 30 years service to the ventilating industry 





The network schedules of color television for the month of January include 











the following programs: 


JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN 

JAN. 
JAN. 


JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 
JAN. 


JAN. 22, 3:30-4 EST, CBS——-Bob Crosby Show 

JAN. 22, 8:30-9 EST, NBC-——Noah’s Ark 

JAN. 22, 9:30-10 EST, CBS—Red Skelton Show 
JAN. 22, 10:30-11 EST, NBC Break the $250,000 Ba 
JAN. 23, 8-9 EST, CBS—Arthur Godfrey Show 

JAN. 23, 9-10 EST, NBC Kraft TV Theater 

JAN. 24, 10-11 EST, NBC Lux Video Theater 
JAN, 25, 3:30-4 EST, CBS 30b Crosby Show 

JAN. 26, 8-9 EST, NBC——Perry Como Show 

JAN. 27, 5:30-6 EST, CBS——Boing-Boing Show 

JAN. 27, 9-10 EST, NBC-——Goodyear TV Playhouse 
JAN. 28-31, 3-4 EST, NBC NBC Matinee Theater 
JAN. 28, 3:30 -4 EST, CBS——Bob Crosby Show 
JAN. 28, 9:30-10:30 EST, NBC Robert Montgome 
JAN. 29, 3:30-4 EST, CBS—Bob Crosby Show 

JAN. 29, 8:30-9 EST, NBC Noah’s Ark 

JAN. 29, 9:30-10 EST, CBS—Red Skelton Show 
JAN. 29, 10:30-11 EST, NBC Break the $250,000 Bank 
JAN. 30, 8-9 EST, CBS—Arthur Godfrey Show 

JAN. 30, 9-10 EST, NBC Kraft TV Theater 

JAN. 31, 10-11 EST, NBC Lux Video Theater 


1, 11:45-1:45 EST, NBC 
1, 8:30-9 EST, NBC 
1, 10:30-11 EST, NBC 
2-4, 3-4 EST, NBC 
2, 8-9 EST, CBS 
2, 9-10 EST, NBC 


Noah’‘s Ark 
Break the $250,000 Bank 

NBC Matinee Theater 

Arthur Godfrey Show 
Kraft TV Theater 


3, 10-11 EST, NBC-——Lux Video Theater 

4, 3:30-4 EST, CBS—Bob Crosby Show 

5, 8-9 EST, NBC—Perry Como Show 

6, 5:30-6 EST, CBS—Boing Boing Show 

6, 9-10 EST, NBC——The Alcoa Hour 

7-11, 3-4 EST, NBC——NBC Matinee Theater 

7, 3:30-4 EST, CBS—Bob Crosby Show 

7, 9:30-10:30 EST, NBC Robert Montgomery Pre 
8, 8:30-9 EST, NBC Noah's Ark 

8, 10:30-11 EST, NBC——Break the $250,000 Bank 
9, 8-9 EST, CBS—Arthur Godfrey Show 

9, 9-10 EST, NBC——Kraft TV Theater 

10, 8:30-9:30 EST, CBS—Shower of Star 

10, 10-11 EST, NBC Lux Vide Theater 


11, 3:30-4 EST, CBS 
12, 8-9 EST, NBC 
13, 2-4 EST, NBC 
13, 5:30-6 EST, CBS 
13, 9-10 EST, NBC The Chevy Show, Dinah Shi 
14-18, 3-4 EST, NBC NBC Matinee Theater 
14, 3:30-4 EST, CBS—Bob Crosby Show 

14, 9:30-10:30 EST, NBC—-Robert Montgomery 
15, 3:30-4 EST, CBS——Bob Crosby Show 

15, 8:30-9 EST, NBC Noah’‘s Ark 

15, 9:30-10 EST, CBS 
15, 10:30-11 EST, NBC 
16, 8-9 EST, CBS——Arthur Godfrey Show 
16, 9-10, EST, NBC Kraft TV Theater 
17, 10-11 EST, NBC—Lux Video Theater 
18, 3:30-4 EST, CBS—-Bob Crosby Show 
19, 8-9 EST, NBC 
19, 9-10 EST, NB 
20, 5:30-6 EST, CBS——Boing-Boing Show 

20, 9-10 EST, NBC The Alcoa Hour 

21-25, 3-4 EST, NBC NBC Matinee Theater 
ai, o100 
21, 9:30-10:30 EST, NBC Robert Montgomery 


Bob Crosby Show 
Perry Como She w 
NBC-TV Opera Theater 


Boing Be ing Show 


Red Skelton Show 


Perry Como Show 


Saturday Spectacular The 


Bob Crosby Show 
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Tournament of Roses Parade 


War and Peace” 


Break the $250,000 Bank 


MERCHANDISING 





Look to Plug Appliances 


; Magazine’s spring appliance-gift drive to pivot 
on display kit featuring gladioli-bulb premiums and 
point-of-sale pieces. Target: 10,000 co-operating dealers 

two smaller side panels listing by 


categories all the products under 
These total 31, rang 


len thousand tied-in dealers is 
the target of Look Magazine’s 


four-phase appliances-as-gifts pro promotion 


motion, scheduled for May and ing from floor polishers to freezers 
Jun If it’s electric, they’ll love Additional kit materials include 
it the theme of the activity treame! tand-up cards and news 


vhich will be built around pack paper mats 

wes of Dutch gladioli bulbs to be ‘Live Better Electrically’’ is co 

dealt by dealers as giveaways or self operating with the magazine in the 

liquidating traffic builders promotion, and the LBE seal or 
l‘irst stage of the drive will focu ignature will appear on all point 

m Mother’s Day, May 12. The f-sale Look plans pr 


next objective 


materials 
in order, will be promotion mailings to some 40,000 
the June bride market, June grad retailers throughout the country 

uate ind appliances as “‘gifts for Price of the display kit is $1.75 
the family,’ the latter designed to delivered. ‘The glad bulbs, to be 


knot loose ends and broaden the ordered separately from Look, are 


promotion ippeal to include tagged at $7 per carton of 24 pack 

nearly every electric houseware ie each package containing 20 

item and major ippliance bulbs. Shipping charges are in 
/ 


cluded. Kits and bulbs may be 
1 40” x 26” poster on which the ordered from Robin Disston, Look 
theme of the campaign is blazoned Magazine, 488 Madison Ave., New 
Th ntended to be used with York N. } 


_ Three-Pronged Attack 


Live Better Electrically aims at successful National 


The di play kit’s central piece 


Electrical Week promotion through newspaper supple- 


ments, Reader’s Digest ad, and closed-circuit TV 


Live Better Electrically will un ig I] reach an estimated mil 
dertake three major promotional lion viewers on February 10, first 
‘ it launch National Elec night of National Electrical Week 
t il Week iccording to Merrill Ihe drive is designed to alert the 
I. Skinne hairman of the Na iation to electricity’s benefit 
tional [lect il Week committec 

\ vspapr upplement wall be 


distributed to over 10.000 weekly 
nd da ip throughout the 


unt lhere will be a full-color 
id in the lebruary issue of Readers’ 

Dige t, which will be seen by 
million reade1 Finally, ther 
be a closed-circuit telecast to 
rm 00 local businessmen in 

t 

In the Readers’ Digest ad, a 72 
pag nsumer booklet will be 


oftered to the gen ral publi [he 
booklet, ‘““New Step by Step Ideas 
tc Help You Live Better Elec 
trical]; ffers suggestions on living 
better electrically A complete 
ind utilit kit will il 0 be 
built around the ad 

he telecast will tak place on 
January 30. It will be much like 
the closed-circuit event which took 
place last year to introduce the first 
National Electrical Week 

General Electric also is using its 
G-l Theater television show to 
| 
he 


iunch a company-wide program of 


de ale I 


activities in support of National 


Electrical Week. The show's me motion 
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Power Tool Promotion 


Marketing Briefs 





@ Sales of products and services of 
the Radio Corp. of America and 
subsidiaries during the first nine 
1956 amounted to 

exceeding by 10 


months of 
$812,524,000, 
percent the previous record estab 
lished in the first nine months of 
1955 


@ Regional sales offices of Whirl 
pool-Seeger Corp. for marketing 
RCA-Whirlpool home appliances, 
have been increased from five to 
eight as the first 


ranization ¢ xpansion program 


' 
tep m a saies 


eSales of Hoffman Electronics 
Corp. for the nine months ended 
Sept. 30, 1956, were 17 percent 
higher than the same penod last 
ear. Profits for the nine 
1iCT¢ ised | ) 
19 > nod 


month: 


percent over the 


@ Sales of household clectrical ap 
increased 
$12,406,000 dur 
1956, in contrast to 
August, and 
$97,915,000 in the 
months of this year 


pliance cross Canada 
to an estimated 
ing August 
$12.057.000 — last 
jumped to 
first cight 


over the $91,160,000 a year earlier 
e New = orders placed with the 
Westinghouse Electric Corp. dur 


i all 
record, ind sale s 
of $409,717,000 were the highest 
third quartet 


ny thre 
tir qu irterly 


third quarter ct a 


registered in any 
© Stromberg-Carlson = ha prepared 
i new manual outlining the most 
important tep 
profitable 
ha prepared the manual as a guide 
t id 


Wallable 


in conducting a 


bu inne Ihe COMpany 


dealers in budgeting thei 
idvertising and promo 
tion funds to achieve the best re 


j 








DAILY DEMONSTRATIONS draw crowds at Chicago Electric Assn.’s power tools 
exhibit. Seven lines of power tools will be on display all during the year-long pro- 


No tools are sold, but all inquiries are directed to local dealers. 


WATCH... 
« , SALES... 


4 SOAR 


When these Toastswell 
apphances go to work 


jor you ! 





Model 885 
STARLITE TOASTER 


Counting profits on your fingers? You'll 
count them by the fistful with this Starlite 
Automatic Toaster as 4 premium! 

errific in appeal its low price makes 
possible a premium of substantial utility 
and quality for use with a wide variety 
of items 






NEW Magnetic 
Butter 
Melter 


ee 
Vi 
complete 


with brush 
FOUR SLICE TOASTER 


Double-capacity toaster folks go 
for on sight, What thousands 
have wanted, but haven't bought 
because of cost. As 4 premium 
it's outstanding Top quality 
throughout 


Model 444 






FOOD and BUN 
WARMER 


eh Big, flashy pre 
mium practical 












as well, Surpris 
ingly low in cost 






THE TOASTSWELL COMPANY 


620 Tower Grove Ave. 
Saint Lowls 10, Me. 
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SIGHT 


The Tung-Sol Magic 


Aluminized Picture Tube cap- 


Mirror 
tures every tone, every detail 
brilliantly to bring out the best 
in every set. It's your best in 
surance for loyal, satisfied cus 
tomers, Tell your supplier you'd 
rather have Tung-Sol tubes, 


PUNG-SOL ELECTRIC INC 
Newark 4, N. J 
Sales Offices: Atlanta, Ga., Columbus, 
Oho, Culver City, Calif., Dallas, Tex., 
Denver, Colo., Detroit, Mich., Irving 
ton, N. J., Melrose Park, Ill, Newark, 
N. J., Seattle, Wash 


Lilac hip Sualily 
@TUNG-SOL 


Magic Mirror Aluminized 


PICTURE TUBES 





MARKETING 








Volume and Stability 


Wampler of Carrier feels that air conditioner sales 


are now predictable with a pattern emerging; foresees 


future at dedication of new engineering facilities 


' ' ’ 
‘ ' ' 
iF I 
t? ' 
i i 
( ' + 
r ¢ ( { 
tf t 
; t t Car 
aq ! ) tin t 
\\ 1 ' | 
/ / ; j 
I i 7 os t 
if ' t 19 ( +} 
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I ! Ou iout 
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i t ip holel } ‘ 
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! | al ' t 
! r th 
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\\ j n r 
t 
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Better Selling 


thin th i | 
r peopl 
Double Volume | ( 
\\ umnpler rol i Twi nan 
nm al riclitye i 19 thy 
| / \\ ; thy } 
ly ) } } 
" 1 t t 
na nicit i 
| th lust ly het 
1.6 millon unit j t 
pidae unit 1 I JO 
\\ npl | | that about | 
tt) ity how i 
1) ! old ! if ' thi 
1 ted | 
ntra tems next 
mid | ! Hh i | (yf 
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‘ + + ‘ t 
t 7 if ' { lt 
n | { } hon t t 
( ! it) 
1] t f t 
| if } / | 
if , 
’ 
| 
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.* . . 


could step up appliance sales, according to 


Norge’s Sayre and Bull; automatic clothes dryer seen as 


fastest-gaining home appliance 


Bett 1 T 
| it} { i | cl < 
yi pre lent er N i 
5 Warm ( p., | hicago, and 
Harold | Bull resident 1 
i fr distribution f No 
yi itended that bett I] 
i th i nm boom d total 
hho ipphan ( ile { 4 cnt to 
more than billion 


But Savre also warned that the 
int of personal selling has de 
cended to ‘lonified order-taking 
cutting Ile continued 
by saving that “the blame for the 
ritical decline of selling skills and 
ts low estate today may be laid 
ight at the doors of business man 
iement itself beginning with the 
ittitudes of big business and per 
meating down through the ranks 
to the smallest ' 

Kconomic progress is 
bv those 
not by those who merely 


md pries 


torekeeper 

produced 
who create new wants 
upply 
existing demand,” he continued 


If this were not so, most of the 






oduct te untin ror th 
mayo! rr th f market vould 
never have cecn ited 

Sales Increase Sa pot d 
ut that total a plian ( i| 1 

ised from bilhon m 19 
t } billion 1 19 But, he 
i | how nuch bette ould 
th ndustry performance be if the 


clling were good?” 
Bull, meanwhile, urg 
to consider store selling as a von 
derful human adventure, and not 
to use a harp pencil as a crutch 


to support lack of produ t knowl 


dye 
Savre ilso id 


} 
PLOOTEN 


recently — that 
ipphance — forecaster are 
moving up the time when the an 
clothe 
drver passe that of the automatic 
washer. He savs that current esti- 
mates place that time as early 
September, 1958, instead of late 
1959 

He claimed 
tastest-g 


nual sale of the automati 


i 


the drver is the 
uning home *: 


ipphiane ( 
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BEST | 
N 





Made to the highest require- 
ments of leading set manufac- 
turers, Tung-Sol Tubes are per- 
fect replacements for all sets. 
Bank on Tung-Sol’s brand of 
quality tops in the industry. 
It’s the sure way to avoid call- 
backs that eat into profits. Tell 
your supplier you'd rather have 
Tung-Sol tubes. 


TUNG-SOL MAKES 
All-Glass Sealed Beam Lamps, Minia- 
ture Lamps, Signal Flashers, Picture 
Tubes, Radio, TV and Special Purpose 
Electron Tubes and Semiconductor 
Products. 


C Ba 10 ¢ hip Yuallly 


- @TUNG-SOL 


RECEIVING TUBES 
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New Kind of Store 








PORTABLE STORE for ‘special events 
Bros., Chicago, Ill. Entirely supported by air and resting on 
108 feet long, 50 feet wide, and 30 feet high 
be set up quickly anywhere and is used for sales 


merchandising was recently opened by Polk 
water, the store is 
This extra inflatable sales unit can 
of television sets, washers 


and dryers, refrigerators, freezers, air conditioners ranges, a furniture unit, and 


other merchandise 





Tips for Salesmen . . . 


are given by Anderson of Westinghouse in a speech 
that lauds sales accomplishments, hits at achieving more 


and better selling in the appliance industry 


i p ire n th 
mitt t if 1 
() t ngineenn 
mad } 1 th l 
hae ek Mana A Cool Market 
Statin that th \ i p 
in to be cd Ande! Du Pont Ce researchers con 
thine point p 7 tend that there is a market for 
! t | th i quart millon central ait 
i j rclitye n tom mectrop | 
1) | t t " t ut fan arca 
help and na t tramin ( on I po ting to the Air Condition 
n both product id t chnique e & Kefrgeration Institute r 
2) Mal ling worthwhile fi ntl th Oompa ud " 
lancial vith a bonus for cativit iationwide urve indicate if 
When th icsmman begms to d ist 70,000 home Ownec!l in 
vell, don't ange the method of metropolitan irecas alone are seri 
npensation, thu cutting h uusly and actively considering put 
ncom hase of the permanent, centrally 
3) Ha hooked-up floor dem nstalled type of equipment for 
strate if all products, including ooling them home This figure 
O-volt iten vould more than double the num 
4) Have rea able employe ber of homes now equipped with 
purchase plans for salesmen. Sut entral systems and would represent 
vevs have iown salesmen who own i retail market pote ntial of at least 
the applian ( ell four times a 1 quarter of a billion dollar 
many as those who don't \ Du Pont representative said 
S) Dealer hould use the di the survey indicated an even larger 
pla they gct from the tactor both narket could be at cloped by 
to attract attention to the product more aggressive selling and educa 
ind to cue retail salesmen tional program 
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Sl aud Iuctall... 


LAUND-R-VENT 


BEST BY TEST 
You See More LAUND-R-VENT 


Installations Than Any Other! 





The big reason that original LAUND-R-VENT's patented damper opens freely and 
surely when dryer is in operation; close when not in use preventing down drafts 
positively cannot rust or freeze Specially designed hood protects opening 


from rain, snow and tampering. Result: satisfied customers No complaints 
No wonder more appliance dealers and 


install LAUND-R-VENT for all makes and mode's of automatic dryers make more 


sales, more profits, more itisfactior 
Complete Kits Ready To Install 


LAUND-R.VENT kits in both 3° and 4° ad 
LAUND.R-VENT's own Sn Lock 


service shops everywhere recommend and 


iameters are furnished complete with either 


aluminum piping and ell, or fireproof rustproof 


vermin-proof flexible ducting LAUND-R-VENT also sold 


available 


separately Window Plates 






nap Lock aluminum pipe requires 
o riveting of elinching. Snap it 
together, it locks itself and | 
ready tor work 






ASK YOUR JOBBER Most job 


bers carry LAUND-R-VENT ~_ 

” a tractive jiver finite tibergta 
kits. W your jobber can't sup é a flexible ducting is fireproof, ve 
ply you, write us for prices ames inproot washable durable 

Won't rust of orrode Hiends te 





COLE-SEWELL 


JOBBERS IN PRINCIPAL CITIES 













22866 UNIVERSITY AVENUES 
ST. PAUL 14, MINNESOTA 


SPARTUS 
|} CLOCKS 


Jf AMERICA’S TOP SELLERS 


SPARTUS 
CLOCKS 
are 
ADVERTISED 





FRY -KLOK—121-FK FRY-KLOK—120-FK 
Lustrous true coppertone Available in white, ice pink 


finish, with third dimensional or ebony as iilustrated 
metallic numerals and black above, a handsome addi 
facing. 1214" high, 8'A" tion to any kitchen. 12'A 


diameter, 2'‘4° dept high, 6'4" diameter, 2'% 


Retail Price $ 395 LO OK depth. Retail Pree $4.98 


DIANA — 501 Beaut 
fully finished in ao modern and the DISC — 500 — This prev 


third dimensional face sion made time-keeper | 


J ,) ‘er ar » ' 
design. Comes in smart SAT. EVE. one of America’s smartest 


i clocks. Comes in dec 
decorator color combine wall clocks mes in de 


ioe Mee |) |) aera 





All Spartus Clocks are 110 
120 Volt, 60 Cycle, AC 
only, equipped with self 
starting synchronous elec 
tri motors. UL. approved 





HEROLD Products Co., Inc. 242000)" "0 


MANUFACTURERS OF 
CAMERAS © ELECTRIC SHAVERS © DEFROSTERS © TIMERS 
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Anyone can deliver the largest appliance... 












with an 





aeesoee it balances the /oad/ 





































































lock in balancing 





EASLOAD 





NOW! NEW LOW PRICE on 
FLEXO-SPACE Self-Service Island 


ANNOUNCING our new low prices on 
FLEXO-SPACE Self-Service Islands. Here 
§ your Opportunity to follow the trend of 
thousands of aggressive merchants and mod 
ernize your store with FLEXO-SPACE at 
a savings of 50% over competitive Islands 
FLEXO-SPACE gives you Self-Service, 


Space than one flat-type counter. Yes, in 
only 124 Sq. Ft. of floor area you get 50 
Sq. Ft. of selling space. Raise or lower 
the shelves every 2” within 15 adjustments 
FLEXO-SPACE is a complete Island! Your 
customers shop on 4 sides from 5 large 
Self-Service shelves. FPLEXO-SPACE has 
been ‘Tested and Proved” by thousands of 
retail merchants. New amazingly low prices 
on FLEXO-SPACE at almost 50% less than 
you expect to pay. Write for FREE cat 
alog on FLEXO-SPACE and other Self 
Service fixtures. Do it now—-Today! 


Mies. Write for special extra low prices 


ADD SALES CO. 


802 York St Manitowec. Wis 
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PITY THE POOR FISH who's never used an Easload 


Appliance Truck. He's working too hard! TAKES % THE STRENGTH 
Kasload balances the load easily 
f f* and safely puts very little Cc 
‘ weight at the handles. One man <> 


can pick up or deliver 800 lbs a 4 
easily. Large wheels with cush 
ion or solid rubber tires swing 

forward to load, backward to 
position 
Web belt ratchet-type 
cincher rubber- covered 
all welded tubular steel 


— frame Only $57.50 
EA | F.0.8. Los Angeles ® 

= COLSON EQUIPMENT <“ 5 up and 
| & SUPPLY CO. ye" down 
\ 1317 Willow St., Los Angeles 13, Calit stairs 


APPLIANCE TRUCKS 


Mass Display and 400% more Selling} 








Slides 


Slides 
in and 
out of 
trucks 














Quick 
easy way 


to make pipe connections 


FOR WASHERS, DRIERS, 
REFRIGERATORS, 
AND OTHERS 






Mode! CT— with flored joint 
for copper tubing 


Model ST— 
for pipe connections 


SKINNER-SEAL SADDLE TEE —for mak- 
Ing pipe connections. No pipe cutting or 
threading. Only one bolt to tighten. 
Quick, easy. Cuts cost. For installing wash- 
ers, driers, gas refrigerators, heaters, 
etc. Write for circular 


Approved by Underwriters’ Laboratories, inc, 


M. B. SKINNER CO. 





SOUTH BEND 21, INDIANA 





ASSOCIATIONS 


NEMA for Interdependence 


New emphasis is given concept of interdepend- 
ence among members at NEMA’s 30th annual convention. 


Appliance and housewares promotional plans revealed 





A revitalization of NEMA M2 tinuous pioneering of new products 
ear-old concept of interdepend ind development of improved 
cence mong member COmMpanics manufacturing technique ind bet- 
emerged from that organization ter selling method 
Oth annual convention, staged re Elected to succeed Corey as 
cently at the ‘Traymore Hotel in president of the association was 
Atlantic Cit A. A. Berard, president of Ward 

Speaking for the appliance in Leonard Electric Co. Vice presi 
dustry, R. J. Sargent, chairman of dents for 1956-57 are B. C. Neece, 
the association’s major appliance president of Landers, Frary & 
division and general manager of Clark; N. J. MacDonald, president 
marketing and distribution, con of ‘The Thomas & Betts Co.; J. J 
umer products division, Westing Mullen, Jr., president of Molony 
house Electric Corp., told the a Electric Co.; W. V. O’Brien, vice 
embled members that a concerted president and general manager of 
effort by each of their employees the apparatus sales division, Gen 
to become an “ambassador of elec eral Electric; and J. L. Singleton 
trical living vould provide a VIC pr ident A llis-Chalmers 
dynami example of interdepend Manufacturing Co 
ence at work, resulting in an in Among those named to the or 
creasing demand for electricity ganization Board of Governors 


ind in turn for the pl ducts were J ( Sharp, pre ident of Hot 
manufactured br evel NEMA point ¢ 0. D J. O’Conor, Jr presi 


member dent and general manager of For 
In a run-down of the various mica Corp.; W. R. Parsons, presi 
ection 1957 promotional pro dent of The Emerson Electric 
ram Sargent said that a strong Manfac turing Co.; and C. J Wit 
builder and architect campaign ha ting, vice pre ident of Westing 
been Inappe d by the electri range house Electric (¢ orp 
ection vhile new promotional In a separate election, chairman 
materials have been developed for hip of NEMA’s electric house 
refrigerators, treezer ind water ina ; section went to R. H. Wil 
heatei In addition, the electri liams, of the electroni s-applian e 
fan sechon hitherto successful division. Arvin Industries, Inc 
May Da Are kan Da drive J. P. Mecllhenny, vice pre ident in 
to extend the fan selling season charge of sales, Waring Products 
vill be conducted again next yeat Corp., Dynamics Corporation of 
\ “round-the-calendar” campaign America, was named vice chairman 
vill be staged by the electric house It was announced that the asso 
VAT ection, with some 30 basic iation’s mid-winter meetings in 
items to be promoted both as gifts Chicago will be discontinued, with 
ind non-gifts on a month-to-month empha is to be shifted to broaden 


basis throughout the year ing the scope ind Ipp il of the 


S. J. Stephenson, manager of the annual conventions. 
Westinghouse portable ippliance 
division, told a wire and cable se 
tion meeting that the industry 
lifeblood is its never nding stream 
of new products flowing from How Many Starts? 
manufacturer to consumer. He 
used the electric frying pan, mat 4 600-builder survey conducted 
keted two yeal igo and this year by the National Association of 
lated for volume of more than Hlome Builders turned up an ag 
3,000,000 units, as an illustration gregate prediction of 110,000 fewer 
of the American market's receptive housing starts in the coming yea! 
ness to new product lhis would represent a 10 percent 

Other convention speakers in drop from the anticipated 1956 
cluded Ralph J. Cordiner, presi total of 1.100.000 new homes. 
dent of General Electric Company Conversely, Housing and Home 
who reviewed the progress made by linance Administrator Albert M 
the electrical industry during the Cole forsees no tailing off in the 
past decade; and J. W. Corey, current level of starts until 1960. 
president of the Reliance Electric Cole expects the present indus 
& Engineering Co., who, as retit trial building and expansion boom 
ing president of NEMA, stressed to slacken next year, loosening 
the dynamic character of the in tight residential mortgage money 
dustry, remarking that the myriad and resulting ultimately in what he 
needs and wants of the millions it terms “a housing boom the like of 
serves are prime movers in its con which has never been seen.’ 
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RADIO-TV 





TV Bonanza . 


is sparked by new stations in Puerto Rico; present 


130,000 sets seen increasing to 315,000 in five years, as 


per capita income and station penetration grow 


Dealers in Puerto Rico expect to 
0,000 television sets to local 
onsumers during the next five 
an Economic Development 
Administration report reveal 
Puerto Rican broadcasting is ex 
panding as per capita income in 


ise 


Including replacements, sets in 
use in Puerto Rico by 1961 should 

h 315,000, roughly three for 
every four families 

Island-wide broadcasting started 
n March, 1954, with the inaugu 
ration of two stations within a few 
da f each other. Since then, a 
third station has been completed 
Construction is also well-advanced 


on three other station: 

W ider Area. Lhe expall ion of 
broadcasting is expected to have a 
direct effect on sales with many 
ea 1 the central part of the 
islane ming within the cope of 
the transmitter 

In two-and-a-half years of broad 


castit Puerto Rico has imported 
1 3 Q sets valued at $7 million 
With industrialization pu hing up 
mncome ind levels of education 


deal expect to increase this rate 


Sal ire mainly to low ind 
middle-income familie he two 
rou iccording to a recent sur 

wn 7§ percent of thi ct 
in the San Juan metropolitan area 
which accounts for 50 percent of 
the IV market 

l'o widen the market, dealers are 
elling sets on long-term install 


nent vhich ill for $10 to $15 
vn. In addition, new lines are 


being introduced. One model b 
ming imecreasingly popular is the 
family portable which retails for 
t $175 for 9- to 17-inch 
ens. Price ire higher than on 


the mainland because of tran porta 
tion cost 
Service Market. A market for r 
ur services and part replacement 
beginning to develop Latest 
ensus of manufacturers’ figure: 
hows that 227 service repair shop 
were operating in Puerto Rico in 
1954. Since then the number has 
reased. Many urban shops have 
come under control of distributor 


vho service customers directly. In 
a pendent hops, however till 
ver an important part of thi 


market through contracts with deal 

(he tubes and parts market is 
iso growing. In 1954, $177,000 

tubes were imported. In 1955 
the figure jumped to $316,000. A 
half-dozen tubes and parts manu 
facturers have established factoric 


under the island’s tax-free indus 
trialization program and many deal 
ind repair shops are beginning 
to deal directly with local firms 
Rico Electronics, a Puerto Rican 
ompany which formerly special 
ized in T'V electron guns, recently 
invested $200,000 in new machi 
cry in order to produce picture 
tubes for the local market. Only 
000 picture tubes were imported 
in 1955, but the company expects 
the market to climb to an annual 
ite of 20,000 units by 1960 
Dealers also expect color about 
1960 


Color Warning 


\ warning that too much con 
entration on color TV can hurt 
wver-all television sales was voiced 
it a dealer meeting recently bi 
Joe Friedman, president of ‘Tray 
Ler Radio Corp 
here is too much color talk 
not enough black-and-white 


| 


tion.” Kriedman warned. Gu 
ng that it will be at least two vear 
betore an economical color set i 
1 the market, Friedman said that 
the industry can dissipate its aver 
wes trying to sell color before the 
pl night 

\ dealer's time, he argued, could 
be better used selling monochrome 


Sylvania TV Awards 
7 IsyiVANY 





GRACIE FIELDS beams as she is honored 
as the outstanding television actress of 
1956. Don G. Mitchell, chairman and 
president of Sylvania Electric Products, 
Inc., presents the award for the star’s 
performance in “The Old Lady Shows 
Her Medals.” Other awards went to 
Jack Palance and Ed Wynn for their 
performances in ‘Requiem for a Heavy- 
weight,” which was named the year’s 
most outstanding original teleplay 
Awards were presented to 29 programs 
and personalities 
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Selling ELGIN 


WATER SOFTENERS? 








Get your share of the profitable Water Softener business in fs) 
~~ 


your area, with the time-proven ELvaIn line. 9 out of 10 
homes in most of America are now taxed with the extra costs, 


work and discomforts of hard water. An ELcrn Softener pays 
for itself in savings . . . contributes to better living throughout 


the house... 


makes washing machines, hot water heaters, 
other modern appliances work better. 








There's a precision-built ELGIN 
for every need and budget 
automatics, semi-automatics 


and manuals—with many ex- 


Why ELGIN is 
} The Best to Sell 


e Exclusive Double-Check 
Design — increases soften 
clusive efficiency features, Ef- , ing capacity; prevents Zeo 
lite loss; eliminates bulky 
fective merchandising, dra- gravel beds 





matic demonstration, FHA © Best Basic Engineering TWuLy / 
low T 


financing, rental and trial plans 
sell the mass market, Get the 
facts on ELGIn’s extraordinary 


- 
i i 
. 


cooperation in establishing and 
supporting distributors and 
dealers. Write today 


Home Appliance Division 


ELGIN 


anut ire ! te 
CORPORATION | uiiunir scl 
since 1908 





239 N. Grove Ave., Elgin, illinois * 


Downflow Softening, Up 
Backwashing assure 
greater efficiency 


Trouble-Free Operation 
eliminates servicing head 
aches, low operating cost 


Automatic Bypass — pro- 
vides uninterrupted supply 
of water during the regen | 
eration process 


Backwash Flow Regulator 

controls backwasn rate 
for maximum cleansing and 
softening action 


Fully Guaranteed }-year 


SOFTENER b  Famty, backed by the lead 














RADIO 
HIGH FIDELITY 


Distributors Wanted 


Granco, leading manufacturer 
of FM, FM-AM_ radios and 
high fidelity radio-phonograph 
combinations, now expanding 
its operation through distrib- 
utors. Several choice distrib- 
utor territories are open and 
inquiries are invited from es- 
tablished distributors, Short 
but complete radio line featur- 
ing table models, spectacular 
FM-AM clock radios, high fi- 
delity console combinations, 
PM tuners and UHFE 
converters all at 
highly competitive 


pricing. 
Contact: 


Loyd Dopkins, 
V.P., Sales 


GRANCO 
[owsmco}] PRODUCTS, INC. 


36-07 20th Avenue, Long Istand City 5, W. Y¥ 
RAvenswood |-0400 





NEW 





STEAM IRON 





CLEANER 
‘4 
484i s 4 


won 
=I Miracle 
~ 


STEAM IRON 


Rejuvenator 





Removes 
ir) Mig Cleane’ Clogging 
Seale 


® Perfect for hard water areas 





| © Safe... odoriens ouny to une 


© Tested & recommended by 
i appliance manufacturers 





¥ NATIONALLY ADVERTISED in 








‘ PARENTS, LIVING, etc. 

t Used & sold in leading appliance serv 
ce stations from coast te sant 
Qirder fron your joblhe wv write for 

i ocame of nearest sup Jobber if 
quiries invited 

i Dept. EM 











FAST CHEMICAL PRODUCTS CORP 


ee ed Yonkers, WY 








PAGE 357 











PAGE 













Vivid Merchandising 


“RCA COMPATIBLE COLOR TO SEE” promotion in stores across the country is typified 
by th 
placed for Rf A Victor by W. L. Stensgaard & Associates. Ine 


was furnished with proper fine art panel 


display at Heer’s, Ine Springfield, Mo. The promotion was conceived and 


Chicago. Each store 


Comments from dealers were favorable 


TV Levels Off 


Survey reveals that listening hours are down and 
that people are waiting for better programming and 


the right price for color 


| i Inf t] i t mia 

| , ' th wt + mat : ) 
it 19 tthin though th hunt rt 

' ' \ | 1, ' 

hi \ it. tnt t tabl 1\ 
j ( \\ t| | 
| ! t 1 \ t t 1% 1 

’ i ’ ’ | t t 

| Color Reactions. Reaction 

1} f that T t \bout half of all 
i ’ tt 1\ | th ul | 
1 front of na col t, provided th 

} Th ) ht and the recn 
that t { 1 wh Lhe nd 

i i t aT ling t i ( 

TU \s TV fa hil The first fou f Vid 

TT " vil { t i i ti cra t 1\ 
wwe | ric | Wh j ipl wth bh | t 

ih port al T { that fh cars ha marked TN yx 
faavvnali vho have had ts lon manent entrenchment a i a 
vatch them mo tten cepted part of the avera pe n 

Radio Regains. Radio listenin lif 
ippears to be steadil linbin Of the 30 hours per week avail 
hack ait percentage ot peopl ible to th iverage adult (Monday 
listenin mn weekda nin i through linda the head ot 
IV homes dropped to tive pe t famnhes in 1956 devoted 13 hour 
m 195] from 60 percent im to television. ‘The course of future 
pre PV da hed LO) pe it programming, the survey mdicate 
mt 1954 and now stands at 12 pe will be the prime factor im main 
cut, Lhe percenta f all peop! tumimg or expanding this hon 
listenimy imereased f n | hare of leisure time 

nti | to the present > 

cn 

\lmost half of the famuhes that 

vn a television set have more 17-Inch Rush 
than on Tait | ‘ cit Rad 


placed in bedrooms and kitchen Britain prefers 17-inch television 
probably ly Ip maintain the hsten ets, McGraw-Hill World News re 


ing level port In fact, the demand for 
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lent of the Radio-Flectron 
1 Mir \ j fut h ce 
tit fort 1} i } ; 
f the ¢ ) r 
In t I I 
Arthur V. I ian ( t 
the Institute of Radio En 
f th, ” fj] f f 
Rh and Rie TMA, Bak tated 
\bout | j 1 te 
| | ld annual i 
| t | wit t 
) of al t millio 
to about t mullion | ( 
| tel 1 
{ " they f 4 
ih lopm I 
tt I t til 
1 f i t t t 
! f T\ 1 t 
i t i 
| } ' } 
{ , ' ' 
tly j ’ / j ; 


West 1) tf Gen i 
Corp 1 | ' 
ae pa if free t 
id watch ! Ih 
fulogud in ) obtained 1D’ 
ting to Sc 1) pt W estcloy 
LaSalle, [Hl 
Loolkraft ¢ orp entire line of 
Darra-Jame motorized and stand 
| pe ver tools for home worksh 
nd hight industi ontamed im 


i new 36-page catalogu Lhe fre 
booklet can be obtained from ‘Too! 
kraft Corp., Plainfield St., Spring 
ficld, Ma 


Holidays Guide 


Lhe Chamber of Commerce of 
the { S l 
booklet 
promotion 


@ } 
md religiou 


ottermg a 45 page 
listing r 300 busin 
event legal holiday 
observances for bu 
nessmen § purpo 

hese booklets can be obtained 
for 50¢ per copy from the Domestic 
Distribution Dept., Chamber of 
Commerce of the U. S., 1615 H 
Street, N. W 


3g 


JANUARY, 


New EM Editor 


Washington 6, 


1957—ELECTRICAL 


WILLIAM C. McGUIRE, 34, new ass 
Electrical Merchand g 


; magazine after five years 


ditor for 
omes to th 
with New England Appliance and 
vision News and New England Electrical 
News. McGuire 


nell College in lowa 


a graduate f Grir 
51, B.A.). During 
World War Il, he served in the Middl 
East with the Amer 
1942 and 1943 and then with the U. $ 
Army in the K-9 and Transportatior 


can Field Serv 


Corp: VicGuire narried and has: 
three young sons He is a nativ yf 


Scituate, Mass 


Leo Fox, 54 





Nii \ } a i 
\ y ( No 
| trad ' 
t th NEMA f | 
til the t z | 
New Ad Exec 
I 
; 





-_ 
> i 


HARRY J. DEINES rejoined Fuller & 
Smith & Ross last month as vice presi 
dent in charge of all phases of the 
Westinghouse industrial divisions served 
by the agency. Over 25 years in the 
electrical and appliance fields, Deines 
has served as advertising manager of 
General Electric's radio-television-elec 
tronic division and general advertising 
manager of Westinghouse. He has 
worked previously for Fuller & Smith 
& Ross on the Westinghouse account 











MERCHANDISING 


= ew ee ee ow ew em ew ow em «= 


| EVERYBODY 
| I$ MAKING 
| MONEY 
! 
: 


NEW POSITIONS 





WITH THE NEW 





* ~ i 
BRAND 


‘RECORDING TAPE 
DEPARTMENT’ 


HAL DIETZ FRANK J. GLEASON 

Radio and Phonograph Copeland — Refrigeration Corp. 
been named lrank J. Gleason has been named 
pre ident of th 


imerson 


Corp Hlal Dietz ha 





CECIL E. PARSON ( 
; ident am charge of ik corporation — to 


C4 lI 
: , icceed the recently resigned Harry 
American Kitchens Div., Avco Mi md marketing. An additional ey E, Thompeon 
( ( B. F n, has been utive appointment 1 that of Ind 
' - = ze | Kantrowitz named to the post Quictrez, Inc. Paul Denslow is the 
nn hag | Vas previ f director of advertising and sal newly appointed general sales man 





on 
i inh ( 
n . Ran nofon r for thre COMPPAn 


Republic Steel Kitchens— Dean D 
\ At ) i PATE ' | 


i re hitat th id 








FRANCIS J. DAVIS £. B. THOMPSON 
Proctor Electric Co.—lrancs | basco Industries,  Inc.—1 B 
Davis has been appointed il Phompson ha been appoimted 
mnanager of the onsumct produ { il manager of the compan ip 
ROBERT L. BRINTNALL division division 
W hirlpool-Seeger ¢ orp.—Robert | 
B t mais | n appomted to th . . 
voit of bthct ata, Letters To The Editor: The Service Problem 
f +h iil Coney ALS I OA NETS 
manager | t lo the Editor ted to service education, through 
J | ( rire Boston: tla ln my ¢ ipacit Colvurman of linn mectin tuds incl work 
| 1) \ y Austin S | Chin mid I.ducation in publi chool the wnting and 
Sch t Atlant RB i | ¢ Committee of th \pphance Part ponting of study cours ct hia 
| Ie t | ( Jobbers Association, it becomes m wccomphshed nothing While we 
ic: | hell C hy R I plc mt duty to acknowledg lo not wish to bore vou wath the 
N. Stone, K City: Pet ? uN ery fine contnbution to the details of our extensive and long 
I ( chons of the clectrical range efforts to up-grade service m 





Cc. O. GREEK 


Hoover Co.—C. ©. Greck has been 
named manager of the compan 


pecial products division 


Stove Co.—R. |. Nevin 


ippointed tern district 


Florence 
ha he 
manager with a sales are 1 comprised 


of Delaware, Marvland, New Jers 


New York Penn vl ila Virginia 


ind \W t Virginia 


ELECTRICAL 
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ipphance mdusty peck lly thie 
Octob ISSU of bE eCTRICAl 
\inre HANDISING 

Here it long ist the frank 
ind open idimission of the condi 


tions with which many of us have 
been struggling for the past everal 
Cal We have read every artick 
in this October issue of your pub 
lication ind congratulate you 
pecially on your wisdom in bring 
ing out both sides of the contro 
Cc! over methods of ac hieving the 
better 


to the ultimate consumer of auto 


me prime objective crvice 
natic appliance 

Your editorial, too, is very fine 
authentic with thi possibl 
tatement that 


thre facilities and men necessar 


TY 
xception of your 
to keep these millions of product 
in working condition remain—with 
the exception of television—at pre 
war standard 


We hould hate to think that 


the thousands of man hours de 


1957 





greatcs 


thi field 
hare of the 


md to gam a 


Just 3 sq. ft. 


pote tial om Inpowel 


ind) brampower from the gradu 
ting cass fear ia ae of space gets you 
ind college we could if Ou CAre 


ubject further, fur 
ush you with a great deal of docu 


77.64 clear profit 
—a full 40%—on 
every complete 


turnover... 
... WITH EVERY CUSTOMER 
PRE-SOLD BY irish! 


to pursuc thi 
mentary and pictorial proof both a 
to Cop ind iccceptance of our pro 
ram 

We do heartily agree with you 
that all the 
keep service traming abreast of the 


combined efforts to 


need = ha proven woefully in 


idequate and that your closing sug 
gestion of a united and coordinated 


effort among all interested group 






offers the most promising solution 
to what you so aptly term the in 


dustr Major Headache’ 





So— get in on the 
recording tape boom! 


Write, wire or phone for the 





Rav Jones, Chairman 

Service Clinics & Education 
Appliance Parts Jobbers Assn., 
Cinecmnati, Ohio 






name of your local distributor 


ORRADIO INDUSTRIES, INC. 
OPELIKA, ALABAMA 
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DEALER 
HEADACHE 
SOLVED! 


no more dishwasher 
“back-up” with an 
American Sanitary 


DRAIN GAP 


tamination 
re-enter. 












amenican 







Sell dishwashers guaranteed free from possible con- 

. . dishwashers that waste water can’t 
Do it by including an American Sanitary 
Drain Gap with every dishwasher sale. 


Ssanitans 


Most major 


cities having a drain gap requirement in their code 
have already approved this product. And, it’s the one 
sure way you can avoid a troublesome service prob- 


lem. 


Write or wire American Sanitary today for full details 


and prices. 


faster if you call Abingdon, Ill. 162 or 172. 


MFG. CO. 


NEW 
Rye Sound earsets 
for transistor radios 


spark profitable sales 


7Fontth Kegeney HOA ait Mo 
torola Westinghouse Magnavox 
Vhilee, Kulova, Koland, Dewald 


Kaytheon- Admiral, Emerson 
Irvin 


Trav 


ler and 


sonore Revere 


5) 


' 





' ' ‘ . ! i r and 
aler | ft rein, Past i A NiCW 
ith liet it pole re be $10,000 


Check these Rye Sound features 
* only line that covers every popular model 
* Individually packed in sales producing clear 


plastic box labeled to indicate the brand 
radio it fite 







* euch set contains one hearing 
netle receiver with non-t 
on either ear, cord 


ald-quatity 
oxte earloop 


lide! jack 






Rye Sound Corp * 21 Rye Road * Rye, N.Y. 


Phone MAmaroneck 06-7010 
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ABINGDON, 


Delivery from Mid-lllinois is fast—even 


AMERICAN SANITARY 


ILLINOIS 





arr: 


LY “ad % \ 
thes} 

p44 44 p 
DISPLAY ADVERTISING 
© Arouses Interest 


DIRECT MAIL 


© Gets Personal Attention 


After your prospect 
Display Advertising 
personalized mailin 
ful action getter 







DIRECT MAIL 





Send for ovr 
Direct Mail Catalogue, 150 lists available 


Resuty- 


poe SS 06g 


Mc GRAW-HILL 


IT TAKES | 


TWO 


© (Creates Preference 


© Triggers Action 

has been convinced by 
he still must act, A 
@ piece ’ @ power 
Industrial 


LIST SERVICE 





Direct Mail Division 

330 West 42 81, N.Y 
Please forward my 

mil 


Nome 


Compony 





Address 
City 


McGraw-Hill Publishing Co.. Inc 


346, N.Y 
free copy of the McGraw 


industrial Direct Mail Catelegve.’” 


$tete —____— 





50th Anniversary 










































A BRONZE PLAQUE commemorating his fifty years in radio, television, and electron 


ics is given to Brig. Gen. David Sarnoff, chairman of the board of the Radio Corp 
of America, by Joseph A. DeMambro, president of the National Electronic Bistribu 
Assn. NEDA gave Sarnoff the plaque to express appreciation for his contri 


butions to the industry 


tors 










DISTRIBUTOR NEWS new distribution centers im Cah 
fornia Ihe first of these, located 
in Los Angeles, will service southern 

@e Amana Refrigeration, Inec., lia California. and nearb western 

mnounced th tablishment of a tate thre cond in Burlingame 

factory branch in Chi ind the vill perform a like function for the 

ippomtinent f Thomas J. bit northern portion of the state and 
il Wyhea bed The new fa idjacent area Ihe Burlingame 

tory branch, Amana’s first, will b ent vill also house the firm 

located temporarily im thi m western regional executive and sale 

pa Merchandi Mart office and Ome vhich administer sal ict 
, deal n eight Mhinoi viti throughout an eight state 

lnichana unt urroundin 


Radio of Ohio, Cl 


@ kiimerson 
| h othcee in 


© Chrysler-Airtemp has announced 


| bran 


' el ou plan for the openin of factor 
Pittsburgh, Pa. to | KHOW a wi distributorships im New 
lem a Pittsburgh Michael York Cit Kansa Cit ind 
Gisser has been named sales man Houston. Both the Kansas Cit 

rel ! ch ind HH ton itions will begin 

n November ith RK. bk. Davis and 

@ Syivania Electric Products, Inc., RT. Marshall headine the r 
" ones iced th yperuny r tw ect branch | J. Laughna 
Hil Ta named manager of the 

New York operation scheduled t 


1 ! Janual 


@ RCA Victor Distributing Corpo- 


ration | itly opened its new $1 
400.000 distribution center in Lo 
Angeles, Cal, The new distnbution 
enter, situated on seven-and-a-half 
icres, contains 3,500,000 cubic feet 
of storage space, and iccommodates 
office three large display room 
ind a warehouse. Anticipating fut 
ther sales gains in the distribution 
irea the company has taken an 
option on idditional acreage, and 
can expand present facilities to 
NORGE VIKING Dealer of the Year, Roy gain 20,000 feet of floor space if 
Gray, of Gray Bros., Canton, N. ¥., re required Speaking at opening 
ceives the presentation in Canton from | e | 
W. H. Baldwin, of B. H. Spinney Co., ceremonu Frank M. Folsom 
inc., Norge’s Syracuse, N. Y., distribu president of RCA cited the tr 
tor. Gray has been a Norge dealer for mendous importance of the Cali 


25 years fornia area in terms of future sales 
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e Prudential Distributors, — Inc., 
Spokane, Wash., have 
plans for the building of a new 
he idquarters to provide 40,000 feet 
of storage, office and display facili 
ties. Dave S. Cohn president of the 
distributing firm 


mnounced 


placed the prob 


ible ost of the new building at 


S/7 OO OO 


PERSONNEL APPOINTMENTS 


Air Conditioning Wholesalers, Inc., 


Boston, Ma Howard | Davis 
ji vi president and general 
manages 


C & M Industries, Inc., New York 
N. Y.—Edwin B. Hinch ice pre 


dent 


Stuart F. Louchheim Co., Phila 
delphia Pa.—Frank Louchheim 

iles manager and vice president 
Zenith, York 


lelevision of Northern 


I rancisco hd 


Olympic 
California, San 


Davi ile MWanayvel 


Peninsular Distributing Co., Ds 
troit, Mich.—J. \ Darby VICE 


president-sal 
! 


Philco Distributors, Inc., Chicago 
H1.—Carl Krumrei 
= 


eneral man 


I'ri-State Electric Mfg. Co., Lima 
Ohio—Franklin P. Col held 
| lorida 


ile manager Alabama 
(,ceorgia 


Distributors Named 





Admiral Corp.—Neil Distributors, 


Wash Swanton 
Maine; Inde 
Grand 


In Spokane 
| 

Co. In Portland 

pendent Distributors, Inc 


Rapid Michigan Lone Star 
Wholesale Ine Dalla l'exa 
Amana Refrigeration, Inc.—Alhren 
W holesal Apphance Co., Littl 
Rock, Ark 


Chrysler Corp.—Harry Alter Co 
Inc., Chicago, Illinois; St. Peters 
burg Fuel Oil & Heating Co., St 
Petersburg, Fla 


DuMont Labs, Inc.,—O'Donnell 
Distributors Co., Syracuse, N. Y.; 
l'ridley Brothers, Inc., St. Louis, 


Mo.; Standard Appliances, Inc 
( hattanooga, Ll ennessec Hulls Gas 
ind Appliance Co Rapid City, 
South Dakota 


Vedders-Quigan Corp.—|lart-Greer 
Inc Birmingham, Ala Joe I 
Pleasants, Inc., Charlotte, N. ¢ 


Copeland & Co Knoxville, Tenn 


Gibson Refrigerator Co.—Yont 
Radio & Appliance Co. Inc., Day 
ton, Ohio 


Hoffman Electronics Corp. 1/11 
\ppl Wholesalers, Pittsburgh, Pa 
Electric Sale ind) Appl, fn 


Miami, Fla.; Silkworth Distribu 
ting Co., Flint, Mich 

Magic Chef, Inc.—Tryman Di: 
tributing Co., Milwaukee, Wi 
Forster Distributing Co., Minne 
ipolis, Minn 

Norge—Nelson and Small, In 
Portland, Me.; Davis Distributor 


Phoben Elrod 


Honolulu, Hawai 
Co., Atlanta, Ga 


Olympic Radio and ‘TV Sexton 
Distributing Co., Knoxville, Venn 
Bond-Rider-Jackson Charleston 
\\ Va Mitchell-Power Hard 
vare Co., Bristol, Va 


Republic Steel 
Brown Const 
Phoenix Ariz 


Kitchens— Scott 
Specialtie tir 


Steelman Phonograph & Radio Co. 
Philadelphia Distributo Phila., 
Pa 


Toro Manufacturing Corp.—Toro 
& ‘Turf Supply Co Atlanta, Ga 
Gustine Sale & Service Co 
Shreve port La 


York Corp.—Benington Bri iy 
Loledo, Ohio 


Kelvinator Shows in N.Y. 


PAUL JUAN, left, Greenwich, Conn., 
iness with Keith Saunders, center, zone manager, Kelvinator Sales Corp., and sales 
man Dan Eurove, at recent distributor meeting in New York City’s Essex House, N. Y 
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dealer discusses his future in the kitchen bus 


1957 


Random Thoughts 


..-On a new line for 
the NEW YEAR 


and next year should be even better. 
. dishwashers, automatic 


“It’s been a good year... 

Major appliances booming. . 

laundry equipment. Now, for next year, there [ele 

"8 should be something to round out the 
i 75 profit picture. Another major line. Sure! ' 

Water heaters. Ought to have both electric and gas, to take 
advantage of this market. All right... but where can I get both ? Sure! 
‘ “ TOASTMASTER! Both electric and gas .. . 


_— 


in electric 


% models I get that Life-Belt Element. Lasts and lasts, 
- 
No trouble with lime or scale, either, ” / 
. ithe . aN 
.’ hy / Comes with either galvanized or glass-lined tanks CYS 


. And boy! Those Toastmaster gas models! 
(| # With Universal pilot, burner and controls, | can deliver a 
Toastmaster Gas Water Heater on a 
moment’s notice .. . after all, it takes only a couple of seconds 
to convert to the type of gas available. Don't have to 
carry more than a minimum inventory. | can get both galvanized and 
glass-lined tanks in gas models, too, 
“Can't sit still for limited capacities, though. Got to be able to deliver 
what the customer needs... Toastmaster Water Heaters fit in there, too! 
Electric models range from 30 to 120 gallons capacity . . . gas models 
come in 20, 30 and 45 gallon sizes! 
“Naturally got to do business with a thoroughly reputable manu- 
~ = facturer.. 
y Toastmaster Water Heaters? Been in the business for over thirty-five 


. and who could ask for more than the builders of 
years... and they’ve always done business through the traditional 
independent merchandising channels. Better get in touch with that 


Toastmaster Water Heater rep... . right away.”’ 


McGRAW ELECTRIC CO., Clark Division 
5201 W. 65th St., Chicago 38, Illinois 









Toastmaster’ and "'Life-Helt’ are trade marks 
of Metiraw Eleetrie Co (nieago, makers of 

Toastmaster Water Heaters 
Toasters, and other ‘Toastmaster’ and ‘Tropic 
Aire’ products 





Toastmaster 




















Copyright, 100 MeGiraw bLieetric Co 


7 by 





























TOASTMASTER 


fon Ue Oe OF 


Weter Heaters 
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At nite ‘ Electrical Merchandising 312, 313 Majestic Co., Inc., The 280 Sub-Zero Freezer Co., Inc 225 
trols ¢ f Ame | 48 Elgin Softener Corp 357 Markel Electric Prod., Inc 214 Sunbeam Corp 202-204 
Add Sale Co 156 Emerson Electric Mfg Co., The 45 Maytag Co ‘i The 179-184 Sutton Corp , Inc., 
Admiral Cory 4BA-C, 221-224 McCall's 334, 335 The O. A 85-100 
A Temp Div. Chrysler Corp McGraw Electric Co Sylvania Electric Products, Inc 
254-255 Clark Div 361 Television & Receiver Div 297 
Altorter Bros. Ce 270, 271 Relte Bemdets tos 309. 310 Toastmaster Products Div 4 
Amana Refrigeratior 73.79 Farber, Inc., $. W 153 Meier Electric & Machine Co 
American Rnitcner Fasco Industries, Inc 197 337, 338 
Div. Aveo Corp 207 Fast Chemical Products Corp 457 Metalaire Products Co 347 Tide 213 
American Sanitary Mtg. Co 360 Flexible Tubing Corp 276 Metal Ware Corp 339 Thee 326, 327 
Apen Sreciice! wg. Ce ‘ Foley Mfg. Co 317 Mitcnell Mig. Co a Toastswell Co., The 353 
Inc., The 2nd Cover Frigidaire Div. General Motors 199 Div. Cory Corp 332, 333 Toledo Desk & Fixture Corp... 345 
Arvin industries, Inc., Elec vonn : i Modern Water Treatment Div., Trade-Wind Motorfans, Inc 300 
& Appliance Div 42, 43, 286 Geo. Getz Corp 81 ‘ 
True Story 70, 7) 
Monarch Washer Div. Central Tung-Sol Electric Inc 354 
General Electric Co., Automatic Rubber & Steel ¢ orp 302 
Blanket & Fan Dept 146, 147 Motorola, Inc 306, 307 
Belden Mig. Co 52 Clock & Timer Dept 169 Moto-Mower Div 
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Better Homes & Garden 80 General Floorcraft, Inc 145 Viking Air Products Div 
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“Opportunities Unlimited” 


Life Magazine film paints a rosy picture of growth 


opportunities awaiting the electrical industry, stresses 


expanding markets and increased productivity 


ft what ha i 
ian An il} hath l 
ent vel] ts potential 
for tl th yect of Lit 
Ma | motion pi 
tire ( tunit Unlimited 
lh minut in i ! 
toon animation 
trie ! i ly yhot iph 
It { Hidall i i 
n yarticulal cit 
int t il waitin t 
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that { t of ¢ hve Ameri 


ire madcqu 
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it 


t f cannot accommodate 
toda trical de opment 
| inufactures ind 
t t f electrical applian 
tf raw Coppel tecl, an 
msulation thi repr ent ill 
tunit Public utih 
ti rich must meet the resultin 
1 demand for powel will 
hha this wealth The increas 
in IV and electrical ipphance ike 
t Cal ilready indicate 
the f e trend 
Sti | in the film is the chal 
lenge h expanding market 
ind re d productivity present 
If An tandard of living 1s t 
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Merchandising in Motion 
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MOBILE DREAM KITCHEN assembled by Frigidaire 
Here 


if locales 


Sheer Look kitchen app 
showmot which will v 
Jeaier franchising 

ELECTR AL MER 





( ipa 


Many 


nited 


n throu 


hances 


HANDISING 


) 


} 


marketing be 
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5 the country 


SCENES from Life film 


Magazine's 
show that 


Opportunities Unlimited, 





the birth rate is soaring 





the consumer has more spending 


power 


—_ ee 8 


HE eh 
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and the luxury market has been 
captured by the middle income buyer 








the company’s 
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1957 


Frigidaire distributors inspect the 30-foot 


for sales to builders and 
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All-Year Sales 


Home building and moderniza 
tion can make central air condition 
ing a substantial year-round busi 
mn iccording to BE. W. Lyon 
director of air conditioner sales for 
Amana Refrigeration, In Lyon 


has just completed 1 survey of mat 
ket potential for residential central 
| 
tem air conditioning 


\ more balanced year-round 
business than heretofore is possibl 
Lyon said, because there ts signif 


mt new home building and mod 


crmization im what are considered 
the “otf months the last and first 
quarter of the vear Lhe tressed 


that approximately half of central 
installed in 
sting 


units are beimg Hew 


hom 


bemg 


ind half in ex hon 
modernized 

Although housing 
imnsothe 


months, | 


tarts are high 


outh during winter 


yon points out “that even 


in the northeast and north central 
tates durmg the same period in 
19 there wer 000 new hou 
ing Start 

Although it may have seemed 


casicr to sell central air condition 


ing in the months unmediatels 


pre 
ceding the warm weather, building 
patterns indicate that there is a 
large, unrealized potential for cen 
tral air conditioner sales in the last 


ind the first quarters of the year 
he insisted. “Dealers, builders, di 
tributor manufactures 
do 
indising central air conditioners i 
these month 


ind must 


1 more aggressive job of merch 


Trade-In Guide 


Phe 1957 Home \pphance Blue 
Sook, with trade-in values on all 
major white goods, is off the pre 

lrade-in values on refrigerators 
freezer electric and gas range 
vashers and dryers of almost ever 


brand and model ever produced ar 
included 
lhe National Appliance & Radio 
I'V Dealers Assn local 
IppHance cle ile groups PCCOMILINE nd 
use of the Blue Book 
Single copies can be purchased 
it § Manufacturers, di 
ind utilities 


National 


ind man 


) each 
tributor contact 
\pphance I rack In 
Guide Co., 2105 Sherman Ave 
Madison, Wise., for quantity price 


ind distnibution plan 


Way 
thie 


All-Year Buying 


Westinghouse Electric ¢ orp 


tryin fo cncourage non-seasonal 
buying im am conditioner 

Ihe company has announced 
that it will buy back from dealer 
on July 15 a number of air condi 
tioners equal to the number each 
( had purchased from Januat 
t Ma 

lhe purpose of the program 15 
t teady the production of units 

fore the arrival of warm eather 





MERCHANDISING 


SUPPLEMENT 


PRODUCTS - SERVICES 
FOR MORE SALES — MORE PROFITS 





RATES: 


Contract rates on re 


$23.10 per inch 


quest An advertising inch is measured 


7 


a’ vertically on one column. There are 


4 columns—48 inches to a page 


New Advertisements received by Jan 


vary 12th will appear in the February 


Issue 











HAND 
TRUCKS 


For safe and easy han 
dling of Ranges, Refrig 


erators, Freezers, Wash 


A 


ers, Air Conditioners, 


Pianos, Television sets, 


4) 


NO. 102 


Venders, etc. Experience 


in manufacturing equip 
ment for 


heavy case 


BALANCE TRUCK 


moving since 1901 
NO 


SELF-LIFTING oe ean 
PIANO TRUCK CO, N 


TRUCK 
4750 Mon St Findley, Obie 








EMPLOYMENT 
OPPORTUNITIES 


UNDISPLAYED RATE 








NATIONAL DISTRIBUTION 


EXECUTIVE 


market survey 


SALES with na 


tional contacts 
new approach to major apph 
ance distributors, desires connec 


tion with manufacturer contem 


plating national distribution 








test reference 
VW 4427, Il sl) Me 
J 1 ' 
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Jo Thin publication Classified Adv, D 
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SELLING OPPORTUNITY WANTED 


Lines Wanted: Agency with sales know 


how seek one additional | ] 
Ind, and kK Have exceller 
merchandising kill KK I 
Merchand ne 


BUSINESS OPPORTUNITIES 


South American firm wishes to assembie ali 


kine of e@ele« ca apt 
from we known manufacture Ote 
I Me h 

Radic, TV & automatic heating store 25%25 
& Work , 6rm. & bath modern bunga 
y l ite 4 ha i 
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LAURENCE WRAY 


Editor 


Protitless Prosperity 


NCI AGAIN, the ipphiance-radio I'V indus 
tries demonstrated the enormou public 1 
ceptance for their products and, despite a 


riety of assertions in the pre that the business wa 


oft the year ended with the largest volume of 


DUiSitee on record 
l otal Ipphance radio I \ olume amounted § to 
1/0,500 ompared to the 195 fivure of 
6,222,700. Only the automotive and the home 


building industnes outranked the ipphance radio- 1'\ 


bursinne in tha msumer durable goods field. It 
hard to realize that only a short 15 years ago, in 194] 
the last pre-war year, total busin in these com 


| 


bined industries on imounted to $1.480,000,000 

Current busine therefore, is more than five tin 
the pre-war Kk cl 

It is interesting to note that four segments of our 

chustrie pro ided the greatest dollar olume busi 

r Ihe largest, of course, was the radio T'V_ busi 

vhich sold 16,400,000 unit excepting ¢ ir racho 

for a total 

dollar volume of $1,660,000,000. Practically tied for 


phonographs, record player ind record 


econd place were the combined refrigerator and 


freezer busine except air conditioning) and the 
home laundry busin In the refrigerator and 
freezer busine 1,675,000 units were sold for a total 
dollar volume of $1,580,000,000 Hilome laundry 
business sold a total of 6,430,000 units for a dollar 


olume of $I » DOU OO) 

lhe fourth member of the industry's big four wa 
the electric housewares business which accounted for 
ibout $1.200.000.000 in sale 
CGlancing over some of the figures reprinted in 
full elsewhere in this issuc we note that room ai 
onditioners lit the big time with 1,765,000 units 
old or a 39 percent increase over the previous year; 
SOU O00 units 


old; dishwasher had record sales of 400,000 units, 


icuum cleaners hit a new high with 


up 56 percent; dryers hit 1,660,000 for a 19 percent 


rain; electric ranges reached the 1,585,000 mark, 


ibout equalling the previous year's business ind 
washers continued their climb to 4,710,000 unit 
up percent from the previous yeal 


ry 

Lik) only mayo! ipphance vhich failed to equal 
vears hgures were home freezers, 
oft 11.4 percent with 975,000 sold; ironet which 


kilded to a mere 60,000 un 


the previor 


t ott 3] percent r¢ 
700,000 total; and 
tandard electric ranges, off 14 percent fora 1 200,000 


nit total, Built-in range 


frigerators, off 12 percent for a 


on the other hand, whil 
mly selling 385,000, were up 92.5 percent ove the 
Mo t ot the ele tr 


re Ous VCal houseware itk 


gories showed increases with the exception of broil 
ers, some types of fans, deep fat fryers, hotplate 
automatic dry irons (steam irons were up) standard 
mixers (portables were up) and waffle iron 

I'he public apetite for our products had a secu 
basis, of course, in the fundamental marketing pi 
ture; the rising population curve, high level of 
employment, the redistribution of income to th 
expanding “middle class’, high savings and the a 
ess to fairly liberal installment credit. Add to the 
factors the huge and continuing level of home build 


ing and it is evident that the foundation for ¢ 


yt 
business is relatively secure 
But while we may congratulate ourselves on 
continuing and exploding market for our good 
might be well to recognize that we are doing busi 
ri at | ind | proht It is indeed ironic that 


it the pe ik of boom conditions in this vitalh I po 
tant consumer durable goods industry, more failure 
are beimg recorded, more people are quitting th 
business and those remaining are eking out a mer 
ubsistence \ number of important manufacturer 
cither folded completely, merged with stronger unit 
or were contemplating similar move Phe impact 
of these producer problems was reflected directly at 
the distributor level At the same time, enormou 
production capacity has forced the rise of new retail 
ing mediums, especially the mushrooming discount 
operators and brought about a competitive pric 
ituation which threatens the business livelihood of 
many traditional retailer 


NT OTABLE trends during the past year which 
might be expected to continue in the year 
ahead were the spreading of discount operation 
ilready mentioned; the decline in importance of stat 
fair trade laws; the continuing drift toward central 
ized service; the rise of retail buying groups to com 
bat the financial advantage of mass retailers; and a 
disturbing, if not alarming, prospect of governmenta 
investigation and regulation of the appliance-radio 
I'V industry 
Thoughtful retailers might well conclude that it 
they are in this business to make a reasonable profit 
that more emphasis should be placed on items with 
a relatively low saturation—air conditioners, dish 
washers, dryers, combination washer-dryers, built-in 
complete kitchens, color ‘TV and even colored appli 
inces. Here the elements of competition are lc 
evident. It is fine to pat ourselves on the back for 
breaking sales records year after year, but if thi 
ontinues to be a profitless business, the handwriting 


on the wall spells disaster for the distnbuting trades 
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“DISPLAYING MANY TYPES of Lovell equipped wringer 


washe1 





helps you make sure you have a washer in the customer’s 


price range. It also rea the housewife that she won’t be 
the 


wringer washer for every home.” 


ures 


only one on the block with a wringer washer. There’s a 


“FUNCTIONAL DEMONSTRATIONS show your customer 


what a real washing job she can do with a wringer washer. We've 


got our showroom equipped to give live demonstrations. Women 
with hard-to-clean clothes can actually see how wringer washers 


get the dirt out,” 


“There’s more profit in 


“We feature wringer washers for the simple reason that 
there’s more profit in them. In general, we get a 10% 
higher markup on wringer washers. And there are 

fewer returns, complaints, and service calls. This all 


adds up to more profitable business. 


“We keep good traffic in the store with newspaper ads, 








ee j 





quickly and 


“BALANCED PRESSURE ji 






normal] 1ys in.” ure—stops roll 





“LOVELL SAFETY HELPS CLINCH THE 


convincingly demonstrated by running a towel SALE. Any worries your customer may have 
and a hammer handle through the Lovell about wringer washers are dispelled when you 
wringer at the same time. Both are firmly show how quickly you can release roll pressure. 
queezed by the wringer. It’s this action that On the Instinctive 62, a light pull releases pres- 


on the Instinctive 77.” 


WRINGER WASHERS” 


Reports J. Glenn Walz, Buyer, Oblender’s, Inc., Lancaster, Pennsylvania 


and a semi-annual, 30-day free wringer-washer trial 
offered through direct mail. We sold about 200 wringer 
washers last year and we’re going at about the same 
rate this year, 


“As for the Lovell name on the wringer, you bet it’s a 


help. People know it means a quality product and it 
makes our selling job easier,” 


“The perfect combination is a 

Lovell wringer washer and an 
ell 
Drying System. The housewife 


automatic dryer with a Lov 


can be sure of getting her wash 


out of the way in one day 


Al 
wy 
+7. 
PRESSURE 
CLEANSING 
WRINGER 


Also makers of gas le b 
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Co ne © HE KE LVINATOR 
» ROSE ROOM 


SEE THE MOST IMPORTANT NEW PRODUCT SHOWING OF 1957! 


; SEE! ; 
SEE! The New 1957 - SEE! 
The Unique . Store Easy...See Easy... « New1957 
The Incomparable ' Reach Easy . Action Packed 
FOODARAMA ‘57! . Refrigerators! . Promotional Models! 


Dramatic New * World’s Easiest Cleaning * The Line That is 
Kelvinator . Fastest Electric Cooking ; Retail-Minded! 
Built-ins! ° Ranges! 


EVERYBODY WINS AT THE BIGGEST EVENT OF THE YEAR! 


RAMBLER V-8 m ee.) YI ai ‘a TRIPS TO 
CROSS COUNTRY! 7 i  — DISNEYLAND! 





at WIN! 
FOODARAMA '57's! : | DELUXE 


DOUBLE OVEN 
RANGES! 








DON'T MISS THE PRODUCTS, THE PRICES, THE PROMOTIONS THAT 
MEAN GOOD BUSINESS rOR YOU! WATCH tp YOUR INVITATION: 


You'll soon be attending The Rose Room .. . s Most and electronic ranges, air conditioners 
Import nt Op n House... at the invitation « Fie K fete Di 
Distributor or Zone Mz inager in your area. 


cabinets—the works! 


There'll be powerful new demonstration features . . 

exciting new styling to look at .. . wonderful prizes to win. 

Here you'll get an advance look at every new 1957 Kelvinator And every dy wins at The Rose Room. 

product . . . a preview of better business for you. Come heer y Ee see the proof that Kelvinator means business 
. . . good Sor siness for you. That’s the Re se Room. Don’t 

You'll see refrigerators, freezers, laundry products, electric miss it. -W atch for your special invitation! 


. lan al —— 
Mie lwavecato/’e MEANS BUSINESS — "ES com BUSINESS FOR YOU! 








